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AABBSSTTRRAACCTT  

Previous entrepreneurship research has shown that networks are of great importance when 
discovering and exploiting business opportunities, i.e. in the start-up process of new venture (e.g. 
Davidsson and Honig 2003; Evald, Klyver, and Svendsen 2006; Klyver, Hindle, and Meyer 
forthcoming). The value of a network is referred to as social capital, which refers to the amount of 
resources, both tangible and intangible, that an entrepreneur or entrepreneuse might have access to 
through the members of their network (Nahapiet and Ghoshal 1998). Social capital is the product of 
social interactions (Anderson et al. 2007), implying that a person’s social abilities, i.e. social 
competence, can influence the creation of social capital (Baron and Markman 2000, 2003). Social 
capital the factor that helps the entrepreneur “get through the door”, while the entrepreneur’s social 
abilities determine the outcome of that interaction (Baron and Markman 2000:107). The focus of this 
study is, thus, to explore whether entrepreneurs and entrepreneuses utilize different types of the 
social capital in the process of starting a new venture and whether they perceive social competence to 
have an influential role in this process.  

The theoretical framework consist of three main theoretical areas; social capital, social 
competence, and psychological gender. The first part is based on Nahapiet and Ghoshal’s (1998) 
model of social capital and describes theories explaining factors influence social capital embedded 
within a person’s network relationships. The second part covers social competence and the abilities 
that constitute this concept. Further, five dimensions are identified as comprising social competence, 
i.e. social astuteness, interpersonal influence, networking ability, apparent sincerity, and social 
manipulation (Baron and Markman 2000, 2003; Hoehn-Weiss et al. 2004; Ferris et al. 2005, 2007; 
Riggio 1986). The last part discusses whether there might exist differences between entrepreneurs 
and entrepreneuses regarding their behaviours and their psychological gender (Bem 1974, 1975, 
1977; Spence et al. 1975). 

The research design show similarities with both an inductive and a deductive approach, with a 
focus on the induction since little research within the entrepreneurship field has combined the 
different topics comprising the scope of this study. Further, this implies qualitative research methods 
and the empirical data was collect through conducting 14 semi-structured interviews with 
entrepreneurs and entrepreneuses as well as through a questionnaire aiming at determine the 
respondents’ psychological gender.  

The results of the present study indicate that entrepreneurs and entrepreneuses utilize different 
the types of social capital in the stages of the start-up phase. Further, the study show that social 
competence plays and important role in the start-up process and that there is a circular relation 
between social capital and social competence. Moreover, the results of the study indicate that male 
and female entrepreneurs behave differently in the start-up phase and that their perceptions about 
and usage of their social competence might differ.  
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11..  IINNTTRROODDUUCCTTIIOONN  

1.1. Problem Background 

Entrepreneurship represents a fundamental part of the society and the economy since entrepreneurs 
are a major source of economic growth. Entrepreneurship has, as a result of its ability of creating 
both personal and societal wealth, gained a lot of attention from both politicians and researchers 
across several fields (Baron 1998; Johannisson and Landström 1999:7). The field of entrepreneurship 
research has developed enormously over the last decades and is one of the fastest-growing areas of 
management research (Johannisson and Landström 1999:7). Shane and Venkataraman (2000) state 
that entrepreneurship research involves the study of why, when, and how some people and not others 
discover and exploit business opportunities as well as the consequences that follow their decisions 
through out the entrepreneurial process, which consists of three main activities; the discovery, the 
evaluation, and the exploitation of business opportunities.  (Shane and Venkataraman 2000) Out of 
these three questions, the present study will focus on the how and, more specifically, focuses on the 
start-up phase of the entrepreneurial process, which contains three stages; the discovery of a business 
opportunity, the decision to exploit that business opportunity, and, finally, the acquisition of 
resources needed to start a company (based on Shane 2003).   

Research has shown that the start-up process is influenced by numerous factors, which can be 
divided into two groups; psychological and non-psychological factors. (Shane 2003; Shane and 
Venkataraman 2000) Psychological factors refer to personal characteristics such as need for 
achievement, self-efficacy, and intuition, whereas the non-psychological factors refer to the 
environment surrounding the entrepreneur, including factors such as education, experiences, and 
opportunity costs. (Shane 2003:62,97,108,112). Both types of factors may influence how 
entrepreneurs discover, evaluate, and exploited their business ideas, which is the part of the 
entrepreneurial process that is of interest in the present study. This study will, more precisely, focus 
on how entrepreneurs discover, evaluate, and exploited their business ideas using their social 
relations and networks. This is an example of another non-psychological factor that has been proven 
to be of great importance when discovering and exploiting business opportunities (see e.g. 
Davidsson and Honig 2003; Evald, Klyver, and Svendsen 2006; Klyver, Hindle, and Meyer 
forthcoming; Larsson and Starr 1993; Shane 2003:45-49,91-94).  

The value of a network is often described as social capital and refers to the amount of 
resources an entrepreneur might have access to through the members of the network he or she 
belongs to. Nahapiet and Ghoshal (1998) define social capital as “the sum of the actual and potential 
resources embedded within, available through, and derived from the network of relationships possessed by an individual 
or social unit” (p 243). These resources can be very useful and valuable when starting up a new venture 
and can, for example, take the form of information, financial support, emotional support, advises, or 
any other intangible or tangible resources (Adler and Kwon 2000; Klyver, Hindle, and Meyer 
forthcoming). The definition of social capital indicates that the source of social capital lies within 
relationships, both in the structure of the tie and the content of it. Nahapiet and Ghoshal (1998) 
have identified three dimensions that facilitate the creation of social capital; the structural, the 
cognitive, and the relational dimension. Little research has, however, studied whether the importance 
of different types of social capital varies throughout the entrepreneurial process, e.g. what types of 
social capital that entrepreneurs utilize most in the start-up process of a new venture.  
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Social capital can be described as both the glue that connects the nodes in a network and the 
lubricant that affect the interactions between nodes and enables the relationships to continue 
(Anderson and Jack 2002). Hence, the social capital embedded in a relationship is dependent on time 
and emotions invested in the relationship. (Nahapiet and Ghoshal 1998) As mentioned, social capital 
is embedded within networks and is, according to Anderson, Park, and Jack (2007), the product of 
social interactions, which implies that the creation of social capital might be dependent on the 
entrepreneur’s social abilities and interpersonal skills. If networks and social capital might be viewed 
as results of social interactions between people, this implies that personal factors such as ability to 
socialize might influence the size of a person’s social capital. Baron and Markman (2000) point out 
the connection between these concepts by describing social capital as the factor that helps the 
entrepreneur “get through the door”, e.g. by getting access a customer, while the entrepreneur’s 
social abilities determine the outcome of that meeting, e.g. if an order will be placed or not (p 107). 
Even though research has shown that the entrepreneurs’ social competence is of importance, no 
research have studied what role entrepreneurs perceive their social competence to have and how they 
use it to benefit their companies.  

The ability to effectively read, understand, and control social interactions is referred to as social 
effectiveness or social competence and has gained a lot of attention from scholars over the last 
century, mainly within behavioural science. Yet, how social capital and personal factors influence 
each other have gained little attention among scholars (De Carolis and Saparito 2006), especially 
within business and entrepreneurship research. Over the last decade scholars within organizational 
studies have started to show interest for social effectiveness (Ferris, Anthony, and Kolodinsky 2002), 
but only a few studies within entrepreneurship have done the same (e.g. Baron and Markman 2000; 
2003; Hoehn-Weiss, Brush, and Baron 2004). Baron and Markman (2000; 2003), for example, have 
focused how social competence might influence the entrepreneurial success and state that the 
entrepreneur’s ability to effectively interact with others may enhance their chance of success. 
Accordingly, entrepreneurs with a greater social competence should be more successful than those 
with a lower social competence. 

Nevertheless, social competence is an ability, which implies that a person can be taught to be 
socially competent or improve their social skills (Baron and Markman 2000; Hoehn-Weiss et al. 
2004). These findings indicate that social competence also is a factor that entrepreneurs should think 
of or take into consideration when deciding to start a new venture. Little is, however, known about 
how entrepreneurs use their social competence in the start-up phase of a new venture and what 
focus is put on social competence in this phase.  

Of particular interest is that a lot of the personal traits considered to be entrepreneurial, such 
as competitiveness, independent, need for achievement and assertive (Shane 2003:97-100), have 
traditionally been associated with masculine behaviours (Bem 1974). This might indicate that men 
should be more successful as entrepreneurs, which might be supported by the fact that the majority 
of persons involved in entrepreneurial activities are men (e.g. Allen, Langowitz and Minniti 2006; 
Fölster and Wikner 2007). At the same time have a lot of the traits and abilities related to social 
competence, such as being understanding, sympathetic, sensitive to others’ needs and emotions, and 
compassionate (e.g. Ferris, Treadway, Kolodinsky, Hochwarter, Kacmar, Douglas, and Frink 2005; 
Riggio 1986), been associated with feminine behaviours (Bem 1974), which implies that women 
should be more socially competent than men. Research has, moreover, shown that women are more 
skilled at encoding and decoding emotional communication, whereas men are more skilled at 
controlling their expressive behaviours (Riggio 1986). This makes us wonder whether male and 
female entrepreneurs’ social competences differ and how that might affect the way they use their 
social competence as well as the way they utilize their social capital. 
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1.2. Research Question 

This discussion leads us to the following research question for the present study: 

How do entrepreneurs and entrepreneuses1 perceive their use of different types of social capital in 
the process of creating a new venture and are there any differences between men and women and, 
moreover, what role do they perceive social competence to have in this process? 

1.3. Purpose 

The aim of this study is to explore what types of social capital the entrepreneurs and entrepreneuses 
utilize during the process of starting a new venture and, further, to study the entrepreneurs’ and 
entrepreneuses’ perceptions of how social competence might influence this process. Additionally, the 
study aims at exploring whether there are any differences between entrepreneurs and entrepreneuses 
in terms of utilization of social capital and perceptions of social competence in order to determine 
whether there is any need to distinguish between male and female entrepreneurs within 
entrepreneurship research.  

1.4. Limitations 

The present study is conducted within a Swedish context with only Swedish entrepreneurs and 
entrepreneuses. The entrepreneurial environment and setting as well as attitudes towards 
entrepreneurship vary between countries and cultures; hence, the present study is limited to the 
Scandinavian perspective or, more specifically, to the Swedish context.  
 
 

                                                 
1 Further on, the concepts entrepreneur and entrepreneuse will be used when referring to male and female entrepreneurs. The 
term “entrepreneuse” was to my understanding introduced into entrepreneurship research by Moult and Anderson (2005). 
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22..  TTHHEEOORREETTIICCAALL  MMEETTHHOODDOOLLOOGGYY  

This chapter covers theoretical considerations that influence how the study is designed and conducted, such as 
epistemological issues, ontological issues, and scientific approach. Further, the search for secondary sources used in the 
study is described and whether any criticism can be directed towards the data source used.  

2.1. Epistemology and Ontology 

As discussed previously, the aim of the present study is to explore the perceptions and opinions of 
entrepreneurs and entrepreneuses regarding the role of social capital and social competence when 
creating a new venture. Exploring implies that the aim of the study is to increasing the understanding 
of these concepts within entrepreneurship research. This is, however, one of the characteristics of 
interpretivism, which is the epistemological position dominating social science and focuses, 
according to Andersson (1979:31), “not on explanations, but on understanding”. Moreover, 
interpretivism focuses on understanding human behaviours and argues that social phenomena are 
contextually bound, implying that behaviours can only be understood in a certain context and there 
is no universal truth so to speak (Barbosa da Silva and Wahlberg 1994:59; Bryman and Bell 2007:18; 
Sjöström 1994: 73; Widerberg 2002:26).  

In addition, Bryman and Bell (2007:402) state that interpretivistic research emphasizes that the 
social world can only be understood “through an examination of the interpretation of that world by 
its participants”, which implies that the meaning or role a social phenomena can only be understood 
through the views and experiences of the individuals taking part of that particular context. This is 
also implied by the purpose of this which states that the aim is to explore the entrepreneurs’ and 
entrepreneuses’ perceptions of these topics. First, this implies that the results of this study will be 
based on the respondents’ perceptions and interpretations or these concepts and the start-up of a 
new venture. Second, it implies that the results will be more subjective in their nature since they will 
be based on interpretations rather than on facts and objective data. 

The interpretivistic focus on contexts is also closely related to ontology and the social 
constructionism which views social phenomena as social constructions created or influenced by 
social actors rather than external factors that are independent of social actors (Alvesson and 
Sköldberg 2008: 81-82; Berger and Luckmann 1967; Bryman and Bell 2007:22). As stated in the 
introduction, is social capital and social competence, in this study, viewed as phenomena embedded 
and created within social interactions, i.e. that these concepts are influenced by and influence the 
entrepreneurs’ and entrepreneuses’ actions. This is consistent with the social constructionism, which 
views people as having an active role in creating social phenomena (Johansson Lindfors 1993:42) and 
that they are “outcomes of the interactions between individuals, rather than phenomena ‘out there’ 
and separate from those involved in its construction” (Bryman and Bell 2007:402).  

2.2. Scientific Approach  

How to approach a certain research topic is another important issue to take into consideration and 
Johansson Lindfors (1993) states that it might depend on what type of information the scholar wants 
to gather and analyze and distinguishes between two main types; first, broad studies where the 
purpose is to gather little information from many units, and, second, case studies where the purpose 
is to collect a lot of information from few units. (Johansson Lindfors 1993:61) As discussed 
previously does the present study aim at exploring the entrepreneurs’ and entrepreneuses’ 
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experiences and perceptions of social capital and social competence related to the start-up of new 
ventures. This indicates that the focus is on the respondents’ explanations and descriptions and, thus, 
the second type of information seem to be the most appropriate to apply in order to fulfil this 
purpose, i.e. much information from few units.  

Most empirical research previously conducted on the concepts of interest in the present study 
has, however, mainly focused on the first type of information, i.e. little information from many units 
(e.g. Davidsson and Honig 2003; Nahapiet and Ghoshal 1998). The knowledge about social 
competence within entrepreneurship is, as discussed in the previous chapter, especially limited and 
these studies have almost exclusively applied the first approach (e.g. Baron and Markman 2003; 
Hoehn-Weiss et al 2004). Hence, applying the second approach and gather a more comprehensive 
set of information about the importance of social capital and social competence in new venture 
creation might provide us with previously unknown aspects of these concepts and how their relation 
to entrepreneurship. Thus, this implies more of qualitative research design where the respondents are 
able express their thoughts and perceptions.  

One part of this study aims at exploring what importance the entrepreneurs and 
entrepreneuses perceive social competence have in the start-up phase of a new venture. Social 
competence has received a lot of attention within other research fields, but within entrepreneurship 
it is a relatively unknown area, as mentioned earlier. Second, this study focuses on the importance of 
social capital in the start-up phase. Social capital is a well-researched area and has gained a lot of 
attention also within entrepreneurship, but little is known about the importance of different types of 
social capital in different stages of the entrepreneurial process. Finally, one of the purposes of this 
study is to explore whether there are any differences between men and women, i.e. entrepreneurs 
and entrepreneuses, regarding their perceptions of social competence and the types of social capital 
they utilize in the start-up phase. This suggests that the knowledge about the role of social capital and 
social competence in the start-up phase as well as the differences between entrepreneurs and 
entrepreneuses is relatively limited. 

As mentioned, some gaps exist within entrepreneurship research regarding these topics and 
also regarding the relation between the two concepts social capital and social competence. This 
implies, therefore, that this study applies more of an explorative approach than descriptive or 
explanatory. This means, as indicated by the names, that the aim is to explore these areas and 
whether there is any relation between then rather than describing or explaining the relations that 
exist between the concepts (Johansson Lindfors 1993:23). As a result of these gaps and the more 
explorative approach, it is relatively unknown what types of information that is needed to fill these 
gaps. This implies, in turn, that applying somewhat of an inductive approach should be most 
appropriate, which aims at generating rather than testing theory (Holme and Solvang 1997:51; 
Johannessen and Tufte 2002:35; Johansson Lindfors 1993:57-59).  

The applied approach will, nonetheless, not be entirely inductive. The literature review 
presented in the next chapter has been used as a base for the study. This implies more of a deductive 
approach where the research process is focused more on testing theories by developing and 
designing the study based on what already is known within a research field (Bryman and Bell 
2007:11; Halvorsen 1992:15; Johansson Lindfors 1993:55). Hence, this study applies both a 
deductive and an inductive approach in that sense that the theoretical framework is used as a base for 
the study and not as the frame, meaning that the study and the analysis is not limited only to this 
framework. Hammersley (1992:168) argues that this is a fairly common approach within social 
science and that much research involves both deduction and induction to some extent.  
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2.3. Literature Search 

It is important to be critical towards all information and sources used in a study in order to ensure 
the trustworthiness and quality of the results, not only when using the theories but also when 
searching for them. The first step in the literature search is to create a basic structure of what areas 
the framework will contain. (Bryman and Bell 2007; Johansson Lindfors 1993:87) The theoretical 
framework of this study covers four different areas of theories; the entrepreneurial process, social 
capital, social competence, and psychological gender, and will almost exclusively be based on 
information from scientific articles. This type of sources is considered to be the most trustworthy 
one since it fulfils one of Thurén’s (1997:12) criteria called authenticity, which means that the 
information and data is not incorrect. Scientific journal are also published more often than for 
example books, which implies that the information provided in the articles might be more updated 
and reflects the latest developments within a certain research field (Bell 1999:70).  

The secondary sources have primarily been collected through databases provided by Umeå 
University library, such as Album, Business Source Premier, and Emerald. Searching for articles in 
these databases included keywords such as: social capital, entrepreneurial networks, social competence + 
entrepreneurship, social skills, political skill + entrepreneurship. A lot of the articles have, however, been 
found indirectly through other articles or books. Some of the articles and literature have been used as 
course literature at previous courses during the master studies, which ensures, in some sense, that 
these are reliable and trustworthy sources.  

It is important to be critical towards all types of the information used in a study 
(Johansson Lindfors 1993; Thurén 1997). Therefore, a number of criteria were used when searching 
for secondary sources in order to ensure their quality and reliability. The first criterion was that the 
articles should be published in so-called peer reviewed journals, since that ensures the quality of an 
article. The reliability of an article can also be evaluated by looking at how often other authors have 
cited that article in their work. This figure provides some indication of how well recognized and 
acknowledged an article is within the research field. For example is the article ”The Promise of 
Entrepreneurship as a Field of Research” by Shane and Venkataraman (2000) cited 311 times in 
Business Source Premier compared with the article by Baron and Markman from the same year, 
which has been cited 30 times in the same database. This indicates that it is a very good article with a 
high credibility. The next section will discuss whether there are any weaknesses with the secondary 
sources used in the theoretical framework might have. 

2.4. Criticisms of Secondary Sources  

Besides being critical when searching for the material it is important to also be critical towards the 
sources chosen and used in the theoretical framework (Johansson Lindfors 1993:87) Original 
information sources have been used as far as it has been possible in this study in order to ensure the 
trustworthiness and quality of the information (Holme and Solvang 1997:131; Johansson Lindfors 
1993:89; Thurén 1997:34). The only places where the original sources are not used is in Tables 3.1 
and A.1, which contains social effectiveness definitions and dimensions of social competence. Those 
definitions do, however, not have any influence on the study or the collection of empirical data since 
they are only presented to depict the variety of concepts and the similarities between them.  

The theoretical section describing and defining the entrepreneurial process is based solely on 
one source, Scott Shane’s (2003) book “A General Theory of Entrepreneurship: The Individual-Opportunity 
Nexus”. This could be considered as a weakness, but this part of the theoretical framework is not of 
great importance for the rest of the study and is included only to define the start-up phase of the 
entrepreneurial process. Thus, basing the discussion on only one reference should not be considered 
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to affect the results of this study negatively. Course literature is also often considered as less reliable 
sources of information, which should be avoided if possible since they often contain summaries of 
others’ studies and, therefore, important information or discussions might be left out 
(Johansson Lindfors 1993:89; Thurén 1997:34). However, this reference is only used for a minor part 
of the study as mentioned and the author this particular book is, moreover, a well acknowledged 
researcher within entrepreneurship, which implies that this source may be considered as trustworthy. 

Some of the references used in the theoretical framework might be regarded as old, for 
example the articles by Bem (1974, 1975, 1977) and Riggio (1986). Thurén (1997:26) states that the 
main principle is that “a source is more trustworthy the newer it is”. Nevertheless, a piece of research 
or an article does not have to be outdated just because it was published a long time ago as long as the 
information still is current (Johansson Lindfors 1993:89-90). These sources should, nonetheless, be 
considered as less reliable even though they are relatively old, since they are still cited by other 
researchers with their research fields.  
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33..  LLIITTEERRAATTUURREE  RREEVVIIEEWW  

This chapter introduces the reader to the theoretical framework upon which this study is based. The chapter is divided 
into four sections, where the first section describes and defines the entrepreneurial process and the start-up phase. Second, 
the chapter discusses how the three types of social capital; structural, cognitive, and relational social capital, might 
influence the start-up phase and its outcomes. Third, it covers what social competence is and the influential power it 
might have on the start-up phase. Finally, differences that might exist between entrepreneurs and entrepreneuses 
regarding their behaviours and their psychological gender will be discussed. 

3.1. The Entrepreneurial Process  

In general, the entrepreneurial process involves three activities; discovery, evaluation, and 
exploitation, but there does not exist a general agreement about precise stages or phases that the 
process involves. The entrepreneurial process presented by Shane (2003) is divided into seven stages, 
which are depict in Figure 3.1 below and he explains the stages and the order of them as follows: 

“Before opportunities are identified, sources of opportunities must lead them to 
exist. To be evaluated and decision made to exploit opportunities, these 
opportunities must be identified. For resources to be assembled, the decision must 
have been made to exploit the opportunity. For the resources to be recombined 
into a new form (the organizing process), the resources must have been 
assembled. For the entrepreneur’s approach to exploitation to be organized into a 
new entity, the entrepreneur must have a strategy, either implicit or explicit, to 
exploit the opportunity. For performance to occur, the effort to exploit the 
opportunity must have been organized into a new entity.” (Shane 2003:12) 

This description of the entrepreneurial process indicates that officially is a new venture established in 
the sixth stage, i.e. the organizing process. Shane’s (2003) statement above suggests that 
entrepreneurs do not create business opportunities, they only discover them, i.e. opportunities exist 
and it is up to the entrepreneurs to discover them. This implies that the entrepreneurs’ or 
entrepreneuses’ actions or decisions do not influence the existence of business opportunities and, 
therefore, this stage should not be considered as part of the start-up phase of a new venture. 
Consequently, the start-up phase comprises stages two to six, i.e. the discovery of an opportunity, the 
exploitation decision, and the resource acquisition, and the entrepreneurial strategy applied, which is 
illustrated in Figure 3.1.  

The purpose of this study is to examine the perceived role of social capital and social 
competence in the start-up phase. These are phenomenon influencing the structure of the 
entrepreneurs’ and entrepreneuses’ networks, their social interactions, and how they might utilize his 
or her networks and relations. These are, according to Shane (2003:252), influential factors in the 
second, third and fourth stages of the entrepreneurial process. Therefore, it is these stages of the 
process that are the main focus of this study and, thus, this study will focus on only those stages, 
illustrated by the grey boxes in Figure 3.1; the discovery of opportunities, the exploitation decision, 
and the resource acquisition. 

Access to information is one important factor affecting why some people discover business 
opportunities and a common way for people to obtain useful information about business 
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opportunities is through their social ties and networks. The entrepreneur’s or entrepreneuse’s 
network or social capital is important also in the third and fourth stages of the entrepreneurial 
process, since it might provide them with various important benefits or resources, such as financial 
and emotional support, legitimacy, and knowledge. (Shane 2003: 45-67,91-92, 181). This indicates 
that the entrepreneur’s or entrepreneuse’s network and social relationships are important factor in 
the start-up phase of the entrepreneurial process. Numerous studies have focused how entrepreneurs 
use their network in the start-up phase and what types of relationships they utilize (e.g. Davidsson 
and Honig 2003; Klyver et al. forthcoming; Larsson and Starr 1993), but little research has focused 
on the types of social capital the entrepreneurs utilize. The social capital reflects the content of a 
relationship, which for example might influence what resources the entrepreneur might gain access 
to (Burt 1992; Coleman 1988; Granovetter 1973; Nahapiet and Ghoshal 1998).  

Furthermore, the importance of social competence in this phase has gained very little, if any, 
attention within the field of entrepreneurship research. The social competence might influence the 
creation and development of a relationship (Baron and Markman 2000), which indicates that it might 
be a factor influencing the entrepreneurial process. These two factors and how they might influence 
the entrepreneurial process will be discussed further in the following sections of this chapter. First, 
social capital and what it comprises will be described and after that, social competence and how it 
affects social capital and the start-up phase will be discussed. 

3.2. Social Capital 

The central idea of social capital is that a person’s relationships, irrespective of their nature, may 
provide that person with resources that might be valuable when being or becoming an entrepreneur 
(Nahapiet and Ghoshal 1998). Anderson et al (2007) state that social capital is “produced in social 
interactions but resides within the network” (p 264). This statement captures one of the main 
characteristics of social capital, the fact that it can only be accessed be being part of that particular 
network either directly or indirectly.  

The majority of research on social capital views it as something that facilitates 
entrepreneurship, i.e. those persons with large social capital are assumed to be more successful as 
entrepreneurs than those with smaller social capital (e.g. Casson and Guista 2007; Davidsson and 
Honig 2003; Nahapiet and Ghoshal 1998). Hence, social capital is what supports the entrepreneur 
acquiring different resources, for example founding, knowledge, advises, and reputation. In other 
words, social capital has been viewed as an intermediary or a link between the network and the 
creation of a new venture. However, little research has studied how social capital and personal 
factors are associated, i.e. how personal factors may influence the creation of social capital.  

Entrepreneurial 
strategy 

PerformanceOrganizing 
process 

Existence of 
opportunity 

Discovery of 
opportunity 

Resource 
acquisition 

Decision to 
exploit 

opportunity 

Figure  3.1 The entrepreneurial process and the start-up phase (based on Shane 2003:251) 
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In this study, social capital is viewed as a phenomenon existing in all social relationships a 
person possesses, no matter if the connections are direct and indirect. The following definitions 
encompass this view and are used in this study to define social capital. Social capital is: 

“… the sum of the actual and potential resources embedded within, available through,  
and derived from the network of relationships possessed by an individual or social unit” (Nahapiet and Ghoshal 

1998:243) 

“… the goodwill available to individual or groups. Its source lies in the structure  
and content of the actor’s social relations. Its effects flow from the information,  

influence, and solidarity it makes available to the actor”  
(Adler and Kwon 2002:23) 

Scholars have come to a general agreement that social capital is created within social relations, but 
disagreement still exists concerning what aspects of relationships that create or facilitate the social 
capital. (Adler and Kwon 2002) The identification of these dimensions  have received a lot of 
attention over the last decade and two of the most recognized operationalizations distinguish 
between; 1) bridging social capital and bonding social capital (Gittell and Vidal 1998:14-15) and 2) structural, 
cognitive, and relational dimension of social capital (Nahapiet and Ghoshal 1998). Bridging social capital 
focuses on the resources embedded in the relationships that comprise a person’s social network such 
as information or knowledge, which act like a bridging mechanism between actors. Bonding social 
capital, on the other hand, refers to resources existing within a group or organization such as trust or 
obligations, which creates bonding glue between the actors. (Adler and Kwon 2002; Gittell and Vidal 
1998; Putnam 2000) Davidsson and Honig (2003), on the other hand, describe bridging social capital 
as all the potential resources accessed through weak ties and bonding social capital as the resources 
accessed through strong ties. 

The second model of social capital is more detailed in its nature and identifies a number of 
factors affecting the social capital divided into three dimensions. The structural dimension of social 
capital relates to the structure of relations and networks, while the relational dimension refers to 
factors that influence people’s behaviour in these relations. The cognitive dimension, on the other 
hand, refers to factors shared by both actors that might influence the creation of social capital. 
(Nahapiet and Ghoshal 1998) 

Both of these approaches share similar aspects and overlap each other, but this study will apply 
Nahapiet and Ghoshal’s model of social capital as the base of discussion since it offers a more 
comprehensive picture of social capital in my opinion. As discussed earlier, social capital is in this 
study viewed as a phenomenon embedded within relationships and a result of social interactions. 
This implies that it is not only the structure but also the content of a relationship that is important in 
the creation of social capital (Adler and Kwon 2002).   

