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The local embeddedness of lifestyle entrepreneur :

an exploratory study

There is a considerable body of research examiriog strategic
behaviours of entrepreneurs differ according tartpemary goals. The
more common distinction is between economic andewmmomic goals
(Cooper and Artz, 1995). While economically motedtentrepreneurs
have been well studied in entrepreneurship liteeatbecause of their
impact on regional economic development, non-ecaoceliy motivated

entrepreneurs have received less attention.

Non-economic goals can be diverse: creation ohlrsdwn job, desire for
independence or desire for stability... Among thesalgywe can notice
some lifestyle orientations: for example, to live & resort area, to
combine hobbies with job, to work at home and spemde time with
family... Indeed, many entrepreneurs set up busesesprimarily to
generate lifestyle benefits while economic gain aers secondary. While
entrepreneurship as a way of life and not only asato earn income is a
growing phenomenon in developed countries (Henyi2k®2), “lifestyle
entrepreneurs” have received little more than scaattention in
entrepreneurship literature (Buttner and Moore, 7198teljevic and
Doorne 2000, Burns, 2001, Henderson 2002, Johani2803, Tregear
2005, Marcketti, 2006).

In this context, we propose to examine if the lmratchosen for the
lifestyle-entrepreneurs’ self-satisfaction is anpaogunity for or an
obstacle to their business success. Toward thdéidra framework of
embeddedness, the purpose of the current studyo i€ohduct an
exploratory examination of lifestyle entrepreneehaéviours in order to
identify if the locations chosen comply with lo@hbeddedness theory or
if they have a specific relationship with territagncept.

The paper is organized as follows. In the nextiseave define the two
key concepts (lifestyle entrepreneurship and lerabeddedness) of the
paper. Then, the chosen methodology, the casesedtamd the main
results extrapolated from data collected are ptesderin the following
section, we propose an explanation of the phenomaeofo lifestyle
entrepreneurship through the social trend of hypelemity. Finally, we
offer some conclusions regarding the consequenceslifestyle
entrepreneurs’ behaviours on local development axamine further
research perspectives.



1 Conceptual framework

1.1. Lifestyle entrepreneurship

As said by Poutziouris (2003) “the values, attimidend motives of
entrepreneurs shape the strategic goal settingevah orientation of the
business”. Considering that individual charactergsigenerate different
strategic behaviours of entrepreneurs (Bird, 1988¢ can observe
different approaches. Even if the study of entrepoeship came very late
within management research we can notice numenah®s who worked
on this subject and proposed typologies. In 19&8orth and Curran
proposed three categories of entrepreneurs onduichvis categorized by
the desire for personal satisfaction. They idegdifihe “classical” who is
interested by economic gains, the “manager” whdkdotor managing
growth and the “artisan” who is oriented towardsspeal satisfaction.
Several years later, Filley and Aldag (1978) preddtheir own
categorization with the “promoter” (seeks achievetmand pursues
market niche), the “professional manager” (desresuipervise growth)
and the “craft” (seeks comfort, prioritizes indegence). It should be
underlined that personal satisfaction and the rieedchievement Werj
not yet central to profile differentiation. In 1996ooper and Artz wer
among pioneers using the word “lifestyle” when théyentified
differences between the “artisan/craftsman” wholiéestyle oriented and|
"non growth oriented”.

Because of the recent emergence of this phenometedimitions and
categorizations of the last decade better emphasiee lifestyle
characteristic of entrepreneurs.

Definition

Here after, we propose a brief literature reviewspnting the centrai
definitions used for lifestyle entrepreneurs.

| Table 1 — Definition of lifestyle entrepreneurs |

Authors Definition Characteristics
Buttner & Moore 1997 They consider the neweed achievement before
creation venture more as a lifeeconomic gain
strategy than as a career |ifife project
order to achieve “self
fulfillment”

Ateljevic & Doorne 2000 “Lifestyle, non economiclife strategy

motives” non growth oriented
Burns 2001 “Lifestyle firms are businessedlerge job and passion
set up primarily to undertakg Collect the adequate income fto
an activity the owner managersustain his/her lifestyle

3



enjoys or to achieve a level ofproject.
activity that provides adequate

income”

Henricks 2002

They are individuals (menseek achievement before

women) who seek enjoymen
in their life more than the
pursuit of money. They
implement their businesses

places they like in order tp Merge job and passion
manage their private (share

time with family) and
professional time and to merg
job and hobbies.

teconomic gain

location regarding the
facilities for their family and
ntheir quality of life.

e

Henderson 2002

Lifestyle entrepreneurs pedequate  or
looking for “independence andincome
control”, they sometimes$ seek achievement through

“sacrifice their growth for|
lifestyle choices”.

respectable

his/her own career
shared time with family and
friends

independence

Johanisson 2004

“existential beings  witlseek
irrational personal needs, sucheconomic gain
as self-realisation angd new behaviours : organizatio
enjoying life, opens up fof and location

new images of

entrepreneurship with respect
d

to for example organising an
location.”

achievement  before

=]

Tregear 2005

Personal
objectives, non growth
oriented

achievemerRersonal satisfaction

Non growth oriented

Marcketti 2006

“individuals who own angdMerge job and passion
operated businesses closely

aligned with their persong
values, interest and passions

In our study we follow the Johanisson (2004) viswho distinguished
among classical, lifestyle, family business andtnmships. He defined
lifestyle entrepreneurs as “existential beings withational personal
needs, such as self-realisation and enjoying difens up for new images
of entrepreneurship with respect to for exampleaniging and location.”
He differentiates between the classical and lifesgntrepreneurship by
the degree of calculative (economic) and sociaistertial) commitment
of the individual. This definition highlights thenportance of existential
achievement over economic gain among the lifesitgrepreneur’s
objective. Furthermore, this quotation introduckee totion of business
location which directly concerns our research tothe relation between
entrepreneurs and environment (or locality, loggtio



Balance between economic gain and self fulfilment

People perceive quality of life and the importamméefinancial benefit
procured differently (MC Gregor 1998). This ofteepeénds on one’s
personal goals. At the same time, lifestyle origota can generate
sufficient financial return for some individuals @istrive to balance
between income acquired and the quality of lifei@atd. They may not
want to become the new Microsoft or Coca cola dnaee a Rolls Royce
(Treagear, 2005), but instead they seek a particldgree of satisfaction
and quality of life.

Even if the pursuit of a heightened quality of lilmpromises
profitability (for example, some geographic arean aastrict market
access), lifestyle orientation does not necesseggult in financial suicide
or developmental stagnation. New generations ofswmers offer
opportunities for these entrepreneurs and permitnighe” market
positioning. Tregear (2005) argughis point in the case of artisans whp,
he suggests, may possess a certain commercial tageanecause of their
lifestyle-orientation which provides , them with pegcialist marketing
cachet”. There is a growing segment of consumerdyréo pay a premium
for these attributes. A similar phenomenon, in dase of the tourism
industry, was observed by Ateljevic and Doorne (0The entrepreneurs
offering “real and authentic” experiences appeaséd identity oriented
consumers which assures them economic viability.

Location as aresidence choice

One of the main specificities of this category aitrepreneur is the
location they choose. The choice of location iselg linked to personal
motivations. It is above all a residence choicevaithg a quality of life
which overshadow traditional economic criteria. the priority of these
individuals is quality of life, they choose a remide location regardless of
the possibilities for employment. It is one of @agen to start businesses.
The lifestyle entrepreneurs do not seek out pdaictesources in their
implementation.

1.2. Local Embededdness

The theoretical basis of local embededdness framework

The area of establishment is often consideredhen literature, as the
privileged socio-economic environment of entrepugse Actually, they
often set up business where they live. They relgnujpcal information
and resources. They mobilize local networks andhinbtinances from
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local banks or venture capitalists. They deriveagdéor new products or
new sources of demand from the existing ones wittheir living
environment (Kalantaridis and Bika, 2006). In fattis framework is
based on the idea that the creation of small basewe is highly
constrained by geographical proximity (Torres, 2004

This view acknowledges that the territory is a seuof social capital
(Julien and Lachance, 2005). The local social ehfsta collective asset.
Traditionally, two types of social capital were idedd (Putman, 1995,
Callois and Smith, 2005): “bonding” social capitatiich is an indicator
of the community’s cohesion and “bridging” sociapdal, which is an
indicator of the community’s ability to connect amgo others. For
entrepreneurs, this local social capital is matgi@sin the form of
information and resources (material, human or feh which can be
potentially used.