The distinction between bridging and bonding social capital mainly focuses on the potential 
resources that the entrepreneur may access through that relationship and not on the aspects that 
facilitates this relationship. In other words, it mainly focuses on the outcomes of a tie and less on the 
content of it. Therefore, it is not as comprehensive as the second model of social capital, which 
captures a larger number of aspects that may influence the content of a relationship and, thus, that 
model should be considered as most appropriate to apply as a base for the theoretical framework. 
The following sections will present and discuss these three dimensions of social capital. 

3.2.1. The Structural Dimension of Social Capital 
The structural dimension is the first dimension in Nahapiet and Ghoshal’s (1998) model and refers 
to, as they describe it, the “overall pattern of connections between actors” (p 244). In other words, 
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this dimension refers to the relations and networks that a person possesses. While all of the 
dimensions of social capital are interrelated and influence each other, the structural dimension is the 
most fundamental dimension. All dimensions influence relations, however, the cognitive and 
relational dimensions have an indirect effect through the structure of relation. (Nahapiet and 
Ghoshal 1998) In other words, there must first be a connection between people in order for them to 
interact and create social capital, which is where the other two dimensions also play an important 
role. The structural dimension contains three factors relating to the structure of a network; network 
ties, network configuration, and appropriable organization (Nahapiet and Ghoshal 1998), which will 
be described below. 

3.2.1.1. Network Ties 

As the name indicates, this aspect refers to what relations a person has, i.e. whom he or she knows. 
This factor is an essential part of social capital theory, since network ties are considered to give that 
person access to resources that might be of great value for him or her. In other words, “who you 
know affects what you know”. (Nahapiet and Ghoshal 1998:252) The social relations that comprise 
a person’s network encompass relationships of all types; with family and friends, as well as 
acquaintances.  

The strength of ties in a person’s network differs from one relationship to another. 
Granovetter (1973) distinguish between strong and weak ties and states that the strength of a social 
tie is defined by a combination of the time invested, the emotional intensity, the intimacy or mutual 
confiding between the actors, and mutual services. Hence, the closer to the middle of Figure 3.2 a 
relation is the stronger the tie ought to be. Family ties for example are usually stronger than ties to 
colleagues or business acquaintances, i.e. the degree of emotional involvement is higher in family ties. 
Davidsson and Honig (2003) conducted a longitudinal study examining the importance of social 
capital for nascent entrepreneurs. They concluded that the importance of weak ties increase 
throughout the entrepreneurial process, while strong ties decrease in importance. In other words, ties 
with a higher degree of emotional involvement, are more important in the discovery of a business 
opportunity and weak ties become more important when exploiting these opportunities. (Davidsson 
and Honig 2003) These results are consistent with earlier research, which found that the strong ties 
are most important in the start-up phase, whereas weak ties become more important over time (e.g. 
Evald et al. 2006). However, little research has studied whether there are any differences between 
entrepreneurs and entrepreneuses regarding how they take advantage of their relationships and their 
networks.  

Figure  3.2 Different relations and the degree of emotional involvement 
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3.2.1.2. Network Configuration 

How a network configured is the second aspect of the structural dimension, which refers to the 
shape of the network and a person’s position in that network. Density, connectivity, and hierarchy 
are network features influencing the flexibility of the network and the information flow that takes 
place their. (Nahapiet and Ghoshal 1998) However, some scholars argue that networks with a high 
density and connectivity is the most beneficial structure of a network, i.e. a network with structural 
holes (Burt 1992), while others argue for the opposite, that networks with closure are most 
favourable (Coleman 1988).  Coleman (1988) argues that networks with a closed structure are better 
at facilitating social capital than networks characterized by an open structure, which is illustrated by 
the second structure (b) in Figure 3.3 below.  

Burt (1992), who introduced the concept of structural hole in networks, argues, on the 
contrary, that low density and connectivity are the most beneficial features of an entrepreneur’s 
network. Structural holes mean that an individual have persons in his or her network that do not 
know each other and is defined as “a relationship of nonredundancy between two contacts”, which is 
illustrated by the hole between contacts in a network that do not have any relationship to each other 
(p 18). In this way, that person is more likely to have access to so-called nonredundant information, 
i.e. information that is fresher and more unique. (Burt 1992) Structure (a) in Figure 3.3 depicts a 
network with a structural hole between B and C. Hence, a network shaped like figure (a) might 
provide an entrepreneur with more non-redundant information than a network shaped like figure (b) 
according to Burt (1992). 

At first sight these two models appear to contradict each other regarding what type of network 
configuration that creates most social capital. Coleman (1988) argues that most social capital 
networks with closure will create larger social capital while Burt (1992), on the other hand, argues 
that structural holes, i.e. without closure are the most beneficial network configuration. However, in 
their research these two authors have different focuses on social capital. Coleman (1998), on one 
hand, is a sociologist and studied networks’ role in the creation of for example trust, expectations, 
and norms which are phenomena that are more likely to be created in groups where people are close 
to each other. Burt, on the other hand, applies more of a business focus in his research, where it is 
important to be better or ahead of the competitors. In those situations, nonredundant information 
can be very important for the survival of a company. (Burt 1992)  

Nonetheless, both of these models are of relevance in this study. In the start-up phase the 
entrepreneur might need both these types of networks. First, a closed network might provide the 
entrepreneur with e.g. trust and emotional support, which might be very important when deciding 
whether to exploit a business idea or not. Second, structural holes might be important in order to 

Figure  3.3 Network without (a) and with (b) closure (Coleman 1988:S106) 
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create a competitive new venture, i.e. a company that has some competitive advantage towards its 
competitors and nonredundant information might then be a way to obtain this advantage.  

3.2.1.3. Appropriable Organization 

Appropriable organization refers to whether social capital is contextually bound or can be applied in 
several different settings, i.e. social relations can provide an individual with useful resources in more 
than one social context. (Coleman 1988; Nahapiet and Ghoshal 1998) For instance personal 
relationships to family and friends can be extended and become more than a purely social relation, 
e.g. become a business relation. Appropriable organization is especially important for entrepreneurs 
deciding to start up their own company. Larson and Starr (1993), who developed a model describing 
how entrepreneurs transform single-dimensional relationships into multi-dimensional relationships 
in the start-up phase, state that this enables the entrepreneur to makes use of a certain relationship 
and the social capital that it comprises into different contexts. (Larsson and Starr 1993) In other 
words, if the entrepreneur has a friend that he has a good relationship with and who he trusts very 
much he might be able to take advantage of that trust also in an entrepreneurial context. Asking a 
friend to invest money in a business idea is one example of transforming a simple relationship into a 
multi-layered one (Larsson and Starr 1993).  

3.2.2. The Cognitive Dimension of Social Capital 
Social capital is created through social exchange between actors. Nahapiet and Ghoshal (1998) have 
identified two cognitive aspects that may enable or enhance this process of sharing resources within 
relationships. Shared language and codes, as well as shared narratives influence the actors’ ability to 
combine and share resources by “acting both as a medium and a product” of the social relation. 
(Nahapiet and Ghoshal 1998:253) These factors will be explained further in the following sections.  

3.2.2.1. Shared Codes and Languages 

Nahapiet and Ghoshal (1998) mention three reasons to why a shared language and codes enhance 
the social capital created within social relations. First, language is one of the most fundamental and 
important functions of social relations, since it the means by with people interact. (Nahapiet an 
Ghoshal 1998) Second, language and codes affect how people perceive and interpret the 
environment, which implies that individuals sharing a language are more likely to perceive the social 
interactions and exchanges in similar ways (Nahapiet and Ghoshal 1998). This may mean that both 
actors have similar expectation on their relationship and the benefits they want to gain from it.  

Third, a shared language enhances the actors’, as Nahapiet and Ghoshal (1998) call it, 
combination capability. To have somewhat of an overlap in knowledge and a shared vocabulary 
enhances the actors’ ability to communicate and combine information. (Nahapiet and Ghoshal 1998) 
Industry specific terminology is one example of vocabulary that may lead to more beneficial 
outcomes of a relationship if both actors are familiar with it, since it may lead to a more efficient 
communication. The existence of shared language and codes are essential for the creation of social 
capital, since, as Adler and Kwon (2000) put it, “social capital is unlikely to arise among people who 
do not understand each other” (p 99). 

3.2.2.2. Shared Narratives 

The second cognitive factor of social capital is shared narratives and refers to myths, stories, and 
metaphors that people in a community share. One of the benefits of these types of narratives is that 
most metaphors, myths, and sayings are often quite universal and can, thus, be used in several 
different contexts. (Nahapiet and Ghoshal 1998) This means that an actor can use them, for 



 Literature Review  

- 19 - 

example, in order to describe or explain something that the other actor does not have knowledge 
about. Some metaphors and sayings can, however, be specific for a certain region or culture, which 
may lead to misunderstanding or misinterpretations if they are used inappropriately.  

3.2.3. The Relational Dimension of Social Capital 
The relational dimension is the last of Nahapiet and Ghoshal’s (1998) social capital dimensions. Like 
the cognitive dimension, this dimension covers aspects related to the content of a relationship. This 
dimension contains four factors that influence the access, the expectations, and the motivation actors 
have to interact with each other and exchange information. (Nahapiet and Ghoshal 1998) These 
factors are trust, norms, obligations and expectations, and identification, which will be discussed 
further in the following section.  

3.2.3.1. Trust 

Research has shown that trust between the actors in a relationship has a positive influence on their 
willingness to interact with each other (Nahapiet and Ghoshal 1998:254). However, the role of trust 
in the creation of social capital is not clear. Some argue that that trust is social capital and others view 
it as a source of social capital according to Adler and Kwon (2000). They argue that trust should be 
viewed as both a source and an effect of social capital, since trust and social capital are interrelated. 
This means that some initial trust is needed in a relation in order to create social capital, which in 
turn will enhance the level of trust in the relationship. (Adler and Kwon 2000) In addition, Nahapiet 
and Ghoshal (1998) suggest that trust may provide a person with access to people and higher 
expectations for the outcome of a relation.  

3.2.3.2. Norms 

Norms are unwritten rules for how people should behave in certain situations, i.e. how people 
should behave in various social relations and contexts. Research has shown that shared norms and 
beliefs in networks and social relations play an important role in creation of social capital that lies in 
those ties (Adler and Kwon 2000). Nahapiet and Ghoshal (1998) state that norms represent a degree 
of consensus in a social system and that ‘norms of cooperation’ may influence the creation of social 
capital. These norms may influence people’s attitudes and motivations towards social interactions 
and social exchange, which, thereby, affect the social capital embedded within a network. (Nahapiet 
and Ghoshal 1998) 

3.2.3.3. Obligations and Expectations  

Obligations and expectations represent each other’s opposites. An obligation is a debt or a 
commitment towards somebody else (Nahapiet and Ghoshal 1998) whereas an expectation is the 
belief that the debt will be repaid. Coleman (1988) states that an obligation “can be conceived as a 
credit slip held by A for performance by B” (p S102) and can be both formal, professional, and 
personal (Fairtlough 1994 cited in Nahapiet and Ghoshal 1998:255). Obligations and expectations 
influence social capital through the access to people within a network (Nahapiet and Ghoshal 1998). 
An example could be that person A has a “credit slip” for person B and the return of a favour could 
be that B introduces person A to person C. Obligations and expectations might also influence 
people’s motivation to interact (Nahapiet and Ghoshal 1998) and an example of this situation could 
be that person A is grateful for a favour received by person B and wants to show some appreciation 
by returning the favour.  

All of the relational factors discussed so far are interrelated and will influence each other; trust 
and norms in a network will influence the obligations and expectations that people have on each 
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other and whether people fulfil these obligations and met the expectations will affect the trust in the 
relationship.  

3.2.3.4. Identification 

The last factor of the relational dimension in Nahapiet and Ghoshal’s (1998) model of social capital 
is called identification and refers to whether a person identifies with another person or group of 
persons. This person or group of persons that the entrepreneur or entrepreneuse identifies with can 
be somebody they know from before or somebody that they do not have a direct connection with. 
In the latter situation the entrepreneur or entrepreneuse use a particular person or group as a 
reference group from which they take on certain values or standards. (Nahapiet and Ghoshal 1998) 
A very successful entrepreneur or some other role model could be an example of somebody that a 
person might identify with anse as a reference for how they should behave or act in some situations.  

Nahapiet and Ghoshal (1998), who studied the importance of social capital in the creation of 
intellectual capital, point out that the identification might have two main effects on this process. 
First, it might influence the “anticipation of value to be achieved through combination and 
exchange”. (Nahapiet and Ghoshal 1998:256) This means that the entrepreneur or entrepreneuse 
might expect more value or better results from the relationship or interactions with a person they 
identifies with. Second, identification influence the “motivation to combine and exchange 
knowledge” (Nahapiet and Ghoshal 1998:256), meaning that the entrepreneur or entrepreneuse 
might be more motivated to develop a relationship or interact with somebody they identify with. In 
the process of starting-up a new venture this might mean that the entrepreneur or entrepreneuse are 
more willing and motivated to discussed and develop their business ideas with persons that they can 
identify with at some level.  

Time is an additional factor that is of importance in the creation of social capital since social 
capital is the outcome of investments in social relations made by a person. Stability and continuity in 
the social structure are important in order to develop, for example, trust between network actors. 
(Nahapiet and Ghoshal 1998) This indicates that relational and cognitive factors of social capital, 
such as trust, norms, and shared narratives, are more likely develop over time and, hence, that the 
amount of social capital also increases over time. Moreover, assuming that the degree of emotional 
involvement increases as the amount of time invested in a social relation increases; this implies that 
the social capital will be larger within relationships with a higher degree of emotional involvement.    

3.3. Social Effectiveness  

As discussed, social capital exists and is created within social interactions, which would indicate that a 
person’s ability to effectively interact with others should impact the creation of social capital. 
Scholars within social science have for a long time been interested in this social behaviour, i.e. the 
ability to effectively interpret, understand and control social interactions. This ability can generally be 
referred to as social effectiveness and has gained a lot of attention among researcher for a long time 
and across many fields within social science. Thorndike (1920) was one of the first researchers to 
studied social effectiveness and defined social intelligence as the ability “to act wisely in human 
relations” (cited in Ferris, Perrewé, and Douglas 2002:50). However, there exist numerous concepts 
referring to social effectiveness, including social intelligence, practical intelligence, emotional 
intelligence, social skill, political skill, communication competence and social competence 
(Ferris et al. 2002). Emotional intelligence and social competence are probably the most well known 
of these concepts. Social competence frequently used today in for example job advertisements.   
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However, the majority of research on social effectiveness concepts has been conducted within 
sociology and psychology (Ferris et al. 2002) and very little research has been conducted within 
entrepreneurship. Baron and Markman (2000) were one of the first to apply social effectiveness 
concepts in entrepreneurship research, since they argue that social capital is the result of social skills. 
They describe social capital as the thing that helps the entrepreneur get access to people, “get 
through the door”, and the entrepreneur’s social skill are what determines the success once contact is 

Table  3.1 Social effectiveness concepts and definitions used in previous research. 
Concept Definition Author 

Communication 
competence 

“…concentrates on the ability to display appropriate 
behaviours in given situations (without direct consideration 
of whether or not one obtains one’s objectives).” 

Jablin and Sias (2001:820) 

 “…requires not only the ability to perform adequately certain 
communication behaviours, it also requires an understanding 
of those behaviours and the cognitive ability to make choices 
among behaviours” 

McCroskey (1984:264 cited 
in Jablin and Sias 2001:820) 

Emotional 
intelligence 

“…refers to the ability to recognize our own and other’s 
emotions, to motivate ourselves and to manage emotions well 
within ourselves and in our relationships.” 

Goleman (1998:339) 

 “…is the subset of social intelligence hat involves the ability 
to monitor one’s own and others’ feelings and emotions, to 
discriminate among them, and to use this information to 
guide one’s thinking and actions.” 

Salovey and Mayer 
(1990:189 cited in Ferris et 
al. 2002:51) 

Political skill “…is seen as a unique form of social skill that managers – 
particularly top managers – must have to influence and 
control others to achieve organizational objectives.” 

Ferris et al. (2002:3) 

 “…is the ability to effectively understand others at work, and 
to use such knowledge to influence others to act in ways that 
enhance one’s personal and/or organizational objectives.”  

Ahearn, Ferris, Hochwarter, 
Douglas, and Ammeter 
(2004:311) 

Social 
competence 

“…refers to the entrepreneurs’ effectiveness in interacting 
with other persons in face-to-face contexts” 

Baron and Markman 
(2003:54) 

 “…is socially effective behaviour and its cognitive, affective 
and cognitive antecedents. Socially effective behaviour is 
behaviour that is instrumental in helping people achieve 
persona1 goals that are social in nature.” 

Schneider, Ackerman, and 
Kanfer (1996:471) 

Social 
intelligence 

“…is the ability to understand the feelings, thoughts, and 
behaviours of persons, including oneself, in interpersonal 
situations and to act appropriately upon that understanding.” 

Marlowe (1986:52) 

 “…is the ability to understand men and women, boys and 
girls – to act wisely in human relations.” 

Thorndike (1920:228 cited 
in Ferris, et al. 2002:50) 

Social skills ”…determine the capacity of individuals to interact 
effectively with others. These include the ability to read other 
persons accurately, to make a good first impression on them, 
and to persuade or influence them.” 

Baron and Markman 
(2000:107) 

 “… refer to the ability of sending and receiving information.”  Riggio (1986:649) 
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gained. (Baron and Markman 2000) Social effectiveness cannot, however, be equalised with general 
intelligence according to Schneider et al. (1996). A study by Marlowe (1986) confirms this statement. 
He studied the relationship between social intelligence and general intelligence and found that that 
these two types of intelligence are independent of each other. (Marlowe 1986) Schneider et al 
(1996:479) argue, however, that social effectiveness is a multidimensional phenomenon and cannot 
be measured using a single number, e.g. assessing a person’s “social IQ”. This indicates that social 
effectiveness is a more complicated construct than general intelligence. This multidimensionality and 
the vast amount of different social effectiveness concepts and definitions of these concepts make it 
difficult to define what social effectiveness is and what it comprises. In general these concepts are 
relatively similar to each other and many of them overlap each other to some extent. The most 
common social effectiveness concepts and their definitions are presented in Table 3.1, which display 
the similarities between the different concepts.  

In this study the concept of social competence will be used when referring to social 
effectiveness and a person’s ability to effectively interact with others. There are two main reasons for 
this choice. First, that it is the most suitable term of those presented in Table 3.1 above according to 
the purpose of this study. The other social effectiveness concepts defined above are more niched in a 
sense. Communication competence is a fairly niched or narrow concept in a way that it only covers 
one dimension of social interactions, i.e. the communication. Even though this concept involves the 
ability to receive, interpret, and send both verbal and non-verbal communication, social competence 
covers more than just communication between two or more actors. Social relations and interactions 
also include emotions. This indicates that the ability to “monitor one’s own and others’ feelings and 
emotions” (Salovey and Mayer 1990 cited in Ferris et al. 2002:51) also is an important social skill, 
which is referred to as emotional intelligence. However, just as communication competence, 
emotional intelligence only covers one dimension of social competence, i.e. the emotional aspect of 
social relations.  

Political skill is the third concept defined in Table 3.1 above. This concept is very management 
oriented, as can be seen in its definitions, and has a strong focus on social effectiveness within 
organizations. That is, nonetheless, also something important within entrepreneurship since that is 
about venture creation and managing these ventures. However, this study focuses on the 
entrepreneurs’ ability to effectively socialize with people both inside and outside the new venture that 
is being created. The three concepts discussed so far can, thus, be viewed as describing different 
aspects of social competence; the verbal communication between actors, the non-verbal, emotional 
communication between, and a more organizational of entrepreneurial approach to social relations.  

The three remaining concepts, social competence, social intelligence, and social skill, are very 
similar to each other, as can be seen by the definitions in table 3.1. Marlowe (1986) also point out 
these similarities by stating that “social intelligence may be equated with social competence” (p 52). 
These concepts include all aspects of effectively interacting with others, i.e. both verbal and 
non-verbal communication, thus, indicating that one of these three concepts should be the most 
appropriate one to apply in this study.  

The second reason for using the term social competence is that it is the most recognized 
concept, in my opinion, which makes it more suitable to use since respondents are more likely to 
already have perception of what the concept is about. Hence, the term social competence will be 
used referring to all types of social effectiveness, meaning that all aspects or factors included in other 
social effectiveness concepts will be incorporated in the literature review if they are relevant for the 
present study. In other words, aspects of the other social effectiveness concepts of importance in the 
start-up phase of the entrepreneurial process will be included in the study. This study applies the 
following definition of social competence: 
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Social competence refers to the ability to effectively interact with others, including  
abilities to interpret and evaluate the social context, one’s own, and others’ verbal and non-verbal  

communication as well as the ability to behave appropriately in that particular social context.  

This far what social effectiveness is have been discussed as well as different concepts that have been 
used to study social effectiveness in previous research. As mentioned, social competence is a 
multidimensional phenomenon. The different aspects or dimensions of social competence will be 
identified described further in the following sections. 

3.3.1. Social Competence 
Herlitz (2001) argues that to be socially competent could in simple terms be explained as being wise. 
According to him, a wise person is somebody that learns from his or her experiences both 
emotionally and intellectually and uses those experiences when meeting new people. (Herlitz 
2001:12) This statement corresponds with one of the first definitions of social intelligence provided 
by Thorndike in 1920, which he defines as being able to “act wisely in human relations” (cited in 
Ferris et al. 2002:50). However, it is very hard, if not impossible, to measure a person’s social 
competence based on these definitions or explanations. Hence, scholars have for a long time tried to 
operationalize the concepts to make it more measurable, but the multidimensional nature of social 
competence has made it hard for scholars to agree about what dimensions it encompasses. Research 
conducted on different social effectiveness concepts includes a vast amount of dimensions. Just as 
the definitions of different social effectiveness concepts, the different operationalizations overlap 
each other more or less. An extensive list of various dimensions of social effectiveness concepts used 
in previous research can be found in Appendix 1. 

The problem is, thus, to determine what dimensions of social competence to use in this study. 
As mentioned above, all dimensions that might be relevant for entrepreneurs and the entrepreneurial 
process will be incorporated in this study. The process of identifying these dimensions will be based 
on two criteria that have been applied earlier by Baron and Markman (2000). These criteria were used 
in order to ensure that the dimensions applied were relevant and could influence the entrepreneurs’ 
behaviours and efforts. Thereby, they could examine the social competence’s role on entrepreneurial 
success. The first criterion considers the influential power certain social skills might have on business 
outcomes. The second criterion addresses the social skill’s power to influence entrepreneurial tasks, 
i.e. various tasks usually performed by entrepreneurs. (Baron and Markman 2000) How the chosen 
dimensions might influence the entrepreneur and the entrepreneurial process will be discussed 
further in the following sections when each dimension of social competence is discussed.  

In this study five dimensions of social competence will be adopted to examine the 
entrepreneurs’ social competence. These are social astuteness, interpersonal influence, networking 
ability, apparent sincerity, and social manipulation.  The first four dimensions have in previous 
research been used to study political skill (Ferris et al. 2005; Ferris, Treadway, Perrewé, Brouer, 
Douglas, and Lux 2007) and the last one originates from Riggio’s (1986) study on social skills. The 
dimensions of political skill will be adopted in this study even though it previous was argued that this 
concept is too narrow and has too strong managerial orientation. Many of the dimensions and 
operationalizations of social effectives used in previous research are, however, very similar and 
overlap each other and the dimensions of political skill have a fairly broad scope, which implies that 
they may cover many of the other aspects used in previous research. Hence, these dimensions have 
mainly been chosen since they can cover or embrace the majority of the other dimensions of social 
effectiveness. These dimensions and how they might influence the start-up phase and the 
entrepreneur’s social capital will be discussed in the next sections. 
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3.3.1.1. Social Astuteness 

One of the main characteristics of social competence is social astuteness, which is a characteristic 
included in many social effectiveness concepts, but under different labels. Social perception (Baron 
and Markman 2000; 2003), social insight (Schneider et al. 1996), emotional and social expressivity 
(Riggio 1986), and decoding (Scudder and Guinan 1989) are some examples of dimensions of social 
competence that have been used in previous research to describe the same characteristics as social 
astuteness. A person that is astute is very observant of the surrounding and able to interpret 
behaviours of oneself and others very well (Ferris et al 2005; 2007). In other words, this 
characteristic refers to the ability to accurately interpret or decode social interactions and behaviours. 
Socially astute persons are good at dealing with other persons, to perceive others’ motives and 
emotions, and they are sensitive to others’ needs (Baron and Markman 2000, 2003; Ferris et al 2005, 
2007).  

Riggio (1986) also emphasise that a person’s ability to decode communication within a 
relationship as an important social skill and points out that it is not only important to decode and 
understand verbal communication but also the non-verbal communication that takes place within all 
interactions. In addition, he suggests that a person with a high level of social astuteness has good 
knowledge of social norms and rules, which determines what is considered as appropriate social 
behaviour. Scudder and Guinan (1989) included a dimension called decoding in their study on 
whether employees’ communication competence influences superiors’ ratings of their performance. 
As the name suggests this dimension refers to a person’s ability to decode and understand the social 
contexts. This dimension includes skills such as listening, being attentive to others, and being 
sensitive to the needs of others (Scudder and Guinan 1989), which correspond well with the 
dimension of social astuteness. 

To summarize, social astuteness influence a person’s ability to accurately perceive and interpret 
other people and social settings. Baron and Markman (2000) argue that this is a very important skill 
for entrepreneurs to possess in numerous situations in the entrepreneurial process, especially in the 
start-up phase. They argue that social astuteness is a useful skill when entrepreneurs are negotiating 
with customers, suppliers, investors, partners or others involved in the new venture. Negotiations of 
any kind are a basic element of entrepreneurship and an entrepreneur with a high level of social 
astuteness is more likely to accurately interpret the situation and the other actor’s intentions, which 
may influence the success or result of new venture. (Baron and Markman 2000) 

3.3.1.2. Interpersonal Influence 

Socially competent persons often have a strong influence on others surrounding them, which is an 
ability or characteristic Ferris et al. (2005, 2007) refers to as interpersonal influence. This is, just as 
social astuteness, one of the most common dimensions used in studies on social competence, but is 
often named differently. Some examples of names used in previous research are; emotional control, 
social control, emotional expressivity (Riggio 1986), social influence (Baron and Markman 2000), and 
social adaptability (Baron and Markman 2000, 2003; Hoehn-Weiss et al. 2004). More specifically, this 
dimension refers to persons’ ability to adapt their behaviours to display appropriate behaviour in 
different social settings in order to achieve their goals and is often very self-confident and tactful. 
(Ferris et al. 2005, 2007; Riggio 1986)  

Political skill has, as mentioned earlier, a strong organizational focus, which is visible in a 
strong goal orientation in all dimensions, including interpersonal influence. This goal orientation is 
not as strong or visible in other studies on social competence which have included dimensions 
similar to interpersonal influence. Social adaptability and expressiveness are two concepts very similar 
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to social astuteness, which refer to a person’s ability to adapt to various social contexts and to 
express emotions and feelings clearly (Baron and Markman 2003:46).  

A person with a high interpersonal influence can, according to Baron and Markman (2000), be 
described as a “social chameleon” since they are very skilled at adapting to various social contexts 
(p 109). They suggest that this is a very important ability for entrepreneurs and especially in the 
start-up phase of a new venture. In the start-up phase an entrepreneur often has to make many 
so-called cold calls, i.e. means that he or she has to call strangers to create business relations.  

3.3.1.3. Networking Ability 

The third dimension of social competence applied in this study is networking ability and as the name 
suggests, it refers to a person’s ability to develop relations and ties to people. (Ferris et al. 2005, 
2007) Networking is the main activity for entrepreneurs and Baron and Markman (2000) point out 
that social competence may strongly contribute to a successful creation of, for example, business 
alliances. Persons that easily can approach others without feeling embarrassed or shy are, according 
to Baron and Markman, more socially bold, which is an important aspect of interpersonal influence 
for entrepreneurs. (Baron and Markman 2000, 2003) This indicates that entrepreneurs with a high 
level of networking ability should be more skilled at developing relationships beneficial for their 
business.  

Ferris et al. (2005, 2007) argue that persons with a high networking ability are very skilled at 
negotiating and making deals with others. This implies that these persons should have good verbal 
skills and presentation skills, i.e. are good at explaining and presenting things. Social expressivity is a 
concepts introduced by Riggio (1986) that refers to a person’s verbal skills and the ability to make 
others take part in social interactions. These persons enjoy taking to others and can easily start and 
continue talking with others and, therefore, are socially expressive people often perceived as very 
outgoing and social. (Riggio 1986) A person that easily can approach people and especially people 
they do not know from before are more likely to develop contacts and relations than those with 
lower level of social expressivity.  Encoding is another term referring to a person’s verbal skills and 
focuses on a person’s ability to clearly express him or herself both in speaking and in writing. 
(Scudder and Guinan 1989)  

3.3.1.4. Apparent Sincerity 

This dimension of social competence refers to how others perceive a person and the intentions of 
his or her behaviours. Ferris et al (2005) state that persons with a high level of apparent sincerity 
“are, or appear to be, honest, open, and forthright” and appear to possess high levels of integrity and 
sincerity (p 129). In other words, this dimension of social competence focuses on others’ perceptions 
of a person’s behaviours and intentions.  

To appear sincere or honest might be very important for entrepreneurs, and especially in the 
start-up phase, where the entrepreneur has to create numerous new relations crucial for the survival 
or success of the new venture. It may also influence the entrepreneur’s reputation positively if the 
entrepreneur gives a good impression. Hoehn-Weiss et al (2004), who studied how entrepreneurs’ 
social competence was perceived by potential investors, concluded that the investors made up their 
mind about the entrepreneurs within two minutes. They state that eye contact, body language, tone 
of voice, and over all appearance are all important aspects that might influence how the entrepreneur 
is perceived, which makes them important to consider. (Hoehn-Weiss et al. 2004) Riggio (1986) also 
mentions this when stating that psychically attractive persons often give better first impressions on 
others. This implies that aspects such as appearance, body language, and tone of voice might 
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influence whether entrepreneurs are perceived as sincere or honest, which in turn might affect the 
entrepreneurs’ success.    

3.3.1.5. Social Manipulation 

The last dimension of social competence is called social manipulation and refers to the ability to 
persuade others and achieving one’s goals. Riggio (1986) suggests that social manipulation, besides 
being a social ability, it is also an attitude or an orientation that people might possess. Persons with a 
high level of social manipulation believe that manipulation might be necessary in some social 
contexts and are “willing and able to affect the outcomes of social interactions” (p 651). Impression 
management and persuasiveness are two other concepts related to this dimension of social 
competence, but less extreme in their nature (Baron and Markman 2000, 2003; Hoehn-Weiss et al. 
2004).  

Impression management refers to the ability to make good impressions on others and to 
induce positive reactions in others as (Baron and Markman 2003; Hoehn-Weiss et al. 2004). 
Persuasiveness refers, as the name indicates, to the ability to persuade others and changing their 
behaviours and attitudes so they benefit the entrepreneur or entrepreneuse (Baron and Markman 
2000). Being skilled at this ability or dimension is important for entrepreneurs and entrepreneuse, for 
example, when negotiating, dealing with customers and suppliers, or funding a company, according 
to Baron and Markman (2000).  

Table 3.2 summarizes the dimensions of social competence discussed above and the other concepts 
that correspond or are similar to these dimensions. The table indicates, as mentioned earlier, that 
social astuteness is the most important dimension of social competence since most studies 
conducted on social effectiveness have included some dimension related to social astuteness. 

Emotional intelligence is a concept often mentioned when asking people what traits and 
abilities that comprise social competence. Therefore, one may question why emotional intelligence 
has not been included as part of social competence in this study. Baron and Markman (2003) studied 
the role of entrepreneurs’ social competence on their financial success and found no indications of  
emotional intelligence to be a predictor for entrepreneurial success. This does not, however, mean 
that emotional intelligence as an unimportant aspect of social competence in general. It may not be a 
very important skill when considering entrepreneurs’ financial success, which was measured 
according to their income, but it may have a positive influence on, for example, social capital. A high 
level of emotional intelligence may enlarge a person’s network since that enhances a person’s ability 
to deal with others. A large network implies a large social capital, which also is a very important 
factor in the entrepreneurial process as discussed earlier. Thus, this implies that emotional 
intelligence should be taken into consideration and included as an aspect of social competence.  

Table  3.2 Overview of social competence dimensions and related concepts 

Social astuteness Interpersonal influence Networking ability Apparent sincerity Social manipulation 

Emotional sensitivity Emotional control Social expressivity First impression Impression management

Social sensitivity Social control Encoding Appearance Persuasiveness   

Social perception Emotional expressiveness    

Social influence Social adaptability    

Decoding      
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Emotional intelligence is, however, already included in this study, indirectly. Goleman (1998) 
distinguishes between five dimensions of emotional intelligence, which are self-awareness, 
self-control, motivation, empathy, and social ability. These are skills that already are included in the 
dimensions of social competence discussed above, and especially by social astuteness and 
interpersonal influence. Hence, there is no need to include emotional intelligence as a concept in this 
study. The next section will describe the conceptual framework of this study and discuss how social 
capital and social competence might be related to each other, as well as how these concepts might 
influence the start-up process.  

3.4. Conceptual Framework  

Previous research has found that networks and social relations are of great importance in the 
entrepreneurial process and especially in the start-up phase since it might provide the entrepreneur 
with access to various resources important in this phase (e.g. Davidsson and Honig 2003; Evald et al. 
2006: Klyver et al. forthcoming; Larsson and Starr 1993). However, once that connection is made or 
that access is obtained the entrepreneurs’ social competence will influence the outcomes of that 
relationship (Baron and Markman 2003). Hoehn-Weiss et al. (2004) conclude that “social 
competence matters”, meaning that entrepreneurs who are more socially competent are more likely 
to create a larger network and, thereby, obtain a more social capital (p 23). This indicates that social 
capital and social competence might have some influential power on the entrepreneurial process, 
which is illustrated in Figure 3.5.  

Anderson et al (2007) mention that social capital is a phenomenon embedded within relationships 
and that it is the outcome of social interactions. This implies that the entrepreneur’s social 
competence might affect the creation of social capital. Social competence, on the other hand, is an 
ability, which implies that it that can be improved or trained (Baron and Markman 2000; 
Hoehn-Weiss et al. 2004). Thus, a person can become more and more socially competence, i.e. better 
at interacting effectively with others. A person can, for example, acquire more knowledge and 
experiences that might influence their social abilities positively.  

Coleman (1988) point out that social capital is an important factor in the creation of human 
capital by stating that: “Human capital is created by changes in persons that bring about skills and 
capabilities that make them able to act in new ways. Social capital, however, comes about through 

Figure  3.4 Conceptual framework 

Discovery of 
opportunity 

Decision to exploit 
opportunity 

Resource acquisition 

The start-up process 

Social capital

Social 
competence 
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changes in the relation among persons that facilitate action.” (Coleman 1988:S100-101) This 
statement indicates that both social capital and human capital may be created within these 
interactions or relationships, which make them able to act in new ways. This statement also point out 
that the human capital consist of the skills and capabilities possessed by a person, which implies that 
social competence is part of the human capital. Therefore, social capital might be considered as 
influencing the creation or improvement of a person’s social competence. Consequently, the 
relationship between social capital and social competence might be circular, by influencing the 
creation of each other, which is illustrated by the broken arrows between these concepts in 
Figure 3.5 above. 

Social competence is, as discussed previously, a concept referring a person’s ability to interact 
effectively and behave appropriately in various social contexts and a lot of those abilities related to 
social competence, such as being understanding, sympathetic, sensitive to others’ needs and 
emotions, and compassionate (e.g. Ferris et al 2005; Riggio 1986), refers to traits or personal 
characteristics that previously been associated with feminine behaviours (Bem 1974). This implies 
that there might be difference between how male and female entrepreneurs regarding their views on 
social competence and how they behave. The following sections discuss differences between 
entrepreneurs and entrepreneuses, if there are any. In other words, it discusses the potential gender 
differences that might exist between male and female entrepreneurs.  

3.5. Entrepreneurs and Entrepreneuses 

Moult and Anderson (2005) were the first to introduce the concept of entrepreneuses within the field 
of entrepreneurship research when they studied what role gender had in entrepreneurial activities. 
However, no research to my understanding has studied whether there actually are any differences 
between male and female entrepreneurs besides the obvious difference in biological gender and 
whether there is a need to distinguish between entrepreneurs and entrepreneuses. Hence, one of the 
purposes of this study is also to examine whether there are any differences in how entrepreneurs and 
entrepreneuses utilize and view their social capital and view social competence and the role it might 
have in the start-up phase.  

In management theory it is often distinguished between male and female leadership and 
assumed that these two styles are different, i.e. that male and female managers possess different 
characteristics and attitudes. Management and entrepreneurship are fairly close research fields; thus, 
this might be the case also within entrepreneurship, i.e. that there are differences in their 
characteristics or how they behave as entrepreneurs.  

Previous research has indicated that a person’s psychological gender is better to use as 
discriminator than the biological sex when studying differences between men and women related to 
behaviours and characteristics (e.g. Watson and Newby 2005). Therefore, will next section of this 
chapter describe psychological gender and discuss how it might influence a persons’ social 
competence.  

3.6. Psychological Gender and Sex-roles 

People’s behaviours may be viewed as a reflection or result of their personal characteristics and traits. 
Differences between male and females have gained a lot of attention from scholars for a long time. 
Historically, personal characteristics and peoples’ behaviours have been identified as either masculine 
or feminine and have been viewed as two bipolar ends of a continuum (Bem 1974, 1975). Hence, a 
person was considered to be either masculine or feminine and, traditionally, men were expected to 
behave in a masculine manner and women in a feminine manner, which relates to the discussion 
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about gender stereotypes in the previous sections, i.e. what behaviours and characteristics that are 
associated with men and women.  

However, during the 1970’s researchers started to differentiate between biological sex and 
psychological sex identity (e.g. Bem 1974; O’Neill and Blake-Beard 2002; Spence, Helmreich, and 
Stapp 1975; Stephen and Harrison 1985), meaning that masculine behaviour is not only associated 
with men and feminine behaviours with women. Thus, this new perspective implies that “an 
individual’s psychological gender identity is not necessarily determined upon the basis of biological 
sex alone” (Stephen and Harrison 1985:53). As a result of this change in perspective, the 
development of models to measure or determine a person’s psychological gender gained more 
attention from scholars (e.g. Bem 1974, 1975; Spence et al. 1975). One result of these studies is the 
concept of psychological androgyny, which means that a person possesses both masculine and 
feminine characteristics, such as assertive, compassionate, instrumental, and expressive (Bem 1974, 
1975, 1977).  

The Bem Sex-Role Inventory (BSRI) and the Personal Attributes Questionnaire (PAQ) are two 
different models that were developed to determine a person’s psychological gender. The first model 
was developed by Bem (1974, 1975, 1977) in order to determine whether a person is characterized by 
masculine, feminine, or androgynous characteristics and behaviours. The model contains 60 items or 
characteristics divided into three groups; a masculine group, a feminine group, and a neutral group. A 
complete list of the 60 items can be found in Appendix 2. The first two groups contain 
characteristics that are considered to be more desirable for one sex then the other. For example, 
competitiveness and strong personality are two characteristics usually perceived as masculine, 
whereas affectionate and understanding are two feminine characteristics. The third group of items 
included in the BSRI contains a set of socially desirable items, i.e. characteristics that are considered 
as desirable for persons in general and not specifically for one sex.  

Based on the ratio of a person’s scores on former dimensions the psychological gender can be 
determined. Bem’s model can be viewed as a continuum, where the masculine and the feminine 
gender types represent the ends and the androgynous gender type is placed in the middle. (Bem 
1974) A person with a masculine score higher than their feminine score is, thus, considered to have a 
masculine psychological gender and the other way around and a person with a masculine and a 
feminine score fairly similar to each other is, hence, considered to have an androgynous sex role. 
(Bem 1977) This model might, nonetheless, be considered as rather simple since it is the ratio of the 
two scores that determine a person’s sex-role and not the actual scores, i.e. two low scores might also 
result in an androgynous sex-role.  

The second model, the PAQ, was introduced by Spence et al. (1975) is very similar to the BSRI 
but the items included are slightly different. Spence et al. (1975) distinguished between four types of 
psychological genders or sex-roles, illustrated by Figure 3.6. Depending on their masculine and 
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feminine scores a person can be identified as either masculine, feminine, androgynous, or 
undifferentiated. The masculine sex-role is characterized by a high masculinity and a low femininity, 
whereas the feminine sex-role contains persons characterized by a low masculinity and a high 
femininity. A person with an androgynous sex-role has both high masculinity and femininity and the 
undifferentiated category includes persons with low scores of both masculinity and femininity. 
(Spence et al 1975) The PAQ might be considered as development of the BSRI since it is more 
comprehensive regarding the identification of the psychological gender, since a person’s actual scores 
on each of the dimensions determine the sex-role and not the ratio of them and, hence, this model 
should be considered as more appropriate to use. However, regarding the items used in each of two 
models, the BSRI is more comprehensive and, therefore, the BSRI will be applied in this study but 
the data will be analyzed in the same way as Figure 3.5.  

Entrepreneurship research has found that some personal characteristics might affect 
entrepreneurial initiatives negatively, i.e. persons that posses those are less likely to discover and 
exploit business ideas. These characteristics have been categorized as agreeableness and include 
characteristics such as being courteous, friendly, compliant, flexible, trusting, cooperative, forgiving, 
soft-hearted, and tolerant. (Barrick and Mount 1991; Shane 2003), which correspond with some of 
the BSRI items, for example, friendly, yielding, and shy2. This does not, however, mean that these 
characteristics are undesirable for entrepreneurs, since they also relate to the dimensions of social 
competence, but, as Goleman (1998) points out, being very nice or friendly is not the same as being 
very socially competent. This implies, therefore, that the most appropriate situation for socially 
competent entrepreneur and entrepreneuses would be to report scores more towards the middle of 
the scale. 

Further, these BSRI item are mainly related to the feminine dimension, which supports 
findings from previous research, which state that masculine or androgynous behaviours as more 
suitable or beneficial within entrepreneurship (e.g. O’Neill and Blake-Beard 2002). This implies that 
masculine or androgynous behaviours are the most beneficial sex-role also for entrepreneurs and 
research has shown that the androgynous sex-role is the most beneficial one (Bem 1974, 1975, 1977; 
Spence et al. 1975; Watson and Newby 2005) A person with an androgynous psychological gender is 
more likely to adapt their behaviour to various situations, since they possess both masculine and 
feminine characteristics. (Bem 1975, 1977) This, together with the discussion in the previous 
paragraph, implies that an androgynous person should be more socially competent than the other 
sex-roles due to their flexibility and ability to adjust their behaviours depending on the social context.  

Nevertheless, some of the items in the BSRI might also be considered to have a negative 
influence on social competence if a person report very high scores on them, such as strong 
personality, forceful, conceited, dominant, and aggressive. A person reporting very high scores on 
these items are likely to be very self-centred and focused on him or herself, implying that a person 
like that might be less skilled at accurately interpret and understand social contexts, which are 
important abilities of social competence.  

3.7. Conceptual Framework 

As discussed in the previous section, the psychological gender influences a person’s behaviours and 
the characteristics traditionally related to feminine or masculine behaviours might influence how a 
person handle social relationships and their social competence differently. Hence, a person’s 
psychological gender might influence a person’s social competence. Therefore the psychological 
gender might indirectly affect the social capital embedded in a relationship or network and, thereby, 

                                                 
2 More items corresponding to agreeableness are identified in Appendix 2 
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influence the process of starting up a new venture. Consequently, this factor should also be included 
in the conceptual framework of this study, which can be seen in Figure 3.6 above. The following 
chapter will describe the practical methodology of the study and how the empirical data was 
gathered, processed, and analyzed. 
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44..  PPRRAACCTTIICCAALL  MMEETTHHOODDOOLLOOGGYY  

This chapter describes the practical considerations of the research design applied in the present study. The chapter begins 
discussing why a qualitative research method was chosen and why a small part of the study applies a quantitative 
method. Further, the research sample and the sample criteria used to identify the participants of the study are discussed. 
Thereafter, the chapter discusses the how the interviews and questionnaire was designed and conducted. 

4.1. Choice of Research Method 

The purpose of this study is to explore entrepreneurs’ and entrepreneuses’ perceptions of social 
capital and social competence and what role they might have in the start-up process of new ventures. 
Thus, it aims at studying the entrepreneurs’ and entrepreneuses’ personal perceptions and opinions. 
Bryman (1997:77) suggests that one of the most fundamental features of qualitative research is that it 
aims to “view and express events, actions, norms, and beliefs from the respondents’ perspective”. 
Hammersley (1992:165) also mentions that the aim of qualitative research methods is to understand 
the perspective of the people studied and that this is essential in order to describe or explain people’s 
behaviours. This implies that a qualitative research design is the most appropriate research method 
for this study. Moreover, this study applies, as discussed in section 2.2 Scientific Approach, more of an 
explorative approach where a lot of information from a few units is preferred over less information 
from a large number of units, which also implies that a qualitative research design is preferable.   

Furthermore, qualitative research often applies an interpretivistic orientation and 
constructionism that emphasizes on the behaviours of social actors and their influences on the 
constant revision of social phenomena (Bryman and Bell 2007:23, 28). Furthermore, Starrin and 
Renck (1996:53) argue that the purpose of qualitative interviews is to discover or identify 
phenomenon or characteristics that are unknown or not explored enough in previous research. This 
implies that qualitative research emphasizes the contextual embeddedness of social phenomena, 
which might be difficult to capture using quantitative methods. Social capital and social competence 
are, as discussed earlier, highly contextual phenomena implying that a qualitative research method is 
most appropriate for this study.  

However, a qualitative research design does not automatically involve a specific method or 
forms, since qualitative research includes a number of different methods or techniques, such as 
observations, interviews, document analysis, and focus groups (Johansson Lindfors 1993:118; 
Widerberg 2002:65). This study aims at exploring the entrepreneurs’ and entrepreneuses’ perceptions 
and opinions, which implies that a method where the respondents are able to talk and explain 
themselves freely is preferred over methods studying their actions and behaviours. Hence, interviews 
might be the most appropriate method for this study, since it allows a free flow of information 
between the interviewer and the interviewee (Johansson Lindfors 1993).  

In addition, majority of previous research on the importance of social competence within 
entrepreneurship have focused on assessing the entrepreneurs’ social competence or how others 
perceive the entrepreneurs’ and entrepreneuses’ social competence and have, moreover, mainly been 
conceptual or quantitative in their nature (Baron and Markman 2003; Hoehn-Weiss et al. 2004). 
Little, if any, research has studied whether entrepreneurs and entrepreneuses find social competence 
important and whether it is something they pay attention to in the process of starting up a new 
venture. This implies that applying a qualitative research design might identify aspects of social 
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competence and social capital as well as the relation between these concepts that previous studies 
have been unable to identify due to their choice of method.  

Generally, there are three types of interviews depending on how structured they are; the 
structured interview, the semi-structured interview, or the unstructured interview. The two latter 
ones are the most common within qualitative research since they allow the respondents to elaborate 
his or her answers more and talk freely about the topics at hand. (Bryman 2002:299-301) The semi-
structured interview is the most common interview method applied in qualitative research according 
to Bell (1992:122). In a semi-structured interview both the interviewer and the interviewee have some 
the control over the conversation. The interviewer provides the respondent with topics or questions 
to be discussed, which they then can discuss in an unstructured manner. (Bell 1992:122; Bryman and 
Bell 2007:474; Patel and Tebelius 1987;103) The interviewer might be viewed as controlling the 
frame and base of the discussion, whereas the respondent is controlling the content of it. Since this 
study aims at uncovering the entrepreneurs’ and entrepreneuses’ perceptions it is important to allow 
them to discuss and explain what is important for them, but within the scope of the study. Thus, the 
most appropriate method for this study is to conduct semi-structured interviews with the 
respondents. 

A second part of this study aims at examining whether any psychological differences exist 
between entrepreneurs and entrepreneuses, regarding to their psychological gender, which was 
discussed in section 3.5 the literature review. The information need for this part of the study will be 
gathered using a questionnaire. To sum up, the main part of this study will apply a qualitative 
research method by conducting semi-structured interviews with the entrepreneurs and 
entrepreneuses, but a part of the study will also apply a quantitative method using a short 
questionnaire.  This part of the study is mainly used to support the empirical results from the 
interviews. Applying different types of methods in the same study is referred to as triangulation 
(Bryman and Bell 2007). 

4.2. Research Sample 

The purpose of this study is to examine entrepreneurs’ and entrepreneuses’ perceptions about what 
role social capital and social competence played in the start-up phase of their company. Hence, one 
of the criteria, and the most obvious one, for the research sample is that the respondents have 
started their own business.  

Davidsson and Honig (2003) conducted a longitudinal study studying the role social capital and 
human capital had for nascent entrepreneurs. They criticize that studies concerning the early stages 
of the entrepreneurial process often are based on research samples consisting of already established 
firms and argue that this has two major shortcomings. First, there is a risk for success bias since the 
researchers might miss those entrepreneurs who fail in their attempts to create a new venture, even if 
the research sample contains very young companies. (Davidsson and Honig 2003) This study aims at 
exploring what social capital entrepreneurs’ and entrepreneuses’ utilize and whether they perceive 
social competence to be of importance in the start-up phase. If the study would have aimed at study 
what role the social capital or social competence play in the success of the new venture, this success 
bias would have had a major influence on the results. Nevertheless, this study focuses on how 
entrepreneurs and entrepreneuses utilize their social capital and, hence, the risk of success bias is not 
that relevant for this study. Second, there is a risk for memory bias with this approach, which means 
that results might be attributed to factors or circumstances that are not truly true (Davidsson and 
Honig 2003). The memory bias, however, is compared to the success bias very relevant issue for this 
study. Hence, one of the main sample criteria is that the companies should have been established less 
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than three years ago since it might be difficult for the respondents to remember what they did and 
how they perceived the start-up process if too much time have passed.  

On the other hand, the companies should not be too young, since it might be difficult for the 
entrepreneur to describe the start-up process if he or she is in the middle of it. Hence, a third 
criterion was that the companies should have been founded or registered, since that means that the 
entrepreneur already has passed the stages of the entrepreneurial process that, in this study, are 
defined as stages of the start-up phase. An additional purpose of this study was to compare the 
differences between entrepreneurs and entrepreneuses and, therefore, one of the sample criteria was 
that the research sample should contain the same amount of men and women to ensure some 
reliability the comparisons and, thus, the results. 

The aim of this study was not to examine a certain type of entrepreneurs and entrepreneuses 
or a particular industry or geographical region and, thus, this factor was not considered as sample 
criteria. The regional aspect did not seem relevant for this study since it was assumed that 
entrepreneurs and entrepreneuses in one region of Sweden are very different than entrepreneurs and 
entrepreneuses in another region and, thus, the research sample was not restricted geographically. 
Further more, social capital and social competence are not considered as phenomenon specific to or 
more important in some industries than others and, hence, this the sample criteria did not include 
any industry specific criterion. Thus, the research sample for this study can be categorized as a so-
called convenience sample with some similarities of a quota sample. A convenience sample consists 
of people that are easy to get a hold of and that are available to the researcher at that certain point of 
time (Bryman and Bell 2007:197; Holme and Solvang 1997:183). When the sample criteria state that a 
part of the respondents should possess certain characteristics. (Bryman and Bell 2007:201; Holme 
and Solvang 1997:183) In this study gender is the quota criterion influencing the sample, which is 
one of the most commonly used criteria in quota sampling according to Halvorsen (1992:100).  

4.2.1. Respondents 
The initial guideline for this study was to conduct between fifteen and twenty interviews in order to 
achieve some level of reliability in the results. However, the final research sample consist of fourteen 
respondents, six entrepreneurs and eight entrepreneuses, since the data collected were perceived as 
satisfying without lowering the reliability in the results. 

Appendix 3 below lists the entrepreneurs and entrepreneuses that were interviewed as well as 
the date, location and length of the interviews. The average age among these respondents is 35.8 
years, with a minimum age of 22 and a maximum age of 56 years old. Six out of the 14 respondents 
mentioned that they have been involved in some sort of entrepreneurial activity previously in their 
career. The majority of the respondents are active in consulting industries, mainly as management 
and organizational consultants and the other respondents are active within industries such as 
children’s clothes, ecological textile production, gardening, and wine tasting. The age of the 
respondents’ companies range from only a few months old up to three years, but the average age of 
the companies is 1.3 years.  

More about how the study was conducted and how the empirical findings were gathered will 
be presented in the following sections where the design and process of the interviews and the 
questionnaire will be described. 

4.3. Interviews 

The interviews conducted in this study were, as mentioned above, semi-structured in their nature, 
meaning that the content of the interview to a certain extent was determined prior to the interview. 
The respondents were contacted by phone when ask if they would be interested in participating in 
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the study. After a date and time for an interview had been decided an email was sent out to the 
respondents, which is enclosed in Appendix 4 and the email shortly explained the purpose of the 
study and the content of the upcoming interview. Johansson Lindfors (1993:113) argue that this is an 
important part of the interviewing process and that the respondents need to know what they are 
supposed to talk about and why they are asked certain questions.  

In order to make sure that the interviews covered all of the important topics an interview guide 
was developed (Bryman and Bell 2007:482; Johansson Lindfors 1993:112-113), which is enclosed in 
Appendix 5. Widerberg (2002:68) mention that the interview guide should reflect the theoretical 
framework, i.e. what the scholar wants to analyze. The interview guide was divided into two parts; 
the entrepreneurial process and social capital, and social competence. A loose structure is one of the 
main features of semi-structured interviews, which implies that the questions posed during the 
interview do not have to follow the same order as the pre-prepared interview guide (Bryman and Bell 
2007:483; Holme and Solvang 1997:101).  

As mentioned earlier, majority of previous empirical studies on different social effectiveness 
concepts have applied quantitative methods by using questionnaires (e.g. Baron and Markman 2003; 
Hoehn-Weiss et al. 2004; Ferris et al. 2005; Riggio 1986; Scudder and Guinan 1989). Some of the 
statements and questions used in these studies were used as guidelines when developing the 
interview guide for the present study to ensure the quality and reliability of the collected information 
about social competence.  

All interviews were personal and conducted with only one respondent except one interview, 
which was conducted with two respondents at the same time. The interviews were conducted in the 
same way and both respondents were, for example, asked to draw network figures and define what 
social competence is according to them. Moreover, the empirical material gathered through this 
interview did, however, not differ from the material from the other interviews. Further, all interviews 
were conducted in Swedish instead of English in order to avoid the risk of misunderstandings and 
limiting the respondents’ language. This is in accordance with Bryman and Bell (2007), who suggest 
that interviews should be conducted in the respondents’ primary language since the communication 
is likely to be more efficient.  

The interviews were also recorded in order to make the processing and analysis of the 
information easier. Recording the interviews provides the researcher with a number of advantages 
both during the interview and after it has been completed (Bryman and Bell 2007:489; Jacobsen 
2002:166). Often interviews have a better flow if they are recorded, since it allows the interviewer to 
be more alert and focused on what the respondents say rather than focusing on taking notes. One of 
the risks or disadvantages with recording the interviews is that the respondent feels uncomfortable 
with the fact that he or she is being recorded. (Bryman and Bell 2007:489; Jacobsen 2002:166). 
However, non of the respondents seemed to feel uncomfortable with this situation and all 
respondents were asked, in the beginning of each interview,  whether the interview could be record. 
The respondents were also ensured that nobody else was going to take part of the interview material. 
Recording interviews also eliminates the risk of losing or forgetting important information when 
processing and analysing the interviews. It also influences the reliability of the results since the 
collected information becomes more available for others. (Bryman and Bell 2007:489) 

The first part of the interviews covered the respondents’ companies and they were asked to 
describe the process of starting the company and how they used their networks in this process. All 
respondents were asked to depict a network figure of those persons who had played an important 
role in each stage of the start-up phase, as defined in section 3.1 The Entrepreneurial Process. The 
respondents were then asked to describe each network figure and explain why those persons were 
mentioned. The second part of the interview focused on social competence and what role the 
respondents perceived it to have within entrepreneurship and their companies. The last part of the 
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interviews was related to the psychological gender and consisted of the questionnaire, which will be 
described and discussed in the next section. 

4.4. Questionnaire 

The second part of this study involved a self-completion questionnaire, meaning that the 
respondents completed the questionnaires by themselves. One of the aims of this study is to explore 
whether there are any differences between entrepreneurs and entrepreneuses regarding their 
psychological gender, which might influence social competence, and whether there is any need to 
make this distinction between male and female entrepreneurs. One way of accomplishing this might, 
thus, be to study the respondents’ sex-role and they score on the Bem Sex Role Inventory (BSRI) 
items and compare these to their perceptions of social competence within entrepreneurship and how 
it might affect the entrepreneurial process, especially the start-up phase.  