The emergence of this local social capital is duehe combination of
geographical and organisational proximities (Toemed Gilly 2000).
Geographical proximity deals with the separatiospace and relations in
terms of distance where organizational proximitpased on two types of
logic: “adherence” logic (or institutional proximgjtbelonging to the same
space of relations as association, networks orscéuta “similarity” logic
(or cognitive proximity) is the fact for actors b quite similar, to have
the same reference space and share the same kgewdedknow-how.
This view acknowledges that the territory is therapriate space of
relations for the creation of a social capital usdbr entrepreneurs
because, even if it is not at the origin of thateractions, the geographical
proximity facilitates interactions of an organizetal nature.

Moreover, “local embeddedness” is identified as miechanism through
which entrepreneurs can mobilize local social ehpifctually “being
embedded within the social structure of the areavided the
entrepreneurs with intimate knowledge, contactyjrces of advice,
resources, information and support” (Jack and Aswler 2002: 481).
Three “orders” of local embeddedness can be idedtifthe first-order
concerns interfirm networking, the second-order fimen/institution
networking and the third-order the holistic netwogk (Johannisson and
ali 2002). Local embeddedness also confers an épreneurial social
capital” upon the entrepreneurs. This entrepreakgncial capital is an
individual asset which can be defined as “resouerebedded in a social
structure which are accessed/mobilised in purposoct®ns” (Lin, 2001),
in this case the new venture creation.



The limits of local embeddedness framework

Even if this conceptual framework has a sound #iemal and empirical
basis to explain some phenomenon as “internatsinglimilieu” (Torres,

2002), “innovator milieu” (Maillat, 1998) or cluste (Porter, 1998),
particular limits of this conceptual framework caronetheless be
identified.

First, this framework considers the implementatemea as the more
efficient source of social capital for entreprerseuopcated within.
However, some territories do not offer such coodsi for business
location even if certain ventures succeed. For gk@nfembeddeness in
the confined and remote context of a rural locadey stifle entrepreneurial
action if there are few or no external linkage” [@saridis and Bika,
2006: 111).

Secondly, local embeddedness can act as a constiaentrepreneurs. At
a certain level, there is an effect of overembeddss (Uzzi, 1997) which
can routinize particular behaviours and constramovative capabilities,
business expansion and information or resourceesac¢Jack and
Anderson 2002). Locally embedded entrepreneurs lbegapme “ossified
and out of step with the demands of its environmeltimately leading to
decline” (Uzzi, 1997: 59)

2. Exploratory study
2.1. Methodology

The investigation is based on an exploratory stuthestyle-entrepreneur
characteristics as well as motivations, businessigcand degree of local
embededdness were observed through four descrigaBses.

The sampling approach identified research subjeittsthe most relevant
and interesting properties for the given aims. Tgrenary selection
criterion was quality of live as the primary motiea for location choice.
All our cases are situated in South of France,rban (Calmes) or rural
areas (YL Brand, NH consult, RC Micro). They aresifoned on
different activity fields: craft-artisan (YL Brand)computer science
(Calmes), consulting (NH consult) or “industry”’(R@icro) but each job
concurrently serves as a personal passion (ofteobay before venture
creation).

Data collection involved in-depth interviews of appmately 1-2 hours
which were conducted following a semi-structuredscdssion and
explanation. Each interviewee was encouraged te givsummary of
his/her experience in venture creation: what weséhér motivations and
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primary goals, how he/she managed his/her prapest, his/her enterprise
works and in which networks (locals or non) shensbedded. Interviews
were tape recorded in their entirety and transdrifue analysis. These
testimonies were supplemented by additional dataces such as Internet
websites and newspaper articles. From this mateadbus regularities

were observed. (Miles and Hubermann 1994).

2.2. Cases description

YL Brand

M. YL worked for 10 years as cook on a boat. Heyveuch enjoyed
creative activities, and while cooking was a creabutlet for M. YL , his
greatest passion was above all Western Movies.

In 2003, M. YL created his own business produciraglitional western
saddles which were distributed throughout thelsofitFrance. The local
focus of his business was determined by severaébracFirst, he had a
baby and his precedent activity didn’t no longezamodated his role as
a father. “I had more and more difficulties to puyt with long travelling
and it's not adapted to a family life, to say tkadt with the conception |
had.” Secondly, he wanted to express himself bgtorg his own business
which would be based on his passion.

M. YL implemented his business in a rural area inithe south of France
(Herault). His choice was neither influenced by lib&al resources nor by
the potential customers in this region. In fact, ddl his raw materials
originated from the US and he served a global ntakiethe same time,
M. YL impacted the region when he created a hordag club and
became the sponsor of an association.

He was impassioned by western and creating objebtisoown hand. To
the question “why did you choose this activity”, dreswered: “by passion,
the western passion., | had it since | was a chiistarted by the pictures,
following by horses and now...” In addition to hidjdV. YL spent much
of his free time on activities such as drawing,npag, engraving and
metal engraving. Finally, he considers that thernmss he created is the
result of all of his activities: “the work leathé&s the synthesis or the
quintessence of all activities | practiced”. Thism clearly demonstrates
that YL acquired a very specific skill which is thendamental basis of his
activity.

OFSAD

M. Calmes began his career as an engineer in imteighational company
in Paris. He decided to move towards a smallecsira and worked as a
project manager. He said that he quickly understbatlentrepreneurship



was a development model he adhered to. He consiyoesated his first
project, then sold it to start a new project...

After a personal “success story”, he decided tp storking for a time and
to move from Paris to Montpellier with his famiRRecently he returned to
work for several reasons. First their economieseadesed and secondly he
wanted to regain his previous social status, budiienot want to lose his
current quality of life. M. Calmes “believes in tlgeographical virtual
company, virtual but real (...). | claim my atypidi#: the fact that | work
at home and my quality of life.” He said also thatv technologies and
related low costs permit this kind of development.

This entrepreneur combines the skills he develdpeuis previous jobs
and entrepreneurship projects in setting up his madeavours. He
explained that this structure and above all itsvagtresults from a life of
experience: “the current structure results from khewledge and skills
gained in my previous professional experience” ckmted a new concet
involving the invention of an electronic safe bax findividuals. This
concept is the result of technical capacities andnarket oriented
approach. In fact, his singularity results from guessibility to save what
you want and whatever the form of your documentedfebnic |
informational data or paper). At the beginning f project he was scared
of the customers (which are the Marketing Manadegroup as Bank,
Insurance...) do not believe in the viability andability of his company
as he works at home. Finally, he observed the apntieeling. These
managers visiting his office at home and his sgtiras impressed by his
way of life and adhered to the concept. It's theoprthat the society is
changing. He said that”it could not be possible/dérs ago”

NH Consult

After completing studies in Art History, NH begaerttareer working first
for an Art-Gallery and then for the Ontario Artsu®ail. Following these
experiences in 1989, she created a museum corgsfiftimwith associates
in Canada. She subsequently relocated to Frang@&dhan apartment in
Paris due to responsibilities she held with in &Qlocated in the city.
She then decided with her husband (a graphic degign move in 2002
to Gers, a small village in the south of Francepégin working as an
independent museologist. Her primary motivationscluded a

longstanding desire to live in the French countlgsand the fact that it
was now possible with new technologies to contihee business. An
additional incentive was the availability of addital time to dedicate
towards those projects she really loved.