The aim of the questionnaire was to identify the respondents’ sex-role or psychological gender 
to examine whether the entrepreneurs and entrepreneuses possess an androgynous sex-role, which 
might be the most beneficial sex-role for entrepreneurs since those persons are more flexible in 
social situations (e.g. Bem 1974, 1975, 1977; Spence et al. 1975; Watson and Newby 2005). Thus, 
designing the questionnaire in the same way as Bem (1974) did in her studies makes it possible to 
identify a masculinity score, femininity score, and social desirability score for each respondent. Based 
on those dimensions it is then possible to determine the respondents’ sex-role, which might, as 
discussed earlier in the literature review, influence or be related to their social competence.  

Subsequently, the scale and order of the items were the same as in Bem’s study, but the 
statements were, however, not exactly the same. The best way of decreasing or avoiding the risk of 
respondents misunderstanding or misinterpret the statements is to the conduct the questionnaire in 
Swedish as suggested by Bryman and Bell (2007), since it might decreases the risk of 
misunderstandings. Hence, the BSRI items were translated into Swedish and the statements were 
constructed based on those translations, which are included in the table in Appendix 2. Accordingly, 
the questionnaire, which is enclosed in Appendix 6, consisted of 60 closed questions where the 
respondent is asked to state how well the statements in the questionnaire describe him or her. The 
questionnaire apply a 7-point Likert scale where 1 represents Very badly and 7 represents Very well. 
A Likert scale applies an uneven number of response options, most commonly five or seven, which 
allows for a neutral response in the middle (Bryman and Bell 2007:160).  

To avoid misunderstandings, errors, and other pitfalls related to the questionnaire design and 
the statements the rules for designing questions provided by Bryman and Bell (2007) were followed. 
These rules state, for example that ambiguous and technical terms should be avoided and that the 
questions should not be too general or leading. (Bryman and Bell 2007: 267:271) In addition, the 
questionnaire was tested on some students at Umeå University before conducted the interviews in 
order to make sure that none of the statements were confusing. 

4.5. Processing the Data 

The research design applied in this study resulted in two sets of data, from the interviews and from 
the questionnaires. How these data were processed and analysed will be explained and discussed in 
this section below.  

The first set of data was gathered through the interviews, which, as mentioned earlier, were 
recorded. All recordings were transcribed after the interviews and these transcriptions were then 
processed by reading them in order to identify material related to the different aspects of the 
theoretical framework. This method or technique to process and analyse the empirical material is one 
of the methods most used in qualitative research today (Alvesson and Sköldberg 2008:127). This 
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method is referred to as grounded theory and was introduced by Glaser and Strauss (1967), who 
argue that theory should be grounded in empirical data.  

Some of the information collected at the interviews could, however, not directly be related to 
any specific aspect from the theoretical framework, but since the present study apply both an 
inductive and deductive approach, with an emphasis towards the inductive approach, these sets of 
information were still coded and placed separately. This is one of the features characterizing 
grounded theory, according to Glaser and Strauss (1967:105), who argue that researchers should the 
process of their empirical data by coding it and assigning it to certain categories, but categories can 
also be created based on the collected data.   

A second set of empirical data was comprised by the network figures the respondents got to 
draw during the interviews. These data were processed by, first, coding all network ties based on 
what type of relationship, which can be found in Appendix 7. The codes ranged from 1 to 5 based 
on the different types of relationships previously identified in Figure 3.2, where family members are 
identified as 1, friends as 2, present or previous colleagues as 3, other business acquaintances as 4, 
and, finally, other non-personal acquaintances as 5. Some of the network ties were hard to categorize; 
for example, whether a business coaches or mentors should be identified as a 3, a 4 or a 5. These ties 
were, however, categorized as 4s in the network figures presented in Appendix 7, since the 
relationship to a business coach or a mentor might be more formal and distant than the relationship 
to a colleague, but, at the same time, it is not a non-personal connection between the two actors. 
Another type of tie hard to categorize was business partners’ family members with whom the 
respondents and their partners had, for example, discussed their business idea or used to gain access 
to new contacts. This type of ties was, in the end, categorized as a 4, since the respondent did not 
have any relationship to that particular person except in this business context. 

After all network ties had been coded they were summarized and divided with the number of 
respondents (14) in order to identify how an average network figure for these respondents might 
look like in each stage of the start-up phase. This was conducted both for the women, where the sum 
of ties was divided with eight, and the men, where the sum was divided by six.  

The third set of data originates from the questionnaire. First, the questionnaire was coded, as 
can be seen in Appendix 6, and the data collected through it were then processed and analyzed using 
the statistical software SPSS. As described in section 3.5.2 Psychological gender and sex-roles are the BSRI 
items categorized into three groups; masculine, feminine, and neutral (or socially desirable) 
characteristics (Bem 1974), and the two former ones are used to determine a person’s sex-role or 
psychological gender. The scores for these dimensions were identified by calculating an average score 
of all items related to each of the three dimensions. The possible values for masculinity, femininity, 
and social desirability ranged from 1 to 7 since a 7-point Likert scale was applied to the statements in 
the questionnaire. Those items where respondents answered “Don’t know” or answers were missing 
were coded as 0 not to affect average score.   
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55..  EEMMPPIIRRIICCAALL  FFIINNDDIINNGGSS  

This chapter is divided into three parts that present the empirical findings of the conducted interviews and the 
questionnaires. The first part presents what network ties the respondents have taken advantage of in the start-up phase 
and why they have used these relationships, i.e. what types of social capital these ties contain and the respondents have 
utilized. The second part covers the respondents’ perceptions of social competence and how entrepreneurs and 
entrepreneuses may benefit from it in the start-up phase. The last part of the chapter presents the result of the 
questionnaire examining the entrepreneurs’ psychological gender, i.e. undifferentiated, masculine, feminine, or 
androgynous. 

5.1. The Structural Dimension of Social Capital  

This section will discuss the network figures 
drawn by the respondents and the network 
ties included have been coded and identified 
based on the different types of relationships 
defined in the literature review, which also 
are illustrated by Figure 5.1. The ties are 
numbered according to the assumed degree 
of emotional involvement within the 
relationship, which means family members 
are identified as 1, friends as 2, present or 
previous colleagues as 3, other business 
acquaintances as 4, and, finally, other 
non-personal acquaintances as 5. Some of the network figures will be presented in the following 
sections and the entire set of figures can be found in Appendix 7.  

5.1.1. Stage 2 –Discovery of Opportunity 
The respondents were asked to draw a network structure containing persons that had been 
important in their discovery of this business idea, i.e. persons that somehow had helped them realize 
that this was a good business idea. Figure 5.2 depicts two examples of the entrepreneuses’ and two of 
the entrepreneurs’ network figures. These network figures contain, in general, relatively low 

Figure  5.1 Different relations and the degree of emotional involvement
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Figure  5.2 Network figures from the second stage, the discovery of opportunity 
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numbers, which mean that the 
relationship between these persons 
and the respondents are characterized 
by a higher degree of emotional 
involvement. Relationships with a 
high degree of emotional involvement 
were mentioned to a larger extent by 
the entrepreneuses than by the 
entrepreneurs, as illustrated by 
Figure 5.1. 

 Table 5.1 summarize all 
network figures from this stage of the 
start-up process, the discovery of a business opportunity and the table shows that typically an 
entrepreneur or entrepreneuse involves around five ties from their networks, with an emphasis on 
1s, 4s, and 5s.  

The empirical data indicates that the strongest focus in this stage is on non-personal 
acquaintances in both groups. Women, however, seem to include, more or less, all types of ties in 
this stage. Comparing men and women reveal that there exist some differences between the two 
groups; the entrepreneuses tend to involve a larger number of persons in this stage than the 
entrepreneurs. In addition, the table indicates that a typical network figure for an entrepreneus 
involves a bigger variety of ties, whereas the men tend to emphasize more distant ties such as 4s and 
5s, i.e. business acquaintances and other non-personal acquaintances.  

5.1.2. Stage 3 – Decision to Exploit Opportunity 
The next stage of the entrepreneurial process is the decision to exploit the discovered business idea 
and Figure 5.3 depicts examples of the entrepreneurs’ and entrepreneuses’ network figures from this 
stage. These figures are, in general, much smaller than in the previous stage, i.e. over all they contain 
fewer ties. Further, there is a strong focus on relationships with a high degree of emotional 
involvement in these network figures, as depicted in the figure. The network structures in the figure 
below show the same tendency as in the previous stage; that the women mention a larger number of 
network ties involved in their decision to exploit the business idea. These tendencies become more 
visible when the ties mentioned in all these network figures are summarized and a typical network 
figure is identified, as can be seen in Table 5.2.  

Table 5.1 Network ties from stage 2

Entrepreneurs Entrepreneuses Total 
Type 
of tie Number Mean Number Mean Number Mean

1 4 0.67 9 1.13 13 0.93 
2 4 0.67 8 1.00 12 0.86 
3 5 0.83 5 0.63 10 0.71 
4 7 1.17 9 1.13 16 1.14 
5 8 1.33 10 1.25 18 1.29 

Total 28 4.67 41 5.13 69 4.93 

Figure  5.3 Network figures from the third stage, the decision to exploit opportunity 
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 The entrepreneurs’ network 
figures include on average 2.5 ties, 
while the entrepreneuses’ involve 
almost twice as many; 4.5 ties. Both 
the men’s and the women’s network 
figure have, however, a strong 
emphasis on ties identified as 1s, i.e. 
family, but the women also tend to 
involve their friends to a greater 
extent than the men.  

5.1.3.  Stage 4 – Resource Acquisition  
 The last stage of the start-up phase is the resource acquisition, i.e. when the entrepreneurs’ and 
entrepreneuses gather all resources necessary to start up the new venture. The respondents were 
asked to draw a network figure with those persons that had been their main sources or gates to 
gather the contacts, information, help or other resources they needed when starting their new 
venture. Figure 5.4 depicts four examples of the respondents’ figures and, as can be seen below, 
there is a strong emphasis on fairly distant relationships in this stage for both the entrepreneurs and 
entrepreneuses, i.e. the majority of the ties are 4s and 5s.  

 Table 5.3 summarizes all ties in the network figures from this stage and shows that the average 
network figure contains around four ties with a really strong focus on relationships characterized by 
a relatively low degree of emotional 
involvement. Comparing the 
empirical data from the entrepreneurs 
and entrepreneuses related to this 
stage show the same tendency as in 
earlier stages, even though it is less 
visible; that the entrepreneuses utilize 
and involve a larger number of ties in 
the process of collecting necessary 
resources. The men tend to almost 
solely on utilizing network ties 

Table  5.2  Network ties from stage 3 
Entrepreneurs Entrepreneuses Total Type 

of tie Number Mean Number Mean Number Mean
1 5 0.83 13 1.63 18 1.29 
2 3 0.50 8 1.00 10 0.71 
3 1 0.17 5 0.63 6 0.43 
4 3 0.50 5 0.63 9 0.64 
5 3 0.50 5 0.63 8 0.57 

Total 15 2.50 36 4.50 51 3.64 

Table  5.3 Network ties from stage 4 

Entrepreneurs Entrepreneuses Total 
Type 
of tie Number Mean Number Mean Number Mean 
1 1 0.17 1 0.13 2 0.14 
2 3 0.50 4 0.38 6 0.43 
3 - - 3 0.50 4 0.29 
4 17 2.83 16 2.00 32 2.29 
5 3 0.67 10 1.25 14 1.00 
Total 24 4.00 34 4.25 58 4.14 

  Stage 4 – Resource acquisition 
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Figure  5.4 Network figures from the fourth stage, the resource acquisition 
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identified as business acquaintances in this stage, while the women, in addition to these ties, 
emphasize 5s, i.e. non-personal acquaintances. 

 The following sections will present and describe the respondents’ explanations and reasons to 
why they utilized the network ties presented in this section. In other words, the following sections 
will present the cognitive and relational dimensions of social capital that the respondents possess. 

5.1.4. Network Configuration 
As indicated by the network figures and the tables above are most of the ties respondents utilize in 
the start-up phase relationships that they had from before. It is mainly those relationships identified 
as 5s and some 4s that have not been pre-existing, but established to benefit the start-up of the new 
venture. These ties represent, for example, relationships to banks, business incubators, or other 
authorities supporting entrepreneurship. All 4s and 5s were, however, not established in the start-up 
phase, but the majority of ties utilized in the start-up phase are old relationships that the 
entrepreneurs and entrepreneuses have created previously within some other context.  

Besides what types of ties the respondents take advantage of in their start-up phase, the actual 
structure of these figures are also of interest and especially whether there are any relations between 
the ties mentioned between the respondents. These relationships are represented by the broken lines 
in the network figures found above and in Appendix 7. Eight of the 14 respondents, three 
entrepreneurs and five entrepreneuses, started their companies together with somebody else, which 
have been marked with grey in the network figures.  

Table  5.4 Secondary relations in the respondents' network figures 

Entrepreneurs Entrepreneuses Type of 
tie Stage 2 Stage 3 Stage 4 Stage 2 Stage 3 Stage 4 
1  2 (1*)  -  -  4 (2)  7 (5)  2 
2  1  2  1(1)  1  2 (1)  - 
3  2 (1)  -  -  2  3  1 
4  4 (2)  2  2 (2)  5 (2)  1  7 (3) 
5  5  1  -  7  4 (1)  3 

Total  14 (4)  5 (0)  3 (3)  19 (4)  17 (7)  13 (3) 
* The numbers within brackets represent the number of secondary relations without a connection with a 

business partner 

The number of secondary relations, i.e. relations between different ties within the networks, is 
relatively low in the respondents’ network figures and these relations mainly exist within networks 
from those respondents who started their company in a pair. Moreover, the majority of the 
secondary relationships originate from those business partners as exemplified in Figure 5.1. Table 5.4 
summarizes all of the secondary relations depicted in the network figures. The numbers within 
brackets represent the amount of secondary relations not connected to a respondent’s business 
partner and, as can be seen, most of these ties involve a business partner. In addition, the table 
shows that secondary relations occur more often within the entrepreneuses’ networks, which 
contained 19, 17, and 13 secondary relations in each of the stages, compared to the entrepreneurs’, 
which contained 14, 5, and 3 secondary relation in the same stages. Nevertheless, by viewing only the 
numbers within brackets the difference between entrepreneurs and entrepreneuses become much 
smaller.  

However, only in a few cases did the respondents describe or depict situations where they 
actually had taken advantage of these secondary relations. Two clear and good examples of situations 
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like this can be found in the third stage and these respondents’ network figures are also included in 
Figure 5.2. The first example is from one of the entrepreneuses, whose network figure is the first 
from the left in the figure above and she describes one part of the network figure including persons 
involved in her making the decision to exploit her business idea in the following way:  

“My business partner of course … Then she has a partner and he was also involved and I have a 
partner. We sat down all four of us and discussed and calculated how much money we would need 
in the beginning.” 

The second example belongs to one of the entrepreneurs, whose network figure is the fourth and last 
one in Figure 5.2. Together with his business partner, this entrepreneur decided to change the 
direction of their company and move over to another business idea and business area. He describes 
this network figure and the process of making this decision as follows: 

“It was me and my partner and our business coach who were involved in that decision, but it was 
a pretty simple decision in that sense that we had already done it once before. It gets easier to 
make decisions. The first time you start a company you have so many questions, but to take the 
actual step and become an entrepreneur, that is the hard part. At that point of time one’s whole 
life is involved; partner, parents, siblings and everybody have to accept what you are doing. But 
that is only the first time, after that you do not face the same pressure.” 

Furthermore, the summarized numbers in Table 5.4 show that secondary relations are most common 
in the second and third stages of the entrepreneurial process and, just as women tend to involve 
more network ties than men in the third stage; their networks at this stage also tend to include 
secondary relations to a much greater extent as well. The table shows that the entrepreneuses’ 
network figures contained 17 secondary relations in this stage, while the entrepreneurs’ contained 
five secondary relations.  

Further, the respondents were asked to explain why they included those particular persons and 
why they had turned to them for help of some kind. As discussed in the previous sections are many 
of the network ties utilized are identified as distant relationships characterized by a low degree of 
emotional involvement, i.e. identified as 4s and 5s. Many of these connections have been established 
in the start-up phase to benefit the start-up and respondents’ descriptions of these relationships 
were, thus, not as comprehensive and exhaustive as the descriptions of other relationships with a 
longer history. In these relationships it is the connection in itself and the potential resources 
respondents may access that is the main reason to why the entrepreneurs or entrepreneuses contact 
these persons or organizations, as this quote exemplifies. The respondents pointed out that the 
purpose of these relationships or the reason for creating them was, thus, to gain access to various 
resources that might be useful and benefit the respondents’ companies.  

Some of these relationships are utilized only once, for example ties with authorities that offer 
various grants, while some are maintained and developed further, for example, ties to business 
incubators. In the latter case, the relationships develop more social capital and the reason for utilizing 
these ties go beyond just the access to potential resources. 

5.2. The Cognitive Dimension of Social Capital 

Little information in the empirical findings relates to the cognitive dimension of social capital and 
neither the entrepreneurs nor the entrepreneuses seem to emphasize this aspect to any major degree, 
but some aspects and factors were, nonetheless, pointed out.  For example, old friends from school 
were relatively common the respondents’ networks figures and they indicated that the fact that they 
were old classmates were one of the reasons to why these network ties had been utilized in this 
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process. Many of the companies participating in this study have exploited business ideas that are 
relatively academic and these network ties and then mainly been used to discuss the business ideas 
since both actors have some common theoretical knowledge or understanding so to speak. One 
example of this is illustrated in the quote below from one of the entrepreneuses, who stated the 
following about her business partner and why she decided to start the company with her:  

“We had a big exchange talking to each other right from the beginning since our theses were so 
closely related to each other and when you find a person that you can talk to, who understand 
what you are saying, do you want to stay in contact. … And we have the advantage that we can 
discuss ideas with each other and we see different things … and we have different backgrounds, 
different working experiences.” 

Having shared or similar experiences is another aspect the entrepreneurs and entrepreneuses pointed 
out in the empirical data as a reason to why they utilized certain network ties, which relate to this 
dimension of social capital. One of the entrepreneuses mentioned that she in the second stage of the 
entrepreneurial process had discussed her business idea with some other entrepreneurs who recently 
had started their own company similar to this respondent’s business idea, but who also had the same 
education as she did. She stated the following when asked how she knew these persons and why she 
chose to discuss her business idea with them: 

“They are probably those persons that I have discussed the idea most with. … I came into contact 
with them at my previous work and it turned out that they had the same education as I did. … 
They were quite new themselves, they had started their company at the time I took my education 
and they knew what it was about. They had gone through a lot of issues that I also had to work 
with and, therefore, it felt like they might be a good contact to have.”  

This quote indicates that sharing industry or educational experiences might connect people, i.e. it 
might be the factor that enables a relationship to be established or it might create a base for them to 
build their relationship on. However, the respondents also indicate that more personal types of 
experiences also might influence the amount of social capital embedded within a relationship, such as 
travels, family, or friends from childhood.  

5.3. The Relational Dimension of Social Capital 

The majority of the empirical data from the respondents’ descriptions of their network ties relate to 
the last dimension of social capital, the relational dimension. The following section will present  

5.3.1. Trust 
The empirical findings indicate that trust is one of the most important aspects of why somebody is 
involved in the process of starting up the new venture and included in the respondents’ network 
figures. Trust exists, in or another way, between the entrepreneur or entrepreneuse and all actors 
involved in the start-up phase.  

The trust seems, nevertheless, to be of two types; the first is based on common history and the 
second type is based on knowledge or information. The former type refers to trust that develops 
within a relationship over time, through the activities the two actors engage in. In other words, 
throughout the relationship the entrepreneur or entrepreneuse realizes that this is somebody who 
they can trust. The quote presented below is one example of this type of trust, where one of the 
entrepreneuses explained why decided to contact a business acquaintance from her old employer and 
bring that contact with her into own new venture:  
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“I already had a personal contact with them … We had been working a lot together already at 
my old employer where we, for example, combined our services and products in various ways … 
So partly it was because they have a good selection of products, but I also knew that they can 
deliver. They understand me also so it definitely felt good to bring them.” 

The second type of trust is based on what knowledge the entrepreneur or entrepreneuse knows or 
perceives the other actor to have. In other words, the entrepreneur or entrepreneuse trusts the other 
actor’s advice or suggestions since he or she knows or perceives that this person is very competent 
within a certain area. A second quote that clearly exemplifies this type of trust comes from one of the 
entrepreneurs explaining why he and his business partner chose to discuss their business idea with 
their old employer. He states the following: 

“It was just because he is highly respected in the industry and has an enormous network, know 
how everything works. So that had a lot to do with it, but also that we previously have been 
working for him.” 

The aim of contacting a person or utilizing a tie based on the second type of trust is, as this quote 
indicates, to tap into the knowledge that this person possesses. The empirical findings from the 
interviews indicate, however, that most relationships involved in the process of starting a new 
venture involves, to some degree, both types of trust, which the second quote indicates. Another 
example is when the respondents discuss their business idea with a family member. The respondent 
knows that this person wants the best for him or her and, therefore, trusts their advices, which 
relates to the first type of trust. Moreover, the same relationship might contain the second type of 
trust if that person, for example, is engaged in any entrepreneurial activities or maybe the same 
industry as the respondent is about to enter. However, those relationships established during the 
start-up phase, mainly 4s and 5s as discussed in the previous section, were dominated by the second 
type of trust since the first type implies that the relationship has existed for some while, i.e. that there 
exists some common history.  

The empirical findings indicate that the second type of trust is more important or utilized in 
the second and fourth stages where the main objective is to develop the business idea and gather all 
resources needed to create a competitive company. In the third stage, however, does the first type of 
trust seem to most important since the main objective in this stage is rather different from the other 
stages of the start-up phase, as discussed earlier. Here are the respondents searching for support and 
acceptance rather than feedback and information and, hence, the perception that a certain person 
will do or say what is best for me is more important.  

5.3.2. Norms 
The empirical findings also indicate that norms and unwritten rules are another aspect that influence 
why the respondents utilize one relationship instead of another. This factor or reason was especially 
common within respondents’ relationships with family and friends and referred mostly to norms 
related to entrepreneurship as a career choice. This factor seems to be especially common or 
important in relationships between respondents and their business partner. All respondents who 
started their company together with somebody indicated, in one way or another, in their descriptions 
that their relationship with their business partner contained norms of some kind. The following 
quote from one of the entrepreneurs about his business partner is one example of this: 

“We studied together and felt that we were drawn to each other since both of us wanted to run 
something of or own. Most people on our program dreamt of getting a job somewhere, but we were 
very ambitious and driving and wanted to start something of our own.” 
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This quote indicates that the perceptions of entrepreneurship as a possible career choice and the 
motivation to do something of their own was something that this respondent had in common with 
his business partner and a reason to their partnership. The following quote is second example of this 
type of norms existing within these relationships and comes from one of the entrepreneuses; 

“I have friends who think ‘ahh, what a fun idea’ but it does not go further. It does not exist that 
you can start up sort of. Maybe we are a bit naive, ‘lets go for it, what can we loose?’ … Maybe 
it is that they do not have the same ambition and drive and that is something that I feel that both 
me and my partner have.” 

A second type of norms indicated by the respondents is related to attitudes toward or acceptance of 
entrepreneurship in general. Those entrepreneurs and entrepreneuses coming from families where it 
is not common to be involved in any entrepreneurial activities stated, to a larger extent, that they 
have experienced some resistance from their family or friends. One example of this comes from one 
of the entrepreneurs who perceived his family as very supportive during the start-up process, but, at 
the same time, a bit hesitant towards it. He stated the following when asked what role his family had 
in the decision to exploit the business opportunity: 

“More reserved. Sort of; ‘Your own company, can you have that?’ But they have absolutely been 
supportive. Dad has been really helpful since he has an enormous network as well.” 

Those respondents coming from families familiar with entrepreneurship or who have been engage in 
entrepreneurial activities previously indicated, on the other hand, that they had somewhat of another 
view on entrepreneurship. One of the entrepreneurs in the following way:  

“If you have grown up in an entrepreneurial family where not only your dad but also uncles are 
entrepreneurs you will be coloured. That life becomes a part of you and if you, in addition, have 
been an entrepreneur yourself previously, I do believe you will end up as an entrepreneur again … 
at least in my case.” 

This was also pointed out in the quote presented above in section 5.1.4 Network configuration, 
where one of the entrepreneurs discusses that the decision to exploit an opportunity is much harder 
the first time. He pointed out that it is a life-changing decision to become an entrepreneur the first 
time and that the decision-making-process involves not only the entrepreneur but also family and 
friends who have to accept this decision. This is also closely related to this aspect of social capital in a 
sense that the attitude or acceptance of entrepreneurship as an acceptable occupation might create a 
pro-entrepreneurship norm within that relationship so to speak.  

The empirical findings indicate that this type of social capital is most common in the second 
and third stage where the entrepreneurs and entrepreneuses are evaluating, developing, and 
confirming their business ideas with their network ties.   

5.3.3. Obligations and Expectations 
The main purpose of networking in the start-up process or utilizing the network ties already existing 
is, as discussed previously, to gain access to various resources, such as information, knowledge, 
emotional support, money, or other contacts. The empirical data from this study imply that the 
respondents have some sort of expectations on all relationships they utilize in the different stages of 
the start-up phase. In a way, utilizing a network relationship in order to gain access to some kind of 
resource implies that the entrepreneur or entrepreneuse are expecting that the other actor will help 
them, which relates to this relational aspect of social capital. All relationships do, in other words, 
contain some degree of this aspect, but a small number of the ties mentioned in the respondents’ 
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networks figures are, however, clear examples of relationships where the entrepreneur or 
entrepreneuse has utilized this type of social capital in the start-up phase. The following quote is an 
example of this, where one of the entrepreneurs is talking about a business acquaintance who he has 
worked relatively close with;  

“He has taken the same road, to start his own company. Both of us started around the same time 
and work quite a lot together on different projects. … We are like partners you might say, not 
legally but more practically. We have our own companies but we do things together.” 

Another example of this is seen in the first quote presented in section 5.3.1 Trust where the common 
history between the two actors has lead to the creation of obligations and expectations. In that quote 
the entrepreneuse state that the reason to why she decided to bring the relationship to that supplier 
in to her new company was that they had proven to her that they could deliver. In other words, her 
expectations on the other actor are based on the previous history in that relationship, but also that 
she the obligations of helping each other. 

The empirical findings indicate that this factor is mostly utilized in the second and fourth stage 
of the entrepreneurial process. This factor is, as mentioned in the beginning of this section, is related 
to having or expecting to have access to various resources, which implies that the this factor is 
especially important in those stages where the need of various resources is high, i.e. the second and 
fourth stages.  

5.3.4. Identification 
A final reason to why the respondents, in one or another way, include somebody in the start-up 
process is the feeling of having something in common with that other person. This factor refers to 
aspects within a relationships concerned with identification, i.e. the entrepreneur or entrepreneuse 
involve somebody in the start-up process because they identify with this person somehow. The 
empirical findings indicate that there are two different types of reasons to why these ties were utilized 
that are related to identification; first, that the other actor is viewed as a role model and, second, 
viewed as a peer.  

The first aspect refers to situations or relationships where the respondents identify with 
somebody else and looks up to that person as somewhat of a role model. These are persons that 
might inspire the entrepreneurs and entrepreneuses in various ways, e.g. to become an entrepreneur 
or entrepreneuse, to become better at certain tasks or abilities, or how to be a successful 
entrepreneur or entrepreneuse. The following statement exemplifies this where one of the 
entrepreneuses describes a friend and why she discussed her business idea with her: 

“Because she had a company before and she knew more than I did about entrepreneurship. She is 
also a pretty cool person and a pretty tough person … she is a seller and I am useless at selling.”  

The second type of identification identified in the empirical data was peer, which refers to 
relationships where the entrepreneur or entrepreneuse talks to or exchanges information with 
somebody perceived as a peer. One example of this is old classmates, which were relatively common 
in the respondents’ network figures and the fact that they previously had been studying together was 
one reason to why the respondents discussed with these persons, i.e. this person might have the 
same view on things as the entrepreneur or entrepreneuse which might lead to constructive and 
interesting discussions. One of the entrepreneurs 

“He is an old classmate, we wrote our thesis together. He has done a rocket career during the last 
4-5 years and have a very big network and since he has had relatively high positions within the 
same area can he tell me if I am on the right track or not.”  
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The difference between entrepreneurs and entrepreneuses were very small in this category, but the 
empirical data indicates that the social capital associated with identification embedded within the 
relationships mentioned by women seemed to be characterized mainly by the first type of 
identification, i.e. role models. The men’s network ties, on the other hand, tend to be characterized 
more by the second type of identification, i.e. peer.   

Over all, this type of social capital seems to be utilized most in the second and third stage of 
the entrepreneurial process, but mainly in the third. The next part of this chapter covers the 
respondents’ perceptions of social competence and how it might influence entrepreneurship and, 
more specifically, the start-up phase.  

5.4. Social Competence 

The second part of the interview covered what role the respondents perceive social competence to 
have in the start-up process and all of them argue that it is very important for entrepreneurs to be 
socially competent. The respondents were asked to describe what it means to be socially competent, 
i.e. to describe how they define social competence. In general, the respondents emphasized that 
social competence refers to ability to read and adapt to different contexts and groups of people. 
Besides these abilities, the women seemed to emphasize the ability to listen and interpret what is 
going on in a group of people or in a certain situation, as can be seen be the quote below.  

“It is a person who does not have to take part in all situations, who does not have to talk and 
participate, but who can feel the situation. In other words, to be sensitive to how much space one 
might occupy in order to balance the group, to adapt. So it is not about being heard or seen and 
really good at talking, that does not have to be social competence; it is the ability to adapt to 
others who are there and also to be passive sometimes.” 

The men’s descriptions, on the other hand, put more emphasis on a person’s ability to talk to other 
people, as can be seen by the following quote.  

 “For me it refers to how you socialize with people, how you treat people, both physically and 
psychologically and how you keep them, really. A socially competent person is somebody who can 
speak Latin with the learned and crops with the farmers; can be in different social rooms.” 

After the respondents had explained how they perceive social competence and how to define it they 
were asked to summarize their descriptions and list a number of characteristics or traits that 
comprise what social competence according to themselves. The table below contains all the 
characteristics the respondents mentioned and show that the entrepreneuses mentioned a bigger 
variety of traits. Moreover, the entrepreneuses’ characteristics seem to, similar to the differences in 
perceptions of social competence, emphasize traits or abilities that focus more on the other actor of 
a social interaction. For example, being accepting, curious, interested, understanding, and outgoing 
and all traits that reflect some type of behaviour involving the other actor. The characteristics 
mentioned by the entrepreneurs, on the other hand, seem to emphasize traits that focus more on 
themselves and how they should behave. For example, being communicative, flexible, well-read, and 
finding it easy to talk to others reflects behaviours that focus mainly on the entrepreneurs’ 
behaviours.   
All of the respondents argued, as mentioned above, that social competence is a very important factor 
within entrepreneurship and that entrepreneurs and entrepreneuses may obtain many benefits by 
being socially competent. The majority of the entrepreneurs end entrepreneuses participating in this 
study are working with consulting other companies in different ways or with business ideas that 
require a lot of customer contact. They argue that their social competence is an essential asset or 
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requirement for them in order to succeed and keep the company alive, mainly because they are their 
services and they are selling themselves in some ways. One of the entrepreneuses, who was asked 
whether it is important to be socially competent as an entrepreneur answered in the following way; 

“For me it is absolutely crucial. … I am my the service I offer so everybody knows that it is me 
who will be working with them and if I should go out to them and not be sensitive and not be 
communicative and able to understand the person I would never get any jobs.” 

Regarding the benefits the social competence may provide the entrepreneur or entrepreneuse with, 
the respondents argue that the main benefit is, obviously, that social competence makes it easier for 
the entrepreneurs and entrepreneuses to socialize with others. Hence, social competence may 
facilitate all interactions that entrepreneurship involves and, moreover, the respondents stress that 
social competence is a very important ability within this context, since entrepreneurship, in many 
aspects, is based on networking and the relationships that the networks comprise. One of the 
entrepreneurs described the effects social competence may have on entrepreneurship in the 
following way;  

“Social competence can contribute in many ways: it facilitates networking and you can get 
exchanges with people that you would not get otherwise; if you cannot understand others. You 
easier gain access to information and you get more information when you are socially competent … 
if you have good relationships in your network you often gain more from it; you can do things 
based on other premises so to speak than if you only focus on doing business.” 

Many of the respondents pointed out that social competence is of great importance when it comes to 
selling; in order to sell the idea, the product, the service, or whatever it is, it is important to be able to   
understand the customers’ needs and, for example, adapt the sales pitch according to that. One of 
the respondents argued that “if you cannot sell the idea, you will not have any company”.  

Nevertheless, some of the respondents’ pointed out that the importance of or need for social 
competence is dependent on what type of business or industry the entrepreneur is involved in. They 
argue that entrepreneurs and entrepreneuses working with more complex business ideas or ideas that 
involve a lot of customer contact require more social competence than other business idea. One of 
the respondents described this relation between business idea and need of social competence along 
these lines: 

Table  5.5 Characteristics comprising social competence according to the respondents 
Entrepreneurs Entrepreneuses 

● Attentive 
● Communicative  
● Emphatic 
● Find it easy to talk to 

others 
● Flexible 
● Happy 
● Humble  
● Outgoing 

 

● Self-confidence 
● Understand the needs 

of other 
● Well-read 
● Sensory  
● The ability to read and 

understand another 
person  

 

● Ability to express 
things clearly 

● Ambitious and driving 
● Acceptance  
● Attentive 
● Communicative 
● Courageous 
● Curiosity 
● Flexibility 
● Focused 
● Interested 
● Intuition  

● Open  
● Outgoing  
● Positive 
● Unbiased, 

Open-minded 
● Respect others 
● Self-confidence 
● Understanding 
● To be open with 

oneself  
● The ability to decode 

the context 
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“It depends on what industry and type of company you have. Essentially I believe that a successful 
entrepreneur must possess some form of social competence. However, I do not believe it is needed to 
the same extent if you are a programmer where you are moving within your own bubble. The 
bigger the bubble is the more social competence you must have since that bubble contains more … 
more people are included in that sphere. In that sense it is important to be socially competent, but 
I think it is more or less depending on the business.” 

As this quote indicates, the respondents pointed out that the more social interactions the business 
idea or the company involves; the more social competence does the entrepreneur or entrepreneuse 
need in order to become successful.  

The remaining part of this section will cover the different dimensions of social competence 
and present the respondents’ perceptions and thoughts regarding these dimensions, starting with 
social astuteness followed by interpersonal influence, networking ability, apparent sincerity, and 
social manipulation.  

5.4.1. Social Astuteness  
Understanding others and how to behave appropriately in different social contexts were something 
all respondents pointed out as important and all of them agreed that listening is a very important part 
of understanding others and is referred to as social astuteness. Some of the respondents emphasized 
that being a good listener is an important ability in order to understand what, for example, a potential 
customer needs or to identify how to sell something, which, in a way, is one of the essential tasks of 
entrepreneurship. In addition to this, some of respondents, mostly women, mentioned that the 
ability to be a good listener might affect other parts of the social competence. One of the 
entrepreneuses explained it in this way when asked if it is important to listen and, if yes, why; 

“Yes, for me it has been important since I have a shop and people ask me what they should buy, 
so I find it incredibly important for my trustworthiness to really listen to what the customer wants 
and not only sell something just to sell. It is all about them coming back and that they believe in 
me and that I know what I am talking about.”  

This quote implies that the ability to listen to a potential customer in order to know what to offer 
that particular customer might influence the entrepreneur’s or entrepreneuse’s trustworthiness. This 
quote also indicates that listening is important if the goal with an interaction is to create a 
relationship to the customer.  

Both entrepreneurs and entrepreneuses considered themselves to be rather good at listening, 
understanding others and social situation, but the men tended, however, to be a bit more confident 
in their abilities than the women. The entrepreneuses, on the other hand, gave the impression of 
being more aware of the importance of listening to others and that it is something they focus on and 
do consciously than the entrepreneurs did, who, on the other hand, seemed to be much more 
confident about their abilities and that they were good listeners.  

The respondents also mentioned that these abilities or dimension of social competence might 
influence other aspects of social competence as well. For example, they argue that the ability to listen 
and accurately interpret a situation might affect whether they are perceived as reliable and 
trustworthy. It might also affect how they entrepreneur or entrepreneuse might behave, as indicated 
by the quote above and the discussion that being a good listener is an important ability in various 
negotiations or selling situations, which relates to the second dimension of social competence that 
will be presented in the next section. 
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5.4.2. Interpersonal Influence  
The second dimension of social competence is interpersonal influence and most respondents 
stressed that adapting and being aware of one’s behaviours is an important part of social 
competence, which also was indicated by the respondents’ definitions of social competence discussed 
above. The majority of the respondents mentioned that the body language a person displays might 
influence how that person is perceived by other and, hence, it is a factor important to be aware of 
when interacting with others. Some of the respondents also indicated that they might use their body 
language and behaviours to emphasize certain characteristics of themselves to affect how they are 
perceived by others. One of the entrepreneurs answered in the following way when asked whether he 
usually thinks about how others might perceive him: 

“I and my business partner have analyzed how we want to be perceived very well and we want to 
be seen as two young, crazy boys who bring something new. I act a lot on that role, how you are 
dressed and so on. But it depends also. If I am at the bank to borrow 200.000 SEK I will act 
differently than if I am at a business meeting.” 

Some of the entrepreneuses mentioned that they have been faced with some resistance in the 
start-up process related to fact that they are women and that they in some situations feel that it might 
be a disadvantage to be a woman. However, they also mention that they in some situations have 
acted on or used the fact that they are women to their advantage, similar to the quote from the 
entrepreneur above. This indicates that the entrepreneurs and entrepreneuses are aware of the 
importance of this aspect and that they consciously try to use it to their advantage in different 
contexts.  

Over all, the women seem to put more emphasize than the men on the importance of being 
aware of body language and the signals that are sent out when interacting with others and pointed 
out, to a greater extent, that it was something they consciously are thinking about in various social 
contexts. Similar to the previous dimension, the entrepreneurs seemed to be more confident in their 
abilities and that they were skilled at adapting their behaviours to various social situations.  

In addition, some of the respondents indicated that behaviours, body language, and verbal 
language might influence other aspects of social competence, just as the previous dimension. For 
example, they argue that it might influence negations, how others perceive them, and how successful 
their networking attempts might be, which will be discussed in the next section.  

5.4.3. Networking Ability 
The respondents point out that networking is one of the most important activities as an entrepreneur 
or entrepreneuse and the ability to make contact to others is, thus, very important for their 
companies to survive. Verbal skills is also an important part of the networking and the respondents 
put, similar to the discussion regarding the ability to adapt behaviours, a lot emphasis the importance 
of adapting the language so it is appropriate to the specific context. In other words, they highlighted 
the importance of adapting how they talk and what they say in different contexts. For example, 
explaining a business idea to a potential customer might require that the entrepreneur or 
entrepreneuse use a certain type of words, whereas explaining it to a business incubator or banker 
might involve other requirements. Since many of the participating companies are fairly academic 
their business concepts might be rather theoretical and, hence, it might be even more important for 
them to be able to explain their business concepts easily. One example of this comes from two of the 
entrepreneuses, who talked about the importance of adapting their language and that it was 
something they had not been aware of in the beginning of their start-up process. One of them stated 
the following; 
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“When we explained what we were doing we used a language that was a bit too academic and we 
used words that we should not have used, but we did not think of it. … There was, actually, one 
woman, a potential customer, who told us to stop using the words we were using.” 

Besides illustrating the importance of adapting the language, especially with relatively academic 
business ideas, this quote illustrates that this is a skill the entrepreneurs and entrepreneuses might 
learn or improve, which also was indicated by the majority of the respondents.  

Further, all respondents stated that they find it easy to make contact with new people and that 
they do not have problems approaching people they do not know. However, the women tend to be 
less confident than the men in their networking abilities and some of them indicate that they find it a 
bit hard or difficult. They indicate that approaching somebody they do not know is the most difficult 
part of networking, but once the contact has been established they seem find it easy to start and 
maintain a conversation. The reason behind this tends to be that they do not want to be perceived as 
pushy or nagging. One of the women described it in the following way; 

“I don’t want to be too pushy, especially here in the store … that I don’t want to jump people 
before they show that they are interested. If I am looking for something, some knowledge or 
something, then I have no problems with making that contact, but it’s the selling contact that I 
find difficult.”  

Nonetheless, the majority of the respondents indicate that networking and being an active networker 
is something that improves over time and one of the entrepreneuses described this in the following 
way: 

“It is something you learn, or for me it’s about identifying myself as an entrepreneur. I AM an 
entrepreneur and if I meet people I haven’t seen in a long while they want to know how I’m doing. 
So then you tell them and these days I also hand them my business card. I have never done that 
before, but now it’s there because you never know.” 

The respondents indicated, as also is illustrated by this quote, that this improvement in networking 
skills is a result of training, of a change in mindset, but also because they need to become more active 
networkers. The respondents argued, as mentioned in the beginning of this section, that networking 
is a very important activity for entrepreneurs and entrepreneuses in order for their companies to 
survive. Thus, they need to become more active networker since, as one of the respondents put it, 
“nobody will know that they exist, if they are not active networkers”.  

5.4.4. Apparent Sincerity  
The respondents indicated, as mentioned in the previous sections, that many of the other dimensions 
of social competence are related to and may influence each other. They emphasized, especially, that a 
person’s abilities in the previous dimensions might influence how that person might be perceived by 
others, which refers to the fourth dimension of social competence, apparent sincerity. The 
respondents state that as a newly started entrepreneur or entrepreneuse it might be difficult to give 
the impression or be perceived as reliable and trustworthy, but simultaneously it is important for the 
company. One of the entrepreneurs highlighted the importance of making a good impression and 
behaving appropriately in the following way: 

“I don’t know what you can gain, but I think you can lose a lot on doing the wrong things. You 
do not get that much time to make an impression and if you wrong it can really be the reason to 
why some other company does not want to work with you.” 
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This quote indicates that the first impression is very important and that it is important to 
behave appropriately, which, thus, means that the previous dimension interpersonal influence has a 
big influence on this aspect. Other ways to influence or enhance the perception of being a sincere 
and reliable entrepreneur or entrepreneuse when starting or running a company for that matter is, 
according to the respondents, to emphasize one’s education, working experiences, background, or 
other experiences.  

In addition, some of the respondents mentioned that newly started entrepreneurs or 
entrepreneuses often are very enthusiastic and passionate about their business ideas and that this 
might have a positive effect on how others perceive them. Also here, the respondents point out body 
language and language as factor that might influence whether they are perceived as reliable or not, as 
indicated by the following quote from one of the entrepreneuses;  

“You talk in a way that gives you a certain substance to what you are saying. Trustworthiness I 
think it is called. … If you believe in what you are doing, you will use another type of body 
language. So you can never lie with your body, but with your mouth.” 

To sum up, the empirical findings indicate that this aspect of social competence is closely related to 
or highly influenced by the other dimensions of social competence. The following section also relates 
a bit to this aspect and presents the respondents’ opinions and thoughts about, for example, 
persuasiveness. 

5.4.5. Social Manipulation 
The ability to persuade others and be good at negotiating refers to the fifth and final dimension of 
social competence and the respondents point out that being persuasive is one thing, but being a good 
negotiator is something else. Regarding the former ability, all respondents seem to think that they 
were rather good at persuading other or convincing others about why they need, for example, their 
services or the products they offer. Regarding the second ability, the majority of the respondents 
point out that in order to convince somebody about an idea it might be enough to be passionate 
about and believe in the idea, whereas a negotiation also involves a second aspect; selling the idea 
and making a deal with the other actor. The women seemed to be less confident about their skills as 
a seller or a negotiator and stated that this is something they need to become better at, while the men 
are surer about their abilities. Additionally, the respondents point out that their skills in persuading 
and negotiating have improved throughout the start-up process as they have obtained more 
experiences concerning what to do and what not to do in these situations. Moreover, all respondents 
indicated that being skilled at negotiations was something they needed or would like to improve even 
more.  

Another part of this dimension of social competence referred to whether it is ok to manipulate 
others or change facts and data in order to achieve a goal, for example, to make deal with the other 
actor. All respondents agreed on this and stated that lying to and manipulating customers or other 
actors is morally and ethically incorrect. This can be exemplified by the quote below, where one of 
the entrepreneurs answered the following when asked how far it is allowed to go in order to achieve 
one’s goals; 

“It is not OK to stretch the rules, you cannot lie. I believe it will come back at you. But I do 
believe that you should depict a truth that is nice and light blue and that it is something you have 
to do. … I believe in selling your products by using honest means, it is smartest in the long run. If 
you want a company like I do, with a commitment and a long-term trust, you have to be careful 
when adding or changing facts.”  
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This quote also indicates that the respondents believe that it is not ok to manipulate and lie, 
but, at the same time, it might be necessary to adjust what they are saying and how they are 
presenting it. In other words, the entrepreneurs and entrepreneuses it might be allowed to emphasis 
or accentuate certain factors. Additionally, this quote and the empirical findings indicate that lying or 
manipulating others could have very serious effects on the company if it would be revealed and the 
following quote from one of the respondents clearly exemplifies these effects;  

“Then the customer will not get what they wanted and then you will not be able to sell anything 
else to them. You have to deliver what you sold. I do not think those companies acting like that 
survives for long; it will come back on you. You will dig your own grave if you cannot deliver what 
you have promised or sold.” 

In other words, the respondents point out that this type of behaviours might have serious effects on 
their trustworthiness and reliability. The final part of this chapter covers the quantitative part of this 
study related to psychological gender and presents the empirical data collected through the 
questionnaire.  

5.5. Psychological Gender 

In the third and final part of the interview were the respondents asked to complete a small 
questionnaire and their responses were then summarized and averages for each of the BSRI items 
were calculated. Some of these items and averages are shown in the tables below, but the complete 
list of items and averages can be found in Appendix 8. Table 5.6 contains those items that 
correspond to some of the dimensions of social competence, as discussed previously, and the scores 
on these items are relatively high, ranging from 4.62 to 6.50. The entrepreneurs are, in general, 
reporting higher scores than the entrepreneuses on these items, but when summarizing them the 
entrepreneuses score higher than the entrepreneurs.  

Table  5.6 BSRI items corresponding with social competence  Table  5.7 BSRI items corresponding with the agreeableness 

Item Male Female Total Item Male Female Total

Self-reliant (M) 6.17 5.75 5.93 Yielding (F) 4.17 2.62 3.29
Assertive (M) 4.67 4.62 4.64 Helpful (N) 5.67 6.25 6.00
Loyal (F) 6.00 5.88 5.93 Shy (F) 1.00 1.62 1.36
Reliable (N) 6.33 6.50 6.43 Affectionate (F) 4.83 4.50 4.64
Has leadership abilities (M) 5.50 5.00 5.21 Eager to soothe hurt feelings (F) 5.67 4.62 5.07

Friendly (N) 5.67 5.88 5.79Sensitive to the needs of 
others (F) 5.17 5.50 5.36

Gentle (F) 4.33 4.12 4.21
Truthful (N) 5.33 5.25 5.29 Total 4.48 4.23 4.34
Understanding (F) 4.67 6.25 5.57     
Compassionate (F) 5.50 5.38 5.43     
Sincere (N) 6.00 5.75 5.86     
Likable (N) 5.67 5.62 5.64     
Adaptable (N) 6.50 5.88 6.14     

Tactful (N) 5.00 6.38 5.79     
Total 5.58 5.67 5.63     
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Regarding the single items, the women report higher scores on four of these items; reliable, 
sensitive to the needs of others, understanding, and tactful. However, the differences between the 
two are relatively low over all. The entrepreneurs are, for example, reporting a score of 5.33 of their 
truthfulness and the entrepreneuses are reporting a score of 5.25 on the same item. The biggest 
difference between the men and the women, on the other hand, can be found in the items 
understanding and tactful, where the respondents had to grade the following statements; I find it 
easy to understand others’ opinions and feelings and I am often sensitive and tactful towards others 
in my surrounding. The women scored, respectively, 6.25 and 6.38 on these statements, while the 
men scored 4.67 and 5.00. 

Some of the BSRI items correspond with a characteristic considered to influence the tendency 
to engage in entrepreneurial activities negatively, which is called agreeableness. These items and the 
respondents’ average scores are presented in Table 5.7 and, as the table shows, are these items mainly 
related to the feminine dimension of the BSRI. The averages are rather low for these items compared 
to those in the previous table, ranging from 1.00 to 5.88. Over all, when summarizing all averages, 
are the entrepreneurs reporting higher scores on these items, but as the table shows are the 
entrepreneuses shyer, friendlier, and more helpful than the entrepreneurs, i.e. the women’s scores are 
higher. The biggest differences between the entrepreneurs’ and entrepreneuses’ scores in this table 
are found in the items yielding and eager to soothe hurt feelings. These items are related to the 
feminine dimension and the statements referring to these items were; I often give after for others’ 
opinions and suggestions in different social situations and I am very caring and eager that everybody 
in my surrounding is doing well. The entrepreneurs are reporting the highest scores on these items 
with an average of 4.17 and 5.67, whereas the entrepreneuses’ average scores are 2.62 and 4.62.  

Some of the BSRI items might have a negative influence on a person’s social competence if the 
scores are too high and the respondents’ scores on these items can be found in Table 5.8. The scores 
on these items are spread over the entire scale, ranging from a low 1.12 to a high 5.83. All of these 
items belong to the masculine dimension of the BSRI and, as the table show, the entrepreneurs’ 
scores are, over all, higher than the entrepreneuses’ and the biggest differences between men and 
women can be found on three of the items; strong personality, aggressive, and dominant. The 
difference is especially large on the item dominant, where the respondents were asked to what extent 
they often are the dominant actor in their relationships to others in their surrounding. The 
entrepreneurs’ score was 5.00, which was 1.88 higher than the entrepreneuses who scored 3.12.  

All items in the questionnaire relate to one of the three dimensions; masculinity, femininity, and 
social desirability, as can be seen be the letter within brackets behind each item in the table above 
and in Appendix 8. By summarizing all 20 masculine items, all 20 feminine items, and all 20 neutral 
items the respondents receive a masculinity score, a femininity score, as well as a social desirability 

Table  5.8 BSRI items that might influence social competence negatively  Table  5.9 Average score on the BSRI dimensions 

Item Male Female Total

Strong personality (M) 5.83 4.50 5.07
Gender Masculinity Femininity 

Social 
desirability

Forceful (M) 5.17 4.62 4.86 Male 5.217 4.700 4.450
Conceited (N) 2.83 2.50 2.64 Female 4.787 4.694 4.137
Dominant (M) 5.00 3.12 3.93 Total 4.971 4.696 4.271
Aggressive (M) 2.50 1.12 1.71  
Total 4.27 3.17 3.64      
         



 Empirical Findings  

- 56 - 

score, which is shown in Table 5.9. The entrepreneurs are scoring higher than the entrepreneuses on 
all three dimensions and, especially, on masculinity where the difference is 0.43. The respondents’ 
psychological gender can be determined based on their scores on two of these dimensions, 
masculinity and femininity. These values are then place in a model like Figure 5.5 below and, as the 
figure shows, are all of the entrepreneurs and entrepreneuses positioning themselves in the upper 
box to the right. The entrepreneurs are, as indicated by the masculinity and femininity values in 
Table 5.4 above, scoring somewhat higher than the entrepreneuses, resulting in positions slightly 
closer to the upper right corner of the figure. The next chapter will focus on analysing the empirical 
results presented here by comparing them with the theories presented in the literature review.  

 
 
 

Figure  5.5 Respondents’ psychological gender 
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66..  AANNAALLYYSSIISS  &&  DDIISSCCUUSSSSIIOONN  

This chapter compare and discuss the empirical findings of this study with the theories discussed in the literature review 
in order to determine whether they are consistent with previous research or not. First, the empirical findings related to 
the dimensions of social capital will be analyzed and discussed to see whether the entrepreneurs and entrepreneuses 
utilize different types of social capital in the different stages of the start-up phase. The second part analyzes and 
discusses the respondents’ perceptions of social competence and its dimensions as well as what role they perceive these 
factors to have in the start-up phase. Third, the data from the questionnaire and the respondents’ psychological gender 
will be analyzed and discussed, followed by the fourth part, which discusses whether the empirical findings support the 
conceptual framework presented in the literature review. The fifth and final part of this chapter analyzes and discusses 
the differences between men and women indicated by the empirical findings.  

6.1. The Structural Dimension of Social Capital 

The structural dimension of social capital, as described earlier, refers to the networks and 
relationship the entrepreneurs and entrepreneneuses possess. Nahapiet and Ghoshal (1998) 
identified three aspects of this dimension that affect the amount of social capital embedded within a 
relationship and this section will compare and analyse the respondents’ network figures on the basis 
of these aspects.  

6.1.1. Network Ties 
Nahapiet and Ghoshal (1998:252) explain the importance of the first aspect of the structural 
dimension network ties by stating that “who you know affects what you know”, which implies that 
the outcomes of a network might depend on who are included in that network. The empirical 
findings of this study indicate that the entrepreneurs and entrepreneuses utilize somewhat different 
types or compositions of network ties in the different stages of the start-up phase. Table 6.1 below 
summarizes the empirical findings and show what types of tie the entrepreneurs and entrepreneuses 
tend to emphasize in the different stages of the start-up phase.  

The respondents’ network figures showed that the entrepreneurs mainly utilize relationships 
with low degree of emotional involvement, i.e. weak ties, in the discovery stage. Thus, the 
entrepreneurs’ first box in Table 6.1 below states that they tend to emphasize ties with a low degree 
of emotional involvement at this stage. The tendency among entrepreneuses, on the other hand, was 
a bit more complicated. They seem to include more or less all types of ties in their network figures at 
this stage, but their strongest focus was on 5s, 4s, and 1s and, thus, their first box in Table 6.1 states 
that they emphasize ties at both ends of the continuum, i.e. both low and high degree of emotional 
involvement. However, these results are not consistent with previous research on entrepreneurs’ use 
of networks, which have shown that strong ties (Granovetter 1973), i.e. with a high degree of 
emotional involvement, are the most important type in the early stages of the entrepreneurial process 
(Davidsson and Honig 2003; Evald et al. 2006).  

The results from the next stage of the start-up process do, on the other hand, correspond well 
with the previous studies by Davidsson and Honig (2003) and Evald et al. (2006). The empirical 
findings show that the network figures at this stage were relatively smaller concerning number of ties 
included with strong emphasis on strong ties, i.e. 1s and 2s, which is consistent with previous 
research. The differences at this stage between the men and the women were very small; however, 
women seem to include more ties and more friends than the men. Hence, the boxes under this stage 
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in Table 6.1 show that both the entrepreneurs and entrepreneuses emphasized ties with a high degree 
of emotional involvement.  

The last set of network figures, covering the respondents’ resource acquisition, show that there 
is a very strong focus on weak ties at this stage for both men and women, as the last column in 
Table 6.1 shows. These results are also consistent with the studies by Davidsson and Honig (2003) 
and Evald et al. (2006), which show that weak ties become more and more important throughout the 
entrepreneurial process.  

Table  6.1 Degree of emotional involvement mainly emphasized in the network ties utilized in each stage of the start-up 
 Discovery of 

opportunity 
Decision to 

exploit 
Resource 

acquisition 

Entrepreneurs Low High Low 

Entrepreneuses Low & high High Low 

    
The results from this study are, in other words, relatively consistent with previous research. One 
reason to this difference might be that the start-up phase has been defined differently in these 
studies. Davidsson and Honig (2003), for example, who conducted a longitudinal study, 
distinguished between two stages of the start-up phase; the discovery and successful exploitation. 
Evald et al. (2006), on the other hand, distinguish between three phases of the entrepreneurial 
process, i.e. firm emergence, newly established firm, and mature firm, but not between different 
stages of the start-up phase. In contrast is the definition and operationalization of the start-up phase 
used in this study is a bit more explicit and comprehensive than in the other studies discussed here.  

Nevertheless, the results from this study clearly indicate that the entrepreneurs and 
entrepreneuses utilize different types of network relationships in the different stages of the start-up 
phase or the importance of different ties vary. Further, this implies that there might be a need within 
entrepreneurial network research focusing on new venture creation to distinguish more between 
different activities or stages in the start-up phase.  

6.1.2. Network Configuration 
The empirical data presented in the previous chapter also summarized to what the extent the 
respondents’ network figures contained so-called secondary relations. Identifying these secondary 
relations refer to the structure of the respondents’ networks, which is the second aspect influencing 
the social capital according to Nahapiet and Ghoshal (1998). Density and connectivity are two of the 
main features they mention that might influence the creation and development of social capital. 
(Nahapiet and Ghoshal 1998) The empirical results of this study indicate that the respondents’ 
network figures contain rather many secondary relations and, thus, that the connectivity is relatively 
high. However, the majority of the secondary relations involve business partners to the respondents, 
which mean that the connectivity level really is rather low.  

Over all, the empirical results show a lot of similarities with the discussion above about the 
types of network ties the entrepreneurs and entrepreneuses seem to utilize in the start-up phase. The 
network figures in the second stage contained, as discussed in the previous section, more or less all 
types of network ties and, in addition, they contained a relatively low number of secondary 
relationships that did not involve any business partner. Thus, the configurations of the network 
figures in this stage show more similarities with a network without closure (Coleman 1988) or a 
network characterized by structural holes (Burt 1992). The number of network ties involved in the 
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third stage, on the other hand, was much lower than in the previous stage with a strong emphasis on 
ties with a high degree of emotional involvement, but the number of secondary relationships was 
about the same. The structure of these network figures is, therefore, more compact and is mainly 
characterized by closure rather than structural holes. Finally, the fourth stage also contained a high 
number of network ties and a low number of secondary relationships, which implies that the 
network structure is dominated by structural holes.  

Over all, these results indicate that the secondary relations are most common in the third stage 
of the entrepreneurial process, which supports the discussion from section 3.2.1.2 Network 
configuration suggesting that both types of network configurations are important in the 
entrepreneurial process. First, it was suggested that closed networks (Coleman 1988), might be more 
important when making the decision to exploit a business idea, i.e. in the third stage of the 
entrepreneurial process, which the empirical results of this study imply. Further, it was suggested that 
a network without closure, i.e. characterized by structural holes (Burt 1992), might be more 
important in order to create a competitive company, which also is indicated by the results of this 
study.  

6.1.3.  Appropriable Organization 
Appropriable organization is the last aspect of the structural dimension of social capital and refers to 
how entrepreneurs make use of their relationships in more than one social context. This means, in 
other words, that the entrepreneur or entrepreneuse take a relationship created within one certain 
context and take advantage of it in another context, in this case the start-up of a new venture. 
(Coleman 1988; Larsson and Starr 1993; Nahapiet and Ghoshal 1998) This means, thus, that the 
entrepreneurs and entrepreneuses are transforming single-dimensional relationships into multi-
dimensional relationships or adding layers to their relationships (Larsson and Starr 1993). Everybody 
included in the entrepreneurs’ and entrepreneuses’ network figures that they already have an 
established relationship with are, thus, considered as relationships that have been transformed and 
utilized in another context.  

Some of the network ties utilized by the respondents in the start-up phase did not, as discussed 
in the previous chapter, exist before this process took place, but was established within this context. 
However, the majority of all ties were relationships or contacts that the entrepreneurs and 
entrepreneuses had from before. These results are, thus, consistent with Larsson and Starr (1993), 
since this implies that all of these relationships have been utilized in a different context than they 
were established in and that they, thereby, have been transformed and layers have been added.  

The empirical data imply, thus, that the appropriable organization is highest in the second and 
third stages of the entrepreneurial process since the network figures from these stages mainly 
contained relationships that existed within the respondents’ networks already before the discovery of 
the business ideas. In the fourth stage, on the other hand, is the appropriable organization much 
lower, since, as discussed in previous chapters, the network figures from this stage were dominated 
by relationships characterized by a low degree of emotional involvement many of them were new 
network ties, i.e. established in that stage and that context.  

To sum up this dimension, the empirical findings indicate that the types of relationships and 
degree of emotional involvement embedded within them seem to be the most important factor of 
this dimension. The other two aspects are closely related to network ties and show similar tendencies 
or patterns. The next section will discuss the cognitive dimension of social capital.    
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6.2. The Cognitive Dimension of Social Capital 

Little information among the empirical findings referred, as mentioned in the previous chapter, to 
the cognitive dimension of social capital, which is the second dimension in Nahapiet and Ghoshal’s 
(1998) model of social capital. This dimension refers, in contrary to the structural, to the content of a 
relationship and contains two main factors; shared codes and languages, and shared narratives. 
(Nahapiet and Ghoshal 1998) The empirical findings indicated that the respondents utilized network 
ties to old class mates to discuss and develop their business ideas, which can be related to shared 
codes and languages. The quote presented in section 5.2 indicate, for example, that that particular 
network tie had been utilized based on the fact that they had common knowledge and understanding 
but also that these actors had somewhat different perspectives on things. These aspects are 
consistent with some of the effects shared codes and languages might have on the social capital 
embedded within a relationship according to Nahapiet and Ghoshal (1998). They argue that the 
creation of social capital may be influenced positively if people perceive and interpret the 
environment similarly and if they have some overlap in knowledge they might be more able to 
combine their knowledge. Further, a few respondents mentioned reasons including shared or 
common experiences that can be related to shared narratives, which is the second  

The empirical findings and the respondents’ descriptions of their network figures did, 
however, not involve a lot of information relating to these aspects of social capital and, thus, it is 
difficult to discuss how important this dimension is in the different stages of the start-up phase. 
Although the respondents seemed to put less emphasis on this dimension in the start-up phase, it 
does not mean that the cognitive dimension is unimportant in the start-up phase, that it does not 
exist, or that it exists only to a minor extent within the respondents’ network relations. These results 
do, however, indicate that the respondents’ reason to activate or use a certain network tie in the 
start-up phase was not based on the cognitive dimension of that relationship to the same extent as 
on the other two dimensions of social capital. In other words, even though a certain relationship 
might contain a high level of shared language and codes or narratives, it might not be the reason to 
why the entrepreneur or entrepreneuse utilize or activates that particular network.  

6.3. The Relational Dimension of Social Capital 

Majority of all empirical data about social capital relate to the relational dimension of social capital, 
which implies that this dimensions is very important, if not most important, for the entrepreneurs 
and entrepreneuses in the start-up phase.  

6.3.1. Trust 
The first aspect of the relational dimension is trust and has, according to Nahapiet and Ghoshal 
(1998), a positive influence on the willingness to interact. This means that entrepreneur or 
entrepreneuse might be more willing to utilize a relationship with somebody that they trust, which is 
indicated by the results of this study. The empirical findings show that trust is one of the most 
important aspects of social capital and that all network ties utilized in the start-up phase contain 
some level of trust.  

Further, the empirical findings show that the network relationships might contain two types of 
trust; first, based on common history and, second, based on knowledge. These results are consistent 
with Adler and Kwon (2000), who argue that trust is both a source and en effect of social capital, 
which means that some initial trust is needed to in a relation in order to create social capital (Adler 
and Kwon 2000). This relates to the second type of trust identified in the empirical findings, i.e. 
based on knowledge, which referred to situations where the entrepreneur or entrepreneuse utilize a 
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network tie because he or she perceive that person as competent and reliable. As mentioned in the 
empirical findings, this might be the case when the entrepreneur or entrepreneuse contact some type 
of authority supporting businesses or a business acquaintance. In other words, the knowledge based 
trust might be the reason to why a network ties is established, which is consistent with the argument 
that trust might be the source of social capital (Adler and Kwon 2000). Second, Adler and Kwon 
(2000) argue that trust is an effect of social capital, which means that trust might also be the outcome 
of a relationship. In other words, trust might develop over time, which relates to the first type of 
trust identified in the empirical findings, i.e. trust based on common history. As stated in the 
empirical findings, this type of trust develops over time and the activities that the two actors in a 
relationship engage in. Hence, trust based on common history is more likely to exist within 
relationship with a high degree of emotional involvement, whereas ties with a low degree of 
emotional involvement are likely to mainly contain trust based on knowledge.  

Furthermore, the empirical data imply that trust is one of the most important factors of social 
capital and that it is important in all stages of the start-up process. However, the findings indicated 
that the first type of trust, i.e. based on common history, is most important in the third stage. These 
findings are consistent with the results from the structural dimension, showing that the third stage 
was dominated by close relationships, i.e. strong ties, which, as mentioned above, are more likely to 
contain trust based on common history. Further, the findings indicate that the second type of trust, 
i.e. based on knowledge, is utilized more in the second and fourth stages of the entrepreneurial 
process. These results also relate to the findings from the structural dimension that the second and 
fourth stages were dominated by more distant relationships, i.e. weak ties, which are more likely to be 
based on the second type of trust.  

6.3.2. Norms 
Norms is the next aspect of social capital included in the relational dimension, which refers to the 
unwritten rules that might be embedded within a relationship, and play an important role in the 
creation of social capital. (Alder and Kwon 2000; Nahapiet and Ghoshal 1998). Norms represent a 
degree of consensus regarding how people should behave in certain situations (Nahapiet and 
Ghoshal 1998). The empirical findings also indicated that norms were an important factor and that 
they were especially important in relationships between respondent and a business partners. The 
empirical findings and the first two quotes presented in section 5.3.2 show that the respondents who 
started their company together with somebody else did so because they had the same view on 
entrepreneurship and that they dared to take the step. In other words, there existed a consensus and, 
thus, a norm within that particular relationship about and that being an entrepreneur or 
entrepreneuse is an attractive and rewarding career choice.  

Further, the empirical data indicated that attitudes towards and views on entrepreneurship 
might represent norms within a relationship. For example those entrepreneurs and entrepreneuses 
not coming from entrepreneurial families mentioned that they had experienced some resistance from 
their families or they had been a bit hesitant toward the idea of starting a company. Related to 
norms, this indicates that in these relationships there was not a consensus about the views on 
entrepreneurship. Respondents from entrepreneurial families, on the other hand, emphasized that 
this was something they have grown up with and that it was something they were used to. This 
indicates that there existed consensus in their views on entrepreneurship and that these relationships 
might contain pro-entrepreneurship norms so to speak.  

The empirical findings related to the third aspect of the relational dimension of social capital, 
i.e. obligations and expectations, also show similarities with this aspect. The discussed in that section 
and illustrated by the quote did some of the respondents have network ties with whom they had 
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cooperated to some extent. This implies that there might exist, what Nahapiet and Ghoshal (1998) 
calls, norms of cooperation within these relationships, which, as suggested by the name, that there 
exists some unwritten rule that these actors will help each other out in different ways.  

Nahapiet and Ghoshal (1998) also point out that norms might influence people’s attitudes and 
motivations towards social interaction, which, in turn, influences the amount of social capital 
embedded within a relationship. In other words, the norms that exist within a relationship might 
influence whether a person utilize that particular network tie or not, which is indicated by the 
empirical results. The discussions about the choice of business partner in the beginning of this 
section or the discussion about norms of cooperation are examples of this. First, the common views 
on entrepreneurship that existed between the respondents and their business partner might, for 
example, lead to a higher level of identification between the actors and shared language and codes. 
Second, the norms of cooperation discussed above might, for example, lead to a creation more trust 
based on common history, higher obligations and expectations, as well as more shared language and 
codes, which might be exemplified by the first quote presented in section 5.3.1 Trust.  

This aspect of social capital and, especially, the norms of cooperation discussed by Nahapiet 
and Ghoshal (1998) are closely related to the next aspect of the relational dimension, i.e. obligations 
and expectations, which will be discussed in the next chapter.  

6.3.3. Obligations and Expectations  
The third aspect of the relational dimension is obligations and expectation and refers to the aspects 
of a social relationship influencing why people help each other and expect to receive help from 
others (Coleman 1988; Nahapiet and Ghoshal 1998). The amount of empirical information relating 
to this dimension was not very comprehensive, but indicated that the respondents had utilized some 
relationships, mainly to business acquaintances and old classmates, based on this aspect. However, 
the empirical data imply, as discussed above, that this aspect is closely related to both trust and 
norms, in a sense that trust based on common history and norms of cooperation might partly be a 
result of this aspect. Moreover, the empirical findings indicate that the relation might be the other 
way around as well, i.e. that obligations and expectations embedded within a relationship might be a 
result of the trust existing between the actors and shared norms. The next section covers the last 
aspect of social capital, i.e. identification.  

6.3.4. Identification  
Identification is the last aspect of social capital and refers to whether the entrepreneur or 
entrepreneuse somehow identifies with another person or group of persons. The identification might 
influence a person’s anticipation and expectations on a relationship or a social exchange, but it might 
also influence the motivation to utilize a relationship. (Nahapiet and Ghoshal 1998) Two types of 
identification could be identified in the empirical findings of this study, i.e. that the other actor is 
viewed as a role model and viewed as a peer. Nahapiet and Ghoshal (1998) state that the 
identification has two main effects on the creation of social capital; first, on the anticipation of value 
of the outcome of the social interaction, and second, on the motivation to engage in a social 
interaction. These aspects were also mentioned in the empirical findings of both types of 
identification. The empirical findings and the quote presented in the previous chapter indicates that 
both of these aspects exist in relationships where the entrepreneur or entrepreneuse view the other 
actor as a role model, but also in relationships where the other actor is viewed more like a peer. 
Exchanging information with a person that the entrepreneur or entrepreneuses looks up to he or she 
might be able to learn something valuable from that person, indicating that they have anticipation on 
the outcome of the relationship and, furthermore, it indicates a motivation to interact and develop 
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the relationship to that person. On the other hand, the empirical findings also indicate that the 
second type of identification contains both of theses effects. The second quote presented in 
section 5.3.4 Identification indicate that the fact that the other actor in a particular relationship is 
viewed as a peer or somebody that has, for example, similar background or knowledge, might 
influence both the anticipation and the motivation to interact and exchange information with that 
person.  

Moreover, this aspect of social capital might provide the entrepreneur or entrepreneuses with, 
for example, confirmation, approval, or emotional support, which might explain why this types of 
social capital seem to be utilized mainly in the second and third. Similar to the other aspects of social 
capital, the empirical data indicate that this aspect is influence and is influenced by other aspects, 
which will be discussed further in the following section, which summarizes what has been discussed 
so far. 

6.3.5. Summarizing Thoughts about Social Capital  
This study aimed at exploring what types of social capital the entrepreneurs and entrepreneuses 
utilize in the start-up of a new venture. Hence, the results do not show or display all the social capital 
the entrepreneurs and entrepreneuses possess through all their network ties, but rather what social 
capital they take advantage of. Moreover, the results indicate that entrepreneurs and entrepreneuses 
utilize different types of social capital in the different stages of the start-up phase. In other words, 
this means that the reason to why entrepreneurs and entrepreneuses activate or utilize a particular 
network tie might vary throughout the entrepreneurial process and in its different stages.  

Naturally, the structural dimension of social capital is utilized in all stages of the start-up phase 
since it refers to the actual connection between people, i.e. how they know each other. This 
corresponds to Nahapiet and Ghoshal (1998), who state that the structural dimension is the 
fundamental dimension of social capital, since a connection between two actors need to be 
established for the other types of social capital to be created and developed. However, this does not 
mean that this is the most important dimension of social capital in the start-up phase, which also is 
implied by the empirical results of this study. The empirical findings mainly relate to those aspects of 
social capital included within the relational dimension, which indicate that this is the dimension of 
social capital utilized the most in the start-up phase, but there is some difference between the 
different aspects of these dimensions as well.  

The different aspects of the cognitive and relational dimensions of social capital seem to be, as 
indicated by the empirical findings and the discussions in this chapter, very closely related to each 
other and also seem to influence each other. For example, shared codes and languages seem to 
influence the identification as well as the creation of trust, which, in turn, is influenced by norms, 
identification, as well as obligations and expectations. Furthermore, the empirical results imply that 
obligations and expectations might influence and be influenced by the norms that exist or are created 
within a relationship. In other words, the creation of social capital is a complex process and difficult 
to depict, but summarizing these results indicate that trust is the aspect utilized the most in the 
start-up phase. Further, these results are consistent with previous research which has indicated that 
the social capital embedded within a relationship grows and develops as time is invested in the 
relationship (Granovetter 1973; Nahapiet and Ghoshal 1998).    

As discussed in section 6.3.1 Trust, Adler and Kwon (2000) state that trust can be considered 
to be both a source and an outcome of social capital, which also can be applied, in general, when 
discussing the social capital embedded within a particular relationship. This implies that social capital 
can be considered as, first, a source of a network relationship, meaning that some type of social 
capital needs to exist for the relationship to be created, such as trust based on knowledge, shared 
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codes and languages, norms, or identification. Second, social capital can be viewed as an outcome of 
a relationship, which means, in accordance with Nahapiet and Ghoshal (1998), that social capital 
embedded within a relationship grows and develops as time is invested in that particular relationship, 
such as trust based on common history, norms, shared narratives, and obligations and expectations. 

The next chapter discusses the respondents’ perceptions of social competence and what it 
entails within an entrepreneurial context.  

6.4. Social Competence  

As discussed in section 3.3 Social effectiveness is social competence, in this study, defined as “the 
ability to effectively interact with others, including abilities to interpret and evaluate the social context, one’s own, and 
others’ verbal and non-verbal communication as well as the ability to behave appropriately in that particular social 
context”. The respondents’ perceptions or definitions of social competence are rather consistent with 
this definition, but the empirical findings indicated that there are some differences between the 
entrepreneurs’ and entrepreneuses’ definitions of social competence. Their views on social 
competence seem to correspond with different aspects of this definition. The entrepreneuses seemed 
to emphasise the ability to listen to and interpret social situations, which corresponds with the first 
half of the definition, i.e. the ability to interpret and evaluate the social context, one’s own, and 
others’ verbal and non-verbal communication. The men, on the other hand, tended to focus more on 
a person’s ability to effectively talk to other people, which relates to the second half of the definition, 
i.e. the ability to behave appropriately.  

Compared with the other definitions of social effectiveness concepts presented in Table 3.1, 
the entrepreneurs’ view on social competence seem to be more consistent with Baron and 
Markman’s (2003:54) definition. They define social competence as “the entrepreneurs’ effectiveness 
in interacting with other persons in face-to-face contexts”. This definition does not distinguish 
between interpreting a situation and behaving appropriately, but focuses on the entrepreneur’s verbal 
skills, which the men in this study also seemed to do.  

The women’s view on social competence, on the other hand, relates very well to Marlowe’s 
(1986:52) definition of social intelligence, which is defined as “the ability to understand the feelings, 
thoughts, and behaviours of persons, including oneself, in interpersonal situations and to act 
appropriately upon that understanding”. The quote from one of the entrepreneuses emphasized that 
social competence refers to the ability of listening and interpreting social situations and the people 
involved in these situations. The quote from one of the entrepreneurs, on the other hand, 
accentuates the ability of talking to other people and expressing oneself in a correct and appropriate 
manner.  

The women seem to emphasize the ability to listen and understand in their descriptions of 
what social competence is, whereas the men tend emphasize verbal skills and the ability to effectively 
talk to other people. This difference in perceptions of social competence is also indicated by the 
characteristics presented in Table 5.5, which the respondents mentioned as part of social 
competence. Majority of the characteristics mentioned by the entrepreneuses tend to involve a focus 
on what the other person in a social interaction is doing or how that person is behaving, such as 
acceptance, open-minded, curious, and interested. Majority of the characteristics pointed out by the 
entrepreneurs, on the other hand, seem to focus more on the entrepreneur himself and how he 
should act, including characteristics, such as well-read, flexible, and finding it easy to talk to others.  

These differences are also visible in the data from the questionnaire and some of the BSRI 
items. The female emphasis relate mainly to the items Understanding, but also Sensitive to the needs 
of others, whereas the male emphasis relate more to the item Adaptable. Of particular interest is that 
the entrepreneuses score higher than the entrepreneurs on the item relating to their emphasis. The 
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difference is especially noticeable on Understanding where their score is 1.58 higher than the men’s, 
which also is the item the entrepreneuses emphasized most in their definitions and characteristics. In 
addition, the entrepreneurs score higher than the entrepreneuses on the item related to their 
emphasis; Adaptable.  

These results indicate relatively big difference between entrepreneurs and entrepreneuses and 
indicate that in their perceptions of social competence women focus on the social interaction in itself 
and those actors involved, whereas the men emphasize only on their own role in the social 
interaction. Furthermore, the fact that the entrepreneuses tend to score higher than the 
entrepreneurs on the item they emphasize and the other way around indicates that these are abilities 
or traits they perceive as important; hence, they might have focused more on developing and 
improving these items and that is why they report higher scores. In other words, if the 
entrepreneuses find that understanding others and their needs is one of the most important skills of 
social competence they might have focused more on improving their skills in reading social contexts 
than the entrepreneurs, who, on the other hand, emphasize verbal skills might, therefore, have 
focused on improving these skills. 

All of the respondents argue that social competence is a very important ability within 
entrepreneurship and that it might provide the entrepreneur or entrepreneuse with a number of 
benefits. These results are consistent with previous studies by Baron and Markman (2000, 2003) and 
Hoehn-Weiss et al. (2004) which showed that socially competent entrepreneurs are more likely to 
become successful and receive funding. In contrast to these studies on social competence does the 
present study highlight the entrepreneurs’ and entrepreneuses’ perceptions of social competence and 
what role they perceive it have in the entrepreneurial process, rather than studying how others’ 
perceptions of the entrepreneurs’ and  entrepreneuses’ social competence might influence the 
entrepreneurial process. Consequently, this study and its empirical results focus more on the 
respondents’ opinions of how a socially competent entrepreneur or entrepreneuses should be, rather 
than on how they are, i.e. how socially competent they are. Thus, the empirical findings presents in 
the following sections, related to the different dimensions of social competence, do not refer to how 
the respondents’ use their social competence.  

6.4.1. Social Astuteness  
Social astuteness is the first dimension of social competence and the empirical results indicate that 
this is the dimension that the respondents perceive as the most important part or ability of social 
competence, which also is indicated by the strong emphasis in their definitions discussed above. In 
previous research social astuteness has been identified as referring to a person’s ability to accurately 
decode and interpret social situations and people (Baron and Markman 2000, 2003; Ferris et al. 2005, 
2007; Riggio 1986; Scudder and Guinan 1989), which was something the respondents pointed out as 
an important ability and, especially, within entrepreneurship where it is important to understand how 
to approach somebody or to identify a customer’s need. This is consistent with Baron and Markman 
(2000) who, in their conceptual study argued that social astuteness is a very important skill for 
entrepreneurs in the start-up phase; for example, in negotiations with others. The empirical findings 
regarding the respondents’ definitions of social competence and the characteristics they perceive 
social competence to comprise mainly relates to this dimensions of social competence, which 
indicates that this dimensions might be the most important dimension.   

In previous research social astuteness have been considered to include skills such as listening, 
being attentive, sensitive (Baron and Markman 2000, 2003; Ferris et al. 2005, 2007; Scudder and 
Guinan 1989). These are characteristics that also the respondents pointed out as traits comprising 
social competence, as can be seen in Table 5.5, and, moreover, the data from the questionnaire show 
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that the respondents reported high scores on these abilities, also indicating that these are traits that 
the respondents emphasize as important. The respondents pointed out that being astute and a good 
listener is important in order to known how to behave in a social situation, which refers to the next 
dimension of social competence, i.e. interpersonal influence, that will be discussed further in the  
next section.  

6.4.2. Interpersonal Influence  
The second dimension of social competence is interpersonal influence, which refers to a person’s 
ability to display appropriate behaviour in different social settings (Ferris et al. 2005, 2007; Riggio 
1986). The empirical findings show that this is the dimension, together with previous one, that the 
respondents emphasize strongest and together with their definitions of social competence this 
indicates that they are aware of the importance of this dimension. More specifically, the respondents 
emphasized that the body language a person displays might have a big influence power on social 
interactions and that it is important to be aware of this.  

Further, the respondents point out that the ability to adapt behaviours and body language is 
very important for entrepreneurs and entrepreneuses since they have to face a lot of different 
contexts and people, such as customers, suppliers, and investors. All of these contexts might require 
different types of behaviours and, hence, interpersonal influence is an important ability, which is 
consistent with Baron and Markman (2000, 2003) Moreover, Ferris et al. (2005, 2007) state that a 
person scoring high in this dimension is skilled at adapting their behaviour to achieve their goals, 
which also is indicated by the results of this study. The empirical findings indicate that the 
entrepreneurs and entrepreneuses sometimes are utilizing this ability to their advantage, as 
exemplified by the quote from one of the entrepreneurs presented in section 5.4.2 Interpersonal 
Influence.  

Moreover, the empirical findings indicate that this dimension have strong influence on other 
dimensions as well, such as a person’s ability to effectively and successfully socialize with others, 
which relate to the dimension discussed in the next section; networking ability. 

6.4.3. Networking Ability  
Networking ability is the third dimension of social competence and refers to a person’s ability to 
create new relationship, but also to maintain relationships (Ferris et al. 2005, 2007). All respondents 
emphasized the importance of networking actively in the start-up phase, implying that the network 
ability also is of great importance and that it might be one of the most important parts in the start-up 
phase since the entrepreneur or entrepreneus need make themselves visible on the market so others 
will know they exist. This is consistent with Baron and Markman (2000), who state that networking is 
one of the main activities as an entrepreneur or entrepreneus. All of the respondents pointed out that 
they find it easy to make contact to new people, i.e. to initiate and maintain a conversation, but the 
entrepreneurs seemed to, also here, be a bit more confident about their abilities, while they women 
stated that they sometimes find it hard because they do not want to be perceived as too pushy or 
forward. Nonetheless, the respondents point out that approaching people and making contact to 
new people is an ability that improves as time goes by and as they obtain more experiences of social 
situations like that.  

This dimension also refers to a person’s verbal skills, e.g. that they are good at talking to 
people they do no know and at explaining thing so others understand (Ferris et al. 2005, 2007).  The 
respondents also highlighted the importance of adapting their language and how they explain things, 
which also was one of the main characteristics the men emphasized in their definitions of social 
competence. However, all respondents point out, similar to the discussion above, that these are 
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abilities they have improved during the start-up process based on their experiences as entrepreneurs 
and entrepreneuses. Moreover, the empirical findings indicated that this ability to adapt the language 
and how to express things might influence how the entrepreneurs and entrepreneuses are perceived 
by others, which refers to the dimension apparent sincerity, which is discussed in the following 
section.  

6.4.4. Apparent Sincerity  
The fourth dimension of social competence refers to the ability of being or being perceived to be 
hones, sincere, and reliable (Ferris et al. 2005, 2007). The respondents point out that being perceived 
as reliable and trustworthy is very important when starting a new company, but also that it can be 
difficult. The respondents pointed out that in the start-up phase it is important to behave 
appropriately and to give a good first impression and that the first impression might influence the 
outcome of a relationship or an interaction, which is consistent with Hoehn-Weiss et al. (2004) who 
state the being perceived as reliable and sincere might, for example, influence the entrepreneurs’ or 
entrepreneuses’ reputation.  

The respondents also indicated a person’s behaviours, body language, and how they talk can 
have a big effect on how that person is perceived by other, which imply that this dimension is 
strongly influenced by other aspects of social competence, such as social astuteness and interpersonal 
influence. These results are consistent with Hoehn-Weiss et al. (2004) who state that body language, 
tone of voice, and over all appearance influence how the entrepreneur or entrepreneuse might be 
perceived. In addition, the empirical results indicate that this dimension also is influenced by the 
other dimensions; for example social manipulation, which will be discussed further in the following 
section.  

6.4.5. Social Manipulation  
The last dimension of social competence refers to a person’s abilities to persuade and negotiate to 
induce positive reactions in others (Baron and Markman 2000; 2003; Hoehn-Weiss et al. 2004). The 
respondents seemed to distinguish between being persuasive and being a good negotiator, meaning 
that being enthusiastic or passionate might be enough to convince somebody, i.e. to persuade, but 
not to sell something, i.e. negotiate, implying that to be a good negotiator it is not enough to be 
passionate and believe in the business idea.  

In addition, the women seemed to be less confident about their negotiation skill, which might 
relate to the previous discussion in section 6.4.3 Networking Ability, where it was mentioned that 
women does not emphasize the verbal skills in social competence to the same extent as men do. 
Hence, if the men are more focused on these abilities they might also develop these abilities more; 
which might be the reason to why they score higher on the BSRI item Adaptable, and why they feel 
more confident about the negotiation skills.  

A person with a high level of social manipulation does, according to Riggio (1986), believe that 
it might be necessary in certain social situations to manipulate people to influence the outcomes of 
that interaction. This was, however, not something that the respondents of this study agreed with, 
who argued that manipulating people to achieve a goal might have very serious and negative effects 
for an entrepreneur or entrepreneuse. The negative effects relates mainly to the entrepreneurs’ and 
entrepreneuses’ trustworthiness and reliability, which imply that lying and trying to manipulate others 
might have a negative influence on how that person is perceived by others, i.e. apparent sincerity. 
Hence, this implies that a more appropriate name for this dimension would be to call it impression 
management or persuasiveness and the latter seems to be more appropriate, since this dimension of 
social competence mainly refers to the ability to negotiate.  
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6.4.6. Summarizing Thoughts about Social Competence 
The results from this study clearly imply that social competence is an important ability for 
entrepreneurs and entrepreneuses in the start-up phase. From the results it is not possible to 
determine whether the importance of the different dimensions of social competence varies 
throughout the start-up phase, but, nevertheless, the results imply that importance of the dimensions 
might be different over all, i.e. that they might have different roles in the composition of a person’s 
social competence. This is not something previous studies on social competence have shown or 
discussed (e.g. Baron and Markman 2000, 2003; Ferris et al. 2005, 2007; Hoehn-Weiss et al 2004), 
but in some sense it has been indicated since some of these dimensions have received much more 
attention than others. Many descriptions and explanations of these dimensions used in previous 
studies also indications of this, but no studies have discussed this (e.g. Ferris et al. 2005, 2007; 
Hoehn-Weiss et al. 2004) and those studies who have noticed or commented upon have been 
conceptual studies without any empirical base (e.g. Baron and Markman 2000).  

Social astuteness and interpersonal influence are those dimensions that, as discussed earlier, 
have received most attention in previous research and the results of this study also indicate that these 
are the most important aspects of social competence. The ability to accurately interpret social 
contexts and understand other people, i.e. social astuteness, was the dimension of social competence 
receiving most attention from the respondents in this study. The results also show that this ability 
will influence the ability to adapt to different contexts and display appropriate behaviours, i.e. how to 
talk to and approach people. This indicates, thus that social astuteness influences interpersonal 
influence, as illustrated in the top box in Figure 6.1.  

Further, the empirical results of this study indicate that these dimensions or abilities of social 
competence, in turn, might influence the other dimensions, as illustrated in the figure. First, social 
astuteness and interpersonal influence might be considered as positively influencing a person’s 
networking ability. The results indicate that if the entrepreneur or entrepreneuse is skilled at 
interpreting social contexts and adapting behaviours he or she are also likely to be more skilled at 
making contact with others and be a skilled networker. In other words, the entrepreneur’s or 
entrepreneuse’s networking ability is likely to be higher.  

Second, the empirical findings indicate that social astuteness and interpersonal influence might 
influence the dimension called apparent sincerity, which refers to how the entrepreneur or 
entrepreneuse is perceived by others. In other words, the ability to interpret context and behave 
appropriately might influence how other people perceive the entrepreneur or entrepreneuse. If they 
are skilled at adapting to various contexts they are more likely to be perceived as or make sure that 
they are perceived as, for example, sincere, reliable, and genuine, which refers to the fourth 
dimension of social competence; apparent sincerity. The relation between these dimensions and 
apparent sincerity has been noticed, indirectly, in the study by Hoehn-Weiss et al. (2004). They state 

Figure  6.1 Importance of the dimensions of social competence 

Interpersonal influence 

Social astuteness 

Networking ability Persuasiveness Apparent sincerity 
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that eye-contact, body language, and tone of voice are important aspects that might influence how 
the entrepreneur or entrepreneuse is perceived by others. These aspects relates to the dimension 
interpersonal influence and the statement clearly illustrate the connection between these dimensions, 
which, however, is something that Hoehn-Weiss et al. (2004) does not acknowledge or point out.  

Third, the empirical findings suggest that the entrepreneur’s or entrepreneuse’s ability to 
interpret and behave appropriately in different social contexts might affect their negotiation skills or 
ability to persuade others, which refers to the last dimension of social competence; persuasiveness. If 
an entrepreneur or entrepreneuse is skilled at accurately interpret social contexts, i.e. social 
astuteness, and at adapting his or her behaviours to that context, i.e. interpersonal influence, that 
person is likely to be good at persuade others and, as Baron and Markman (2000, 2003) state, to 
induce positive reactions in others. Further, this is consistent with Baron and Markman (2000), state 
that social astuteness is a very important skill in negotiations of various kinds.  

Moreover, the empirical findings indicate that the dimensions on the bottom also might 
influence each other. For example, the respondents point out that a person’s ability to adapt their 
language, i.e. networking ability, might influence how they are perceived by others and manipulating 
somebody could have negative influences on whether a person is perceived as reliable or not. Being 
perceived as reliable could, on the other, influence a negation or the outcomes of a person’s 
networking.  

To sum up, the empirical findings do indicate that social astuteness is the fundamental 
dimension of social competence, since it comprises the traits that constitute the basic abilities of 
social competence, which is the ability to interpret and understand social contexts. Interpersonal 
influence is, then, the second most important dimension of social competence since it, as discussed 
above, refers to a person’s ability to evaluate the information gather about a social context and 
display appropriate behaviour. These abilities comprise the base for entrepreneur’s or 
entrepreneuse’s social competence and influence how skilled he or she will be at, for example, 
networking, being perceived as reliable, and negotiating, which, moreover, also might influence each 
other.  

Furthermore, the respondents indicated that they have developed and improved many of the 
abilities related to social competence throughout the start-up phase, such as reading and 
understanding people and contexts, adapting language and behaviours, and networking skills. This is 
consistent with Baron and Markman (2000) and Hoehn-Weiss et al. (2004) who state that social 
competence is an ability that can be improved. The empirical findings also indicate that this 
improvement in social competence might, partly, be based on experiences and, partly, on needs. 

First, experiences from different social interactions or social contexts in general might have a 
positive influence on a person’s social competence based on learning by doing, which, in other 
words, means that it might be results of practice makes perfect. Second, the improvement might be 
based on a need to be better at certain skills when entering the role of an entrepreneur or 
entrepreneuse. The respondents pointed out, for example, that they had become much more active 
networkers and that this was necessary as a newly started entrepreneur or entrepreneuses since 
nobody will know that they exist if they do not show that they do. Hence, this indicates that there 
was a need for them to improve their networking abilities.  

In the literature review it was also suggested that the social competence might be related to or 
influenced by a person’s psychological gender, which indicate to what extent a person possesses 
masculine and feminine traits. The next section will discuss this further and analyze the empirical 
data from the questionnaires as well as the respondents’ psychological gender, which was identified 
based on the data from the questionnaire.  
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6.5. Psychological Gender 

The data from the questionnaire indicate that there are some differences between the entrepreneurs 
and entrepreneuses regarding their psychological gender and, especially, regarding some of the BSRI 
items. First, the data show, as illustrated in Figure 5.4, that all of the respondents report scores that 
places them in the top right box, which represent an androgynous sex-role defined by high 
masculinity and high femininity (Bem 1974, Spence et al 1975). Bem (1975, 1977) argues that the 
high levels of both masculinity and femininity make a person with an androgynous psychological 
gender more able to adapt his or her behaviours to various social situations, which . This implies that 
they should be socially competent as well, which is indicated by the results from this questionnaire. 
The results presented in Table 5.5 containing those BSRI items related to social competence show 
that all respondents reported high scores, which support Bem’s statement that the androgynous 
sex-role is the most socially competent gender type.  

Nonetheless, some of the BSRI item relate to personal characteristics that have been identified 
as having a negative influence on the tendency or propensity to engage in entrepreneurial activities.  
As discussed in the literature review, this type of characteristics is often referred to as agreeableness 
and includes, for example, shy, yielding, and eager to soothe hurt feelings. This implies that the 
respondents should report low scores on these items since they are engaged in entrepreneurial 
activities. Nonetheless, being friendly, helpful, and gentle might also be considered as part of the 
social competence in a sense that these are traits necessary and needed in order for a person to get 
along with people and understanding others. Basically, these items are related to empathy, which is 
an ability or trait strongly related to the dimensions of social competence called social astuteness and 
interpersonal influence.  

However, this does not mean that a person reporting top scores on these items are the most 
socially competent person. Being, for example, too friendly or too helpful might mean that the 
person is less likely to use their social competence to achieve their goals, which is one aspect of 
interpersonal influence. Hence, this implies that the optimal situation would be that the 
entrepreneurs and entrepreneuses report scores around to the middle of the scale. The empirical data 
from the questionnaires show that the respondents mainly report scores between 4 and 5 on the 
scale, which, in this case, could be considered as relatively good score.  

Some of the other BSRI variables were also identified as representing traits that could have a 
negative influence on a person’s social competence if the scores are too high and included items such 
as strong personality, forceful, and dominant. A person that, for example, is too dominant or too 
aggressive in their interactions with others should be less sensitive to the needs of others, less skilled 
at listening and understanding other. This implies a lower level of social competence based on the 
discussions above and the respondents’ perceptions of social competence. This implies that the 
preferable situation would be for the respondents to report scores closer to the middle of the scale 
rather than towards the end. The empirical data show that the entrepreneurs and entrepreneuses 
report different scores, where the men’s scores range from 2.50 to 5.83 and the women’s range from 
1.12 to 4.62. Based on this discussion, these results indicate that the entrepreneuses might be more 
socially competent than the entrepreneurs.  

The results from the questionnaire will be discussed further in section 6.7 Entrepreneurs and 
Entrepreneuses where the differences identified between the entrepreneurs and entrepreneuses will 
analyzed and discussed further. The next section will discuss the respondents’ psychological gender 
and whether it is the most beneficial sex-role for entrepreneurs and entrepreneuses.  
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6.5.1. Summarizing Thoughts about Psychological Gender 
These results indicate that the BSRI might, to some extent, be used to discuss a person’s social 
competence and to study possible psychological differences between entrepreneurs and 
entrepreneuses. Previous research has indicated that the androgynous sex-role is the most beneficial 
one and that those persons might possess the highest level of social competence (Bem 1975, 1977; 
Watson and Newby 2005), implying that the most beneficial position should be located in the top 
right corner, i.e. reporting a score of 7-7. However, this might not be the position for the most 
socially competent person nor the most beneficial position for entrepreneurs and entrepreneuses 
based on the results from this study, for a number of reasons. 

First, some of the BSRI items, as discussed above, correspond with personal characteristics 
considered to have a negative influence on a person’s propensity to engage in entrepreneurial 
activities in previous research (e.g. Barrick and Mount 1991; Shane 2003). Thus, the optimal score on 
these items might be, as discussed above, slightly above the middle of the scale, i.e. around 4 or 5. 

Second, research has also shown that traits or behaviours traditionally considered as masculine 
are more beneficial for entrepreneurs than feminine behaviours and traits (O’Neill and Blake-Beard 
2002). Thus, this implies that the scores from entrepreneurial persons, as the respondents of this 
study, should not end up on the right side of the figure since that mean high scores also on the items 
related to agreeableness, but slightly towards the left side of the androgynous field. However, some 
of the masculine items were identified as representing traits that could have a negative influence on a 
person’s social competence if the person reports too high scores on them.  

This indicates, similar to the previous discussion about agreeableness, that the most beneficial 
position along the masculine scale for an entrepreneur or entrepreneuse and, more specifically, a 
socially competent entrepreneur or entrepreneuse is not on the top of the scale but slightly towards 
the middle. To sum up, this study supports findings from previous research stating that the 
androgynous gender type is the most beneficial sex-role for entrepreneurs and entrepreneuses and 
that those persons are skilled at adapting their behaviours to different contexts.  

Nevertheless, these results indicate that the most beneficial position might not be in the top 
right corner, but rather somewhere on the left side of that box, due to the negative influence some of 
the masculine and feminine items might be considered 
to have on a person’s social competence. This are is 
illustrated by the red circle inserted in Figure 7.2 and, 
more specifically, the most beneficial position for 
entrepreneurs and entrepreneuses might be to report 
scores around 5 on both Masculinity and Femininity. 
Furthermore, the respondents from this study are 
positioned within this area, which might confirm that 
this is the most beneficial gender type for 
entrepreneurs and entrepreneuses. One of the 
entrepreneurs reported a very high Masculinity score, 
placing him above the others in the figure. When 
excluding this extreme value, the data confirms the 
suggestion that the most beneficial position be to 
report scores around 5 on both scales. 

Even though the androgynous sex-role 
represent the most beneficial gender type, the result of 
this study indicate that it does not necessarily 
represent the most socially competent person, in Figure  6.2 Most beneficial type of psychological gender 

(based on Spence et al. 1975) 
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contrast with Bem’s (1975, 1977) argument. She states that persons with an androgynous sex-role are 
better at adapting their behaviours to various social contexts, which imply that the androgynous 
sex-role is the most socially competent gender type (Bem 1975, 1977). Around half of the BSRI 
items identified as related to any of the social competence dimensions (See Appendix 2) reside in the 
neutral dimension of the BSRI. Hence, the third dimension, social desirability, should be included in 
when analysing the data if the aim is to study a person’s social competence using the BSRI. 

The following section will discuss whether the results of this study support the conceptual 
framework developed in the literature review, which, amongst other, suggested that a person’s 
psychological gender might influence that person’s social competence. 

6.6. The Conceptual Framework 

To sum up, the empirical findings from this study seem relatively consistent with the conceptual 
framework developed and presented in the end of Chapter 3 Literature Review, which also is 
depicted in Figure 6.3 below and illustrates how the concepts covered in this study might be related 
to each other. Starting from the bottom of the picture, it was argued that a person’s psychological 
gender might influence or be related to his or hers social competence since some of the items 
included in the BSRI are closely related to the dimensions of social competence. The results of this 
study partly support this argument. First, the data from the items in question supports the suggestion 
that the BSRI items might illustrate or be related to social competence, but the results indicate, 
nevertheless, that the psychological gender might not be the most appropriate tool to use when 
discussing social competence since the model does not include all BSRI items, i.e. items in the social 
desirability dimension. Nevertheless, the study indicates some relation between social competence 
and psychological gender, as illustrated by the arrow between these boxes in the figure below.  

Further, the conceptual framework suggested that an entrepreneur’s or entrepreneuse’s social 
competence matters in a sense that if they are socially competent they are likely to obtain a larger 
network, more resources, and, additionally, a larger social capital (Baron and Markman 2003; 
Hoehn-Weiss et al 2004). Hence, it was argued that the social competence might influence the 
creation of social capital and the results of the present study are consistent with this suggestion. All 
respondents emphasized the important role of social competence within entrepreneurship and 
pointed out that an entrepreneur or entrepreneuse might benefit a lot from being socially competent. 
This was exemplified by a quote from one of the entrepreneurs who state that social competence 
facilitates networking and that socially competent persons might be better at developing good 
relationships to others and, thereby, they might “do things based on other premises” and gain access 
to resources that would not be available for an entrepreneur or entrepreneuse with a lower level of 
social competence. If socially competent persons are good at networking and developing 
relationships, they should have large social capital, which supports the suggestion that social 
competence might influence the creation of social capital. In other words, the empirical findings 
imply that an entrepreneur’s or entrepreneuse’s ability to effectively socialize with others might affect 
their ability to create, maintain, and develop relationships, which, in turn, influence the creation and 
the amount of social capital embedded within that relationship. Thus, the study supports that 
suggestions in the conceptual framework and the broken arrow to the left in the figure can be 
confirmed and converted to a normal arrow.  

The figure also indicates that the social capital influences the creation or development of a 
person’s social competence, as illustrated by the arrow to the right in Figure 6.3. The social capital 
embedded within a relationship might affect the way people interact with each other, which, in turn, 
might influence the creation of human capital (Coleman 1988) and social competence might, as 
discussed, be identified as part of the human capital. The results of this study show some similarities 
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with this suggestion, but indicate that the 
social capital might have more of an 
indirect influence on social competence. 
The empirical findings indicate that the 
amount of social capital embedded within a 
relationship might influence how much 
social competence the entrepreneurs and 
entrepreneuses need to utilize rather than 
the creation or development of a person’s 
social competence, which is influenced by 
experience and need, as discussed in a 
previous section.   

In other words, the importance of 
being socially competence or using the 
social competence might differ depending 
on the types of relationship, e.g. an 
entrepreneur or entrepreneuse might have 
to use their social competence to a much 
greater extent when discussing with a 
potential customer than with an old friend. Furthermore, this study has shown that the amount of 
social capital embedded within a relationship is also depending on the type of relationship, i.e. more 
social capital exists within a relationship with a high degree of emotional involvement compared to a 
relationship with a low degree of emotional involvement.  

The relations between social capital and social competence might, thus, be illustrated by 
Figure 6.4, which suggest that in social contexts where the social relationship contains little social 
capital the entrepreneur or entrepreneuse might need to use more of their social competence in order 
to gain access to necessary resources or achieve the goals they might have with a particular 
interaction. If the social capital, on the other hand, is relatively large, the need of social competence 
or use of social competence might be lower for the entrepreneur or entrepreneuses since they might 
utilize factors related the social capital embedded within that particular relationship to gain access to, 
for example, the resources they are searching for. Hence, the results of this study are somewhat 
consistent with the arguments in the conceptual framework.  

Degree of emotional involvement 

 High Low 

Social capital 

Social competence

Figure  6.4 Relation between degree of emotional involvement, social capital, and social competence  

Discovery of 
opportunity 

Decision to exploit 
opportunity 

Resource  
acquisition 

The start-up process 

Psychological 
gender 

Social capital 

Social 
competence 

Figure  6.3 Conceptual framework 
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As discussed in the beginning of this section, the results of this study are consistent with 
findings from previous research, arguing that an entrepreneur or entrepreneuses with a high level of 
social competence might be more likely than somebody with a lower level to create a large network 
and obtain a large social capital. (Baron and Markman 2003; Hoehn-Weiss et al. 2004) These results 
also support the last suggestion in the conceptual framework, stating that social capital and social 
competence might have a positive influence on the start-up process, since previous research has 
shown that social networks are of major importance in the entrepreneurial process and, especially, in 
the start-up phase (e.g. Baron and Markman 2003; Davidsson and Honig 2003; Evald et al. 2006; 
Klyver et al. forthcoming; Larsson and Starr 1993; Shane 2003), which is illustrated in the figure 
above by the three arrows from the lower box to the stages of the start-up process.  

Moreover, the empirical results of this study regarding the entrepreneurs and entrepreneuses 
tend to utilize network ties characterized by a relatively low degree of emotional involvement in the 
second and fourth stages of the entrepreneurial process. Based on Figure 6.4 this implies that the 
entrepreneurs and entrepreneuses need to utilize more of their social competence in these 
relationships and these stages since those network ties are likely to contain less social capital than ties 
with a high degree of emotional involvement. Thus, the social competence might be more important 
or utilized more in the second and fourth stage, as illustrated by the thicker arrows in Figure 6.3 
above.  

To sum up, empirical results of the study are rather consistent with the suggestion and 
arguments made in the conceptual and indicate that the relationship between social capital and social 
competence is circular and that they both have a positively influence n the start-up of a new venture. 
In addition, the results of this study indicate that there is some relation between psychological gender 
and social competence, but that all three dimensions should be included in the analysis when using it 
to study people’s social competence. The final section of this chapter will discuss the different 
between entrepreneurs and entrepreneuses identified in the empirical findings.  

6.7. Entrepreneurs and Entrepreneuses 

One of the purposes of this study was to explore whether there are any differences between male 
and female entrepreneurs and whether there is any need to make the distinction between 
entrepreneurs and entrepreneuses. The following sections will discuss whether the empirical findings 
show any differences between entrepreneurs and entrepreneuses and what effects those differences 
might have on the start-up phase. The first part discusses differences in the entrepreneurs’ and 
entrepreneuses’ perceptions of social competence and its role in the start-up phase. The final part 
will discuss what effect the potential differences between the entrepreneurs and entrepreneuses 
might have in the creation of a new venture. The second part covers social capital and whether men 
and women take advantage of their social capital differently or whether they utilize different types of 
social capital in the different stages of the start-up phase. 

As discussed in section 6.4 Social competence, entrepreneurs and entrepreneuses seem to have 
somewhat different perceptions and views on social competence and what it comprises, as indicated 
by the different emphasis identified in their definitions of social competence.  

The empirical findings also indicate that there are some differences between entrepreneurs and 
entrepreneuses regarding the types of social capital they utilize in the different stages of the start-up 
phase. The biggest differences between them can be found in the structural dimension of social 
capital and refers, mainly, to the types of network ties they utilize. In general, the empirical findings 
covering this dimension imply that the entrepreneuses tend to include more ties in their network 
figures than the entrepreneurs and, moreover, they tend to utilize network ties characterized by a 
high degree of emotional involvement and involve more secondary relations, than the men. This 
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could be a result of insecurity or a lower level of self-confident from their side. As shown by the data 
from the questionnaire, is the entrepreneuses’ average score on the BSRI item self-confidence 
relatively high, but still slightly lower than the entrepreneurs. Hence, this might indicate that the 
entrepreneuses turn to a larger number of network ties for help in order to confirm their ideas and to 
find the emotional support and back-up that they might lack within themselves.  

Furthermore, the data from the questionnaire show that the entrepreneuses score slightly 
lower on the item willing to take risks, which also might explain why they engage more network ties 
in the process of starting up their companies; they want to be sure that it is a wise decision. These 
results imply certain psychological differences between entrepreneurs and entrepreneuse, which 
might influence how they behave in different social contexts and how use their networks and social 
capital.  

In addition, the empirical findings indicate, as discussed earlier and shown in Table 6.1, that 
entrepreneuses and entrepreneuses utilize different types of network ties in the stages of the start-up 
phase. Based on the previous discussion about the relation between social capital, social competence, 
and degree of emotional involvement, as illustrated by Figure 6.4, the result of these differences 
between entrepreneurs and entrepreneuses can be summarized as in Figure 6.5 indicate difference in 
the usage or need of social competence. In general, the women seem utilize a lot of social capital in 
the second and third stages of the start-up phase and less in the last stage, while the empirical 
findings indicate that men utilize little social capital in the second and fourth stages of the 
entrepreneurial process. This implies, based on the discussion related to Figure 6.4, that the 
entrepreneuses need to use their social competence to a minor extent in the second stage and that 

this need increases throughout the start-up phase since relationships with less social capital is utilized. 
Concerning the entrepreneurs, on the other hand, this implies that they might need to utilize more of 
their social competence in the entrepreneurial process.  

Figure  6.5 Social capital utilized and social competence needed in the start-up phase 

 Social capital 

Social competence 

Entrepreneurs 
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entrepreneurial  
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Moreover, the empirical findings indicated that both the entrepreneurs and entrepreneuses 
emphasize the importance of social competence within entrepreneurship, but the women seem to 
pay more attention to social competence and to be more aware of how they behave or how it might 
be perceived. In other words, they seem to think about the different aspects or characteristics of 
social competence to a greater extent than the entrepreneurs. However, the empirical findings, as 
depicted in Figure 6.5 above, imply that the men should be those who focus more on their own 
social competence in the start-up phase, since they tend to utilize network ties requiring a more social 
competence than the entrepreneuses.  

The next chapter will summarize the empirical findings and present the conclusions that can be 
drawn from it based on the purpose of the study.  
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77..  CCOONNCCLLUUSSIIOONNSS  

This chapter summarizes the present study and presents the conclusions derived from the empirical findings regarding 
the influences social capital and social competence might have in the process of creating a new venture and the differences 
between entrepreneurs and entrepreneuses. Further, this chapter discusses the theoretical as well as practical implications 
and contributions that can be identified by the results of this study as well as suggestion for future research.  

7.1. Conclusions 

The purpose of this study was divided into three parts; first, to explore what types of social capital 
entrepreneurs and entrepreneuses utilize in the start-up phase; second, to explore the entrepreneurs’ 
and entrepreneuses’ perceptions of social competence and its role in the start-up phase; and, third, to 
explore whether there is a need to distinguish between male and female entrepreneurs. To conclude, 
the results can be summarized in the following points;  

- First, the results of this study show that the types of social capital are utilized differently in the 
different stages of the start-up phase. The relational dimension seems to be the dimension utilized 
the most during theses stages of the entrepreneurial process.  

- Second, the study show that the social competence is an important ability for entrepreneurs and 
entrepreneuses and that it might influence a person’s ability to create useful network relationships as 
well as the amount of social capital embedded within a relationship.  

- Third, the study indicate a circular relation between social capital and social competence, i.e. that 
social capital embedded within a relationship influence the amount of social competence that 
entrepreneurs and entrepreneuses might need to utilize to achieve their goals. On the other hand, the 
results indicate that their social competence might influence the creation of social capital, by 
influencing entrepreneurs’ and entrepreneuses’ ability to effectively interact with others and create 
useful network relationships. 

-Fourth, the present study indicates that there are some differences between male and female 
entrepreneurs, not so much regarding their psychological gender, but mainly regarding their 
perceptions of social competence. The results also indicate that the entrepreneurs and 
entrepreneuses utilize different the types of network ties in the stages of the start-up phase, which 
also influence how much social competence they might need to utilize to achieve their goals with 
those interactions.  

The following sections of this chapter will discuss what these conclusions mean by discussing the 
theoretical and practical implications they involve.  

7.2. Theoretical Implications 

Based on the results of this study and the conclusions presented above it is possible to identify four 
theoretical contributions or implications. First, the results develops and increases the understanding 
within entrepreneurship regarding the role social capital has in the start-up phase of new venture 
creation and that different types of social capital are utilized more than other in the different stages. 
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Furthermore, the study increases the understanding about social competence within 
entrepreneurship by indicating that a person’s ability to effectively interact with other might 
positively influence that person’s networks and social capital. This relation between entrepreneurship 
and social competence has, however, been indicated already in previous research, but the few 
number of studies focusing on this have mainly been either quantitative or conceptual.  

Third, the results show that there is a relation between social capital and social competence, i.e. 
that they influence each other, as illustrated by the conceptual framework and Figure 6.4. This 
relation has, similar to the relation between social competence and entrepreneurship, already been 
indicated by previous research, but these studies have mainly been conceptual and the suggestion 
have not been supported by empirical findings like the results of this study do.  Finally, the results of 
this study increase the present understanding about the men and women involved in entrepreneurial 
activities and indicate that there might be useful to differentiate between entrepreneurs and 
entrepreneuses since the empirical findings indicate that there are differences between the two 
regarding how they utilize their networks in the start-up phase, i.e. what ties they activate at different 
stages, and how they perceive social competence and handle their social competence. The final 
section of this chapter will discuss the practical implications the results of this study involve. 

7.3. Practical Implications 

The conclusions of this study also result in some practical implications, mainly regarding the role of 
social competence in the entrepreneurial process and the differences between the entrepreneurs’ and 
entrepreneuses’ perceptions of social competence. As discussed previously, the empirical results 
indicate that social competence has a positive influence on the start-up phase, which implies that, for 
example, business incubators or other actors supporting entrepreneurship might focus more on the 
role of social competence in when educating or informing entrepreneurs.  

The empirical findings are consistent with previous research (e.g. Baron and Markman 2000; 
Hoehn-Weiss et al 2004) and indicate that social competence can be trained and that the 
development is based on both experiences and need. The results also show that the entrepreneurs 
emphasize the verbal abilities of social competence and that they score higher on these items in the 
BSRI, while the women, on the contrary, seems to emphasize less verbal abilities and score higher on 
item related to those abilities. This indicates that the information or education on social competence 
mentioned above should be adjusted depending on whether it is targeting men or women, i.e. 
towards men it should focus more on the non-verbal skills and towards women on the verbal skills 
of social competence.  

In addition, the study shows that the need of social competence also might depend on the type 
of business or industry an entrepreneur or entrepreneuse is active in. Hence, besides adapting 
different focuses when informing or training entrepreneurs and entrepreneuse in social competence, 
the empirical findings also imply that this training should take the entrepreneurs’ and entrepreneuses’ 
business ideas into consideration, e.g. what type of business will they do and what industry will they 
be active in. The following section highlights some interesting research areas or topics that this study 
to, which future research should focus more on to increase the understanding of what affects these 
phenomena might have on entrepreneurship.   

7.4. Future Research 

This study has covered three theoretical areas that have not been combined in previous 
entrepreneurship research, i.e. social capital, social competence, and psychological gender. More 
research should focus on these topics individually, but also on the relations that might exist between 
them. Regarding social capital more studies should focus on exploring the importance of social 
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capital in the different stages of the entrepreneurial process. Interesting subjects could, for example, 
be to study what types of social capital are most important in the different stages of the 
entrepreneurial process and how the entrepreneurs and entrepreneuses use their social capital  

The results of this study also indicate that social competence might be a very important factor 
within entrepreneurship; however, more research should focus on entrepreneurial social competence 
to explore, for example, how entrepreneurs and entrepreneuses use their social competence in 
different stages of the entrepreneurial process. Other topics of interest might be to study what types 
of social competence that are most important for entrepreneurs and entrepreneuses in different 
stages of the entrepreneurial process, if their social competence differs from non-entrepreneurs’, 
how they develop or improve their social competence, and how they use their social competence. 

Further, the results of this study indicate that there exist psychological differences between 
entrepreneurs and entrepreneuses concerning some part of the BSRI and, especially, their 
perceptions of social competence. This indicates that male and female entrepreneurs might behave 
differently in the role of an entrepreneur, which implies that there might be a need to make this 
distinction. More research should, however, be conducted to explore potential differences 
entrepreneurs and entrepreneuses further and interesting topics could, for example, be to study 
whether they possess different characteristics, how they use their networks, if their social 
competence differs, and how they use their social competence.   

The results of this study also indicate that a person’s social competence might influence the 
creation of social capital, but more research could be conducted to explore this relation further to, 
for example, examine how entrepreneurs and entrepreneuses use their social competence when 
networking, how the social capital might influence the development or improvement of their social 
competence.  

In addition, this study indicated that there is some relation between the BSRI and social 
competence; however, more research should focus on exploring this. Topics of interest is, for 
example, whether the psychological gender, i.e. the masculinity and femininity dimensions, is most 
appropriate to use when studying social competence or if all three dimensions of the BSRI should be 
included, as discussed in the section 6.5.1 Summarizing thoughts about psychological gender. The 
next chapter covers the quality of these empirical findings and conclusions identified in this study by 
discussing the transferability and credibility in the results.   
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88..  QQUUAALLIITTYY  CCRRIITTEERRIIAA  

In this chapter we discuss the quality and trustworthiness of the present study and its findings based on a number of 
quality criteria. The first section discusses whether the results from this study can be transferred to other contexts or 
research fields. Second, the credibility of the study and its findings is discussed.   

8.1. Transferability 

This criterion relates to generalization and refers to, as the name suggest, whether the findings of 
study can be transferred to other contexts or areas. (Johansson Lindfors 1993) Stenbacka (2001) state 
that analytical generalization is a truth criterion applicable in qualitative research, which means that 
the understanding of a phenomena can be transferred to other contexts, rather than the empirical 
findings in itself. In other words, general understandings about a phenomena can be transferred, but 
not necessarily more specific results concerning the particular sample, since qualitative research 
emphasize that social phenomenon are contextually bound (Bryman and Bell 2007:402). This is also 
an epistemological issue and a result of the fact that this study applies the epistemological position 
interpretivism, which, as discussed in section 2.1 Epistemology and Ontology, views social 
phenomena as contextually bound (Barbosa da Silva and Wahlberg 1994:59; Widerberg 2002:26).  

In this case, this means that the general results of this study related to the scope of the thesis 
can be transferred to other contexts, but not necessarily more specific results. For example, this 
means that the results of this study showing that entrepreneurs and entrepreneuses seem to utilize 
different types of social capital in the stages of the start-up phase may be transferred to other 
contexts within entrepreneurship research, whereas more specific data concerning what types of 
social capital they have utilized are less transferable.  

8.2. Credibility 

The credibility criterion is closely related to the quantitative criterion validity and refers to whether 
the results depict (Bryman and Bell 2007:411; Johansson Lindfors 1993) The empirical findings from 
this study confirms Davidsson’s and Honig’s (2003) arguments that entrepreneurship research 
focusing on the early stages of the entrepreneurial should try to avoid applying research samples 
consisting of already established businesses. One of the sample criteria for this study was that the 
companies should not be more than three years old. However, some of the respondents with 
companies between two and three years old pointed out that they found it difficult to remember 
whom they had contact with or received help from in the beginning, i.e. to draw the network figures 
for the different stages of the start-up phase. Hence, this indicates that when conducting research 
related to the start-up phase of new ventures the researcher should aim at applying research samples 
containing as young companies as possible or nascent entrepreneurs in order to ensure high 
reliability in the results. This is also consistent with Stenbacka (2001) who states that validity in 
qualitative research, i.e. credibility in the results, can be achieved by studying those people who are 
“part of the problem area”.  

The questionnaire and the BSRI have in several instances in this study been used to support 
the empirical findings from the interviews; for example regarding the entrepreneurs’ and 
entrepreneuses’ perceptions of social competence. This is referred to as triangulation and means that 
different empirical data have been collected from different sources or with different methods 
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(Johansson Lindfors 1993). Thus, this indicates that the results of study are more credible if several 
sources or types of data indicate the same thing. 

The aim with the descriptions of the research methods applied in this study and how it was 
conducted was to make it the entire research process more visible for the reader, i.e. to make it 
visible where the results originates from and how the results have been identified, all the way from 
the epistemological considerations and theory to data processing and analysis. This also influences 
the credibility of the study by ensuring that the research methods are applied in a correct manner and 
that the techniques and procedures are carefully and systematically explained to the reader (Bryman 
and Bell 2007:411; Johansson Lindfors 1993; Patel and Tebelius 1987:81; Stenbacka 2001). Hence, 
through descriptions of the methodological process applied in the study makes it more visible for the 
reader where the findings originate. For example, the process of designing the questionnaire and the 
BSRI items have been described thoroughly by including the table in Appendix 2, which show how 
these items were translated into Swedish and related to social competence.  

8.3. Intersubjectivity 

Finding from qualitative research is often based on interpretations, which indicates that there is a risk 
of subjectivity in the results and that the results are not trustworthy or accurate. This might also 
influence the quality of the results and intersubjectivity is the criterion covering this quality aspect. 
The intersubjectivity refers to whether the interpretations and results made in the study is accepted 
by others, including participant and others taking part of the results (Bryman and Bell 2007:414; 
Johansson Lindfors 1993; Patel and Tebelius 1987:80). One way of doing this is to let the 
respondents take part of the empirical material gathered during the interview (Johansson Lindfors 
1993; Patel and Tebelius 1987:80). This method was, however, not applied in this since the empirical 
data consisted of mainly of perceptions rather than facts, which could lead to respondents changing 
their statement once they saw the data. Stenbacka (2001) argues that another way of ensuring a 
satisfying level of intersubjectivity is to describe the research process thoroughly, which enables the 
reader to evaluate how the data has been process and, thereby, the quality of the results. The 
descriptions of the methodological issues in this study was, as discussed in the previous section,  
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AAPPPPEENNDDIICCEESS  

Appendix 1 -  Dimensions of Social Effectiveness Concepts 

The table shows operationalizations of different social effectiveness concepts that have been 
previously used to study social effectiveness in different social science fields.   

Table A.1 Social effectiveness concepts and dimensions used in previous research. 

Concept Dimensions Author 

Communication 
competence 

Encoding ability 
Decoding ability 
Maintaining communication 
Maintaining user relationship 

Scudder and Guinan (1989) 

 Empathy 
Listening 
Self-disclosure 
Social anxiety  
Versatility 

Snavely and Walters (1983 cited 
in Jablin and Sias 2001:822) 

Emotional 
intelligence 

Self-awareness 
Self-control 
Motivation 
Empathy 
Social ability 

Goleman (1998:37) 

Political skill Social astuteness (SA) 
Interpersonal influence (II) 
Networking ability (NA) 
Apparent sincerity (AS) 

Ferris et al. (2005; 2007) 

Social 
competence 

Social perception 
Impression management 
Persuasiveness 
Social adaptability 
Expressiveness 
Emotional intelligence (EI) 

Baron and Markman (2003) 

 

 Ability to communicate 
Ability to cooperate 
Conflict management 
Empathy 
Loyalty 
Honesty 
Ability to inspire others 
Ability to solve problems 
Ability to cope with changes 
Emotional intelligence 
Ethics 
Outlook on people 

Herlitz (2001) 
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Social 
competence 
(cont.)  
 

Persuasiveness 
Self-efficacy 
Social adaptability  
Emotional expressiveness  

Hoehn-Weiss et al. (2004) 

 Extraversion 
Warmth 
Social influence 
Social insight 
Social openness 
Social Appropriateness 
Social Maladjustment 

Schneider, Ackerman, and 
Kanfer (1996) 

Social intelligence Social interest 
Social self-efficacy 
Empathy skills 
Social skills 

Marlowe (1986) 

Social skill Emotional expressivity (EE) 
Emotional sensitivity (ES)  
Emotional control (EC) 
Social expressivity (SE) 
Social sensitivity (SS) 
Social control (SC) 
Social manipulation (SM) 

Riggio (1986) 

 Social perception 
Impression management 
Social adaptability 
Persuasion and social influence 

Baron and Markman (2000) 
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Appendix 2 -  BSRI Items 

The table below show all the items used in the Bem Sex Role Inventory (BSRI) and the translation of 
these items that were used in the questionnaire given to the respondents in this study. If an item 
corresponds with any of the social competence dimensions applied in this study it is mentioned in 
the last column of the table. 

Table A.2 BSRI items, translations, and relation to social competence 

 
Item  

(Bem 1974) 
Swedish translation Scale

Corresponding 
social competence 

dimension(s) 

1 Self-reliant Självsäker M II,  
2 Yielding Foglig F (Agreeableness) 
3 Helpful Hjälpsam N (Agreeableness) 
4 Defends own beliefs Står upp för egna åsikter M  
5 Cheerful Glad, bekymmerslös F  
6 Moody Lynnig, vresig N  
7 Independent Självständig M  
8 Shy Blyg F Agreeableness 
9 Conscientious Noggrann och pålitlig N  
10 Athletic Atletisk M  
11 Affectionate Tillgiven F Agreeableness  
12 Theatrical Teatralisk  N  
13 Assertive Bestämd M SM 
14 Flatterable Svag för komplimanger F  
15 Happy Glad N  
16 Strong personality Stark personlighet M High score is negative  
17 Loyal Lojal  F AS 
18 Unpredictable Oförutsägbar N  
19 Forceful Kraftfull M  
20 Feminine Feminin F  
21 Reliable Pålitlig N AS  
22 Analytical Analytisk M  
23 Sympathetic Sympatisk F  
24 Jealous Avundsjuk N  
25 Has leadership abilities Har ledarskapsegenskaper M II  

26 
Sensitive to the needs of 
others 

Lyhörd för andras behov. 
Empatisk F SA 

27 Truthful Uppriktig N AS 
28 Willing to take risks Villig att ta risker M  
29 Understanding Förstående F SA 

30 Secretive Hemlighetsfull N  
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 Item 
(Bem 1974) 

Translation into Swedish Scale Corresponding 
social competence 

31 Makes decisions easily Har lätt för att fatta beslut M  

32 Compassionate Godhjärtad F SA 
33 Sincere Uppriktig N AS 

34 Self-sufficient Självförsörjande M  

35 
Eager to soothe hurt 
feelings 

Angelägen om att alla ska 
må bra F Agreeableness 

36 Conceited  Egenkär, självcentrerad N  

37 Dominant Dominant M  

38 Soft spoken Lågmäld F  

39 Likable Omtyckt N  
40 Masculine Maskulin M  

41 Warm Varm F  

42 Solemn Allvarlig N  

43 Willing to take a stand Inte rädd för att säga sig 
åsikt M  

44 Tender Öm, omtänksam F SA, II 

45 Friendly Vänlig N Agreeableness 

46 Aggressive Aggressiv M  
47 Gullible Godtrogen F  

48 Inefficient Ineffektiv N  

49 Act as a leader Tar ofta på sig ledarrollen M  

50 Childlike Naiv F  

51 Adaptable Flexibel N II 

52 Individualistic Individualistisk  M  

53 
Does not use harsh 
language Använder inte grovt språk F  

54 Unsystematic Osystematisk N  

55 Competitive Tävlingsinriktad M  

56 Loves children Tycker om barn F  

57 Tactful Finkänslig, hänsynsfull N II,  

58 Ambitious Ambitiös M  

59 Gentle Välvillig F Agreeableness 
60 Conventional Traditionell N  
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Appendix 3 -  Research Sample  

Information about the respondents, their companies as well as the date, length, and location of all 
interviews is summarized in Table A.3 below.  

Table A.3 Information about respondents and interviews 

Respondent Company Date Length Industry Location 

Josefin 
Bergenlind 

Dog Days 2008-02-27 60 min Consulting, 
branding 

Uminova Innovation, 
Umeå 

Liselotte Rehn Rehabiliteringskonsult 2008-03-10 60 min Consulting, 
rehabilitation 

B.I.C Factory, Umeå 

Marika 
Hjerpensköld 

Optimitas 
Hälsorevision 

2008-03-11 50 min Consulting, B.I.C Factory, Umeå 

Linda 
Nederberg 

DoYourVision 2008-03-13 50 min Coach  B.I.C Factory, Umeå 

Lillemor 
Landell 

Lillis’ Smakeri 2008-03-27 80 min Wine tasting & 
delicacy shop 

Lillis’ Smakeri, 
Söderhamn 

Tove Stenqvist STEDIN Design 2008-03-27 75 min Children’s clothes Stedin Design, 
Söderhamn 

Margaretha 
Wedin 

Wedin o Hugg 2008-03-27 85 min Consulting, 
organisation  

Café Krokanen, 
Bollnäs 

Eva Hugg Wedin o Hugg 2008-03-27 85 min Consulting, 
organisation 

Café Krokanen, 
Bollnäs 

Daniel 
Lindgren 

Tidningar & Sånt 2008-03-10 45 min Media B.I.C Factory, Umeå 

Mattias 
Persson Suorra 

Svensk 
Trädgårdsdesign 

2008-03-12 50 min Gardening B.I.C Factory, Umeå 

Gustav Nord Aptum Utbildning & 
Konsult 

2008-03-12 45 min Consulting, fire 
security 

B.I.C Factory, Umeå 

Victor 
Hillebjörk 

Glad Reklam 2008-03-13 55 min Consulting, 
Marketing 

B.I.C Factory, Umeå 

Tomas 
Danielsson  

Elegir, Rekrytering & 
Utveckling 

2008-03-18 50 min Consulting, 
recruitment  

B.I.C Factory, Umeå 

Jonas Forsberg Red Q  2008-03-18 60 min Textile 
production 

Umeå University, 
Umeå 
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Appendix 4 -  Letter to the Respondents 

 
Hello X, 

 
My name is Sofie Blad and I study at Umeå School of Business at Umeå University. During this 
semester I am about to complete my studies by writing my master thesis, which focuses on the 
importance of factors such as social competence and social capital (which refers to the value of a 
person’s network and the resources he or she gain access to through their network).  

The purpose of the study is to examine what role entrepreneurs perceive social capital and 
social competence to have in the process of starting a new venture. Therefore, I am interested in 
interviewing entrepreneurs who recently started their own company in order to find out how they 
perceived this process. That is why I contacted you and I am thankful that you want to participate in 
my study. 

During the interview we will discuss how and why you choose to start your company and 
which persons in your surrounding that have been important and have helped you in this process. 
The interview will also focus on what social competence is and whether you have any experiences of 
social competence contributing in any form during start-up process. These topics will involve 
questions such as; 

 
• How did you come up with this business idea? 
• Why did you decide to exploit this idea and start up a company? 
• Which persons contributed and helped you to discover this idea and decide to start a company?  
• What relationship do you have to these persons? 
• Why were these persons important for you and your company? 
• Have you faced any challenges or resistance from others during the start-up process? 
• How did you handle that? What did you do? 
• Describe somebody that you think are socially competent. 
• What does it mean to be socially competent? 
• How do you think entrepreneurs can benefit from their social competence in the start-up 

process of a new venture?  
 

If you have any questions regarding these topics or anything else do not hesitate to contact me via 
phone (070-xx xx xxx) or email (xx@hotmail.com). Otherwise we will see each other when the 
interview will take place, on the (DAY & TIME) at (LOCATION). Thank you on beforehand! 
 
Kind regards, 
Sofie Blad  
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Appendix 5 -  Interview Guide 

The following interview guide was used in all interviews conducted to make sure all areas of interest 
were covered in the interviews and was not handed out to the respondents before or during the 
interviews. 

• Can you describe what you and your company do? 
• When was the company founded? 
• Is this the first business you have had? 

Social capital 

Discovery 
• How did you discover this business idea? 
• Can you draw the network of up to 5 people that were important for you when discovering this idea? 

People who contributed and helped you to discover this idea.  
• Who are they and how do you know them? 
• Why were they important, why do mention them? 
• How did they contribute?  

Decision to exploit 
• Why did you decide or what made you decide to start up your own company? 
• Can you draw the network of up to 5 people that were important for you when deciding to take the idea 

one step further?  
• Who are they and how do you know them? 
• Why were they important, why do mention them? 
• How did they contribute?  

Resource acquisition 
• What did you do after you had made that decision? How did you collect all the material, information, 

funding etc needed to start up your business? 
• Can you draw the network of up to 5 people that were important for you in this phase? people through 

whom you gained access to all resources needed?  
• Who are they and how do you know them? 
• Why were they important, why do mention them? 
• How did they contribute? 

• Have you ever experienced any critics from other people during this process or felt that people have been 
against your business idea? 

• From whom?  
• How did you handle that, what did you do? 
• Do you have anything to add to this discussion? 

Social competence 
• What is social competence, what does it mean to be socially competent in your opinion?  
• So, can you list a number of traits or characteristics that socially competent people possess? 
• Do you possess these characteristics?  
• Is it important to be socially competent? Is it important for entrepreneurs? 
• Why is it important and can it help or contribute? 
• When is it useful or beneficial for an entrepreneur to be socially competent? 
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Social astuteness 
• It is important to be able to accurately perceive and decode other persons. Is that an ability you possess?  
• Are you a good listener?  
• Do you find it easy to understand others’ situation and how they feel? 
• Is this ability important for entrepreneurs? Has this ability helped you in any way in the start-up process? 

Interpersonal influence 
• Do you find it easy to communicate with others, get along with them, and get them to like you? 
• Are you good at adapting to different social situations?  
• Do you consciously think about how others might perceive you and do you intentionally adapt your 

behaviour to different situations? For example what you say, how you say it, and your body language?  
• Are you an expressive or reserved person concerning your body language? 
• Is this ability important for entrepreneurs? Has this ability helped you in any way in the start-up process? 

Networking ability 
• Do you find it easy to make contact to new people, for example to start and continue a conversation with 

somebody you don’t know from before? 
• Are you more of an active or passive networker? Do you contact people with the intention that they 

might be useful for your business? 
• Were you actively networking before you started your company? 
• Is this ability important for entrepreneurs? Has this ability helped you in any way in the start-up process? 

Apparent sincerity 
• What should you do to be perceived as reliable and trustworthy as an (young) entrepreneur with a newly 

started company? 
• Do you think people in you surrounding perceive you as genuine, reliable and trustworthy?  
• Is it something you usually think about? Do you consciously think about being perceived as reliable and 

trustworthy? 
• Is this important for entrepreneurs? Has this ability helped you in any way in the start-up process? 

Social manipulation 
• Are you good at convincing people? 
• Are you good at negotiating? 
• How far is it allowed to go in order to convince somebody, for example to make a deal? 
• How far is it allowed to go in a negotiation regarding bending the truth and affecting the other party.  
• Is this ability important for entrepreneurs? Has this ability helped you in any way in the start-up process? 
 
• So, do you think that you are a socially competent person?  
• Do you have anything you would like to add to the discussion about social competence? 
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Appendix 6 -  Questionnaire 

Name:___________________________________________________  
Year of birth: _____________________________________________  
Sex: Male  Female 
Company name: ___________________________________________  

Answer the following questions by stating how well these statements describe you on a scale from 1 (Very 
bad) to 7 (Very well).  

How well do these statements describe you as a person? 
 
 

  

1 - I often have strong confidence in myself.  

2 - I often give after for others’ opinions and suggestions in 
different social situations.  

3 - I often stand by and am helpful if others in my surrounding 
need help.  

4 - I always stand up for my opinions, even if I am the only one 
who thinks so.  

5 - I often have a cheerful and carefree appearance in my 
interactions with others.  

6 - I often have bad patients and easily get in a bad mood. 

7 - I am very independent and have no problem working alone.  

8 - I am very shy and find it difficult to make contact with new 
people. 

9 - I am very thorough and conscientious in my work. 

10 - It is important for me to do sports and exercise.  

  

11 - I am often affectionate towards those in my surrounding.  

12 - I often have a dramatic appearance when I talk to others in my 
surrounding. 

13 - I can often be perceived as assertive and confident.  

14 - I easily get affected by others’ flatter and compliments. 

15 - I am often happy and in a good mood.  

16 - I like be in the centre of attention  
Jag gillar att stå i centrum och få mycket uppmärksamhet.   

17 - I am very loyal towards those in my surrounding.  

18 - I am often impulsive and hard to predict.  

19 - When I discuss with others in my surrounding I tend to 
present my arguments in a forceful matter.  

20 - It is very important that people in my surrounding are 
comfortable together and feel good.  

  Very To some Fairly Very Don’t 
  bad extent good well know 

1 2 3 4  5  6  7  (0)

         

         
                

         
                

         
                

         
                

         

         

         
                

         

         

 Very To some Fairly Very Don’t 
  bad extent good well know 

1 2 3 4  5  6  7  (0)

         

         
      
         

         

         

         

         

         

         
      
         
      

How well do these statements describe you as a person?

Nr: 
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How well do these statements describe you as a person? 

 
 
  

21 - I am reliable and keep my promises.   

22 - I am very analytical. 

23 - I can easily understand others’ situation and how they are 
feeling.  

24 - I easily get jealous of others in my surrounding.  

25 - I see myself as a very good leader. 

26 - I am always very sensitive to how others in my surrounding 
feel.   

27 - I always stick to the truth even if it is not the most beneficial 
option for me.  

28 - Risks and uncertainty does not scare me.  

29 - I find it easy to understand others’ opinions and feelings.  

30 - I find it hard to tell others what I think and feel and often 
keep it to myself.  

 

31 - I find it easy to make decisions. 

32 - The relationships to others in my surrounding are 
characterized by me being compassionate and tender. 

33 - I am always forthright and honest towards others.  

34 - To be self-sufficient is very important for me.  

35 - I am very caring and eager that everybody in my surrounding 
is doing well.  

36 - I always prioritize myself and my needs before others’. 

37 - I am often the dominant actor in relations to others in my 
surrounding.  

38 - I am soft spoken and rarely raise my voice or tone when I talk 
to others. 

39 - I find it easy to become well-liked by others. 

40 - I am very goal and result oriented  

  
 
 

 Very To some Fairly Very Don’t 
  bad extent good well know 

1 2 3 4  5  6  7  (0)

         

         

         
      
         

         

         
      
         
      
         

         

         
                

 

 

 Very To some Fairly Very Don’t 
  bad extent good well know 

1 2 3 4  5  6  7  (0)

         

         
      
         

         

         
      
         

         
      
         
      
         

         
 
 
 

How well do these statements describe you as a person?
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How well do these statements describe you as a person?
 
 
  

41 - I often have a warm appearance when I interact with others in 
my surrounding. 

42 - I often have a solemn appearance when I interact with others 
in my surrounding. 

43 - I am not afraid of telling others what I think and feel.  

44 - I am very tender towards those in my surrounding. 

45 - I am often open and friendly towards those in my 
surrounding.  

46 - I can be rather forward and aggressive in social contexts. 

47 - I am very gullible and always think the best about others.  

48 - I am often unstructured and inefficient in my work.  

49 - I often take on the role of a leader where I need to work in a 
group. 

50 - I am often simple and naïve in my interactions with others.  

 

51 - I find it easy to adapt to different social situations and 
conditions.  

52 - I rather work by myself than in a group. 

53 - I very rarely use harsh language. 

54 - I am often unorganised and unsystematic in my work. 

55 - I am often competitive. 

56 - I like children. 

57 - I am often sensitive and tactful towards others in my 
surrounding.  

58 - I am very ambitious.  

59 - I put others’ well-being before my own. 

60 - I am traditional and conservative.  

 

 Very To some Fairly Very Don’t 
  bad extent good well know 

1 2 3 4  5  6  7  (0)

         
      
         
      
         

         

         
      
         

         

         

         
      
         

 
 

 Very To some Fairly Very Don’t 
  bad extent good well know 

1 2 3 4  5  6  7  (0)

         
      
         

         

         

         

         

         
      
         

         

         
 
 

 
 
Thank you for participating! 
 
 

How well do these statements describe you as a person?
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Appendix 7 -  Network Figures 

The following section contains the network figures representing the network relationships that 
the entrepreneurs and entrepreneuses pointed out as important ties in the different stages of the 
start-up phase. The numbers refers to what type of relationship the respondent has to that 
network tie and the numbers represent the different types of relations used in Figure 3.2, where 
1 = Family, 2 = Friends, 3 = Colleagues, 4 = Business acquaintances, 5 = Other non-personal 
acquaintances. The positions of respondents’ network figures are consistent, meaning, for 
example, that the first network figure under each stage for the entrepreneuses belong to the same 
respondent. Some of the respondents started their companies together with a partner, whose are 
indicated by the grey box and the broken lines represent the relations that exist between different 
network ties, i.e. secondary relations.  
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Entrepreneurs, Stage 3 

 

 
 

Entrepreneuses, Stage 3 
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Entrepreneurs, Stage 4 

 

 
 

Entrepreneuses, Stage 4 
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Appendix 8 -  Data from the Questionnaires 

Table A.4 below summarizes the results from the questionnaire and shows the entrepreneurs’ and 
entrepreneuses’ means for item in the questionnaire.  

 
 
 

Table A.1 Results from the questionnaire 
Mean Mean 

Item Male Female Total Item Male Female Total

Self-reliant (M) 6.17 5.75 5.93 Makes decisions easily (M) 6.00 4.62 5.21 
Yielding (F) 4.17 2.62 3.29 Compassionate (F) 5.50 5.38 5.43 
Helpful (N) 5.67 6.25 6.00 Sincere (N) 6.00 5.75 5.86 
Defends own beliefs (M) 5.83 5.12 5.43 Self-sufficient (M) 5.50 4.88 5.14 
Cheerful (F) 6.67 5.50 6.00 Eager to soothe hurt feelings (F) 5.67 4.62 5.07 
Moody (N) 2.50 2.25 2.36 Conceited (N) 2.83 2.50 2.64 
Independent (M) 4.50 5.25 4.93 Dominant (M) 5.00 3.12 3.93 
Shy (F) 1.00 1.62 1.36 Soft spoken (F) 2.50 3.12 2.86 
Conscientious (N) 5.33 4.38 4.79 Likable (N) 5.67 5.62 5.64 
Athletic (M) 5.33 5.25 5.29 Masculine (M) 5.50 5.62 5.57 
Affectionate (F) 4.83 4.50 4.64 Warm (F) 5.17 5.62 5.43 
Theatrical (N) 4.17 3.88 4.00 Solemn (N) 3.33 3.38 3.36 
Assertive (M) 4.67 4.62 4.64 Willing to take a stand (M) 5.50 5.50 5.50 
Flatterable (F) 4.00 4.25 4.14 Tender (F) 5.50 5.38 5.43 
Happy (N) 6.17 5.12 5.57 Friendly (N) 5.67 5.88 5.79 
Strong personality (M) 5.83 4.50 5.07 Aggressive (M) 2.50 1.12 1.71 
Loyal (F) 6.00 5.88 5.93 Gullible (F) 4.17 4.12 4.14 
Unpredictable (N) 3.83 3.25 3.50 Inefficient (N) 4.17 2.25 3.07 
Forceful (M) 5.17 4.62 4.86 Act as a leader (M) 5.83 4.75 5.21 
Feminine (F) 6.33 6.00 6.14 Childlike (F) 2.00 1.50 1.71 
Reliable (N) 6.33 6.50 6.43 Adaptable (N) 6.50 5.88 6.14 
Analytical (M) 4.67 6.25 5.57 Individualistic (M) 3.17 3.12 3.14 
Sympathetic (F) 5.17 6.62 6.00 Does not use harsh language (F) 5.50 4.88 5.14 
Jealous (N) 2.00 2.25 2.14 Unsystematic (N) 3.83 2.38 3.00 
Has leadership abilities (M) 5.50 5.00 5.21 Competitive (M) 6.00 5.25 5.57 
Sensitive to the needs of others 
(F) 5.17 5.50 5.36 Loves children (F) 5.67 6.38 6.07 

Truthful (N) 5.33 5.25 5.29 Tactful (N) 5.00 6.38 5.79 
Willing to take risk (M) 5.67 5.50 5.57 Ambitious (M) 6.00 5.88 5.93 
Understanding (F) 4.67 6.25 5.57 Gentle (F) 4.33 4.12 4.21 
Secretive (N) 2.67 1.87 2.21 Conventional (N) 2.00 1.75 1.86 