Throughout her career, NH had been very active mfegsional
associations and while also lecturering on museurd wisual arts
management at the university. Given this extensxperience, NH
Consult offers specialized expertise in the fiefdcoltural planning and
management, with a specific focus on art museundasvasual arts. In
particular, she works on projects involving strateglanning, curatorial
assessment of functional programs, organizationfaitity development.
“The product | can offer is a kind of knowledges itiot something
material” NH considers herself to possess a particulae tgf global
competence. [“have a Canadian competitor, who also has inteorsl
skills, and there are other museologists in the WBAI neither work in
USA. Also it's not really a competitor. It's a r@alvery small world
Generally she works on 10 projects at the same. tifima in contact by
mail and sometimes by phone and | mp&esonal visits to be sure that all
is ok and to do researth

As when she worked with associates in the Candaman NH, now as an
independent museologist, continues to work primavilith Canadian

customers (at 90%): museums, art galleries ance statvices. The
remaining 10% are European customers, especiadligchrand German.
Most of her business is made through word of mastishe is extremely
well-known and because she is very active throughaoternational

professional associations linked to the visual. arts

In addition to this, she also tries to work fordbenuseum projects in
partnership with another Canadian consultant whenofvorks on French
projects - f try to be part of projects here in Gérg-urthermore, she is
member of a local Soho club which allows her to na@el exchange ideas
with other independents (also often newcomerskliinshe has a project
to create a gallery and artist accommodation in tiiage. “We are
seeking to work together with other local residerits example artists
and architects, to create an art-villageShe is ready to dedicate 50% of
her time to this project as well as employ addaicstaff.

RC Micro

RC has 25 years of experience working for a bigctebnic firm in a city
located in the south of France which included: wbdp management,
methods, product studies, electronic researchedupt management,...In
parallel, 10 years ago he began to establish artretec studies program
for a personal network of firms. Furthermore, sid@90 he has been
extremely interested in modelling, not as praatiiobut because his son
competed in this at an international level. In 1996 also created a
battery charger for his car which was marketed awld quite
successfully. In 2000, he decided with his wifebtoy an old farm in a



remote rural area in search of space and trartyuitiiorder to restore it
with the aim of working from homeWe wanted to change our life, after
the children left homé He then decided in 2004, after having hesitated
between others projects (bed and breakfast, pusabfas local jam fabric,
project in the field of renewable energy), to use gkills in the field of
electronics and to merge his passions with incosreeating activities.
As such, he decided to transform these two paraltivities in an
enterprise.”l stayed in the job | known but for my pleasure]lwto do
what | would like to dg

The first activity involved the creation and maraitae of an innovative
battery charger for RC's model planes. Marketing wanducted through
direct on-line sales to members of RC’s clubs, at®situated in France.
The second activity is the realisation of electcoproduct studies: it
consisted in making a technical study based onifsgons. He did not
want to conclude a partnership with his ex-employ&fy pleasure is
technique, not to read 50 pages befor®o he preferred working with
small firms who do not have such procedures. He3has 4 customers
situated in the town where he lived before he mapedsonal relations).
The first activity is for the moment funded by thecond activity because
the creation of a new battery charger is very lprgject, it took about two
years. This product will be on the top-of-the-rangich permits him to
rival Chinese competitorsWhen we achieved a certain level, there were
a lot of competitors who were not able to followt tAis level, the
competitors are 3 or 4 brantls

The location chosen does not offer inputs, suppliemarket or
technological opportunities for the electronic sectn order to cope with
these handicaps, he uses networks based on h@npkexperience. But
he really wants to conclude a partnership with tetbers electronic
companies of the region. He is also willing to pdevhis skills in the field
of electronics for renewable energy projects.

2.3. Results

Three common themes emerged from this data: a predoce of

lifestyle motivations, a new relation with terriyor{disembededdness
followed by local impact) and specific skills whicHacilitate

specialization. Table 2 shows our main results.

Lifestyle motivations

Due to our sampling criteria, the fact that theesasetup businesses
primarily to generate lifestyle benefit and onlysedarily for economic
gain is of course a logical result. But it seempantant to point out that
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lifestyle motivations for starting a business candxtremely varied. We
propose that the implications on strategic behayiand especially on
local embeddedness, depend on the central lifestglévations involved.
In particular, motivations for location choice seémplay an important
role and merit further examination.

A mixed embededdness

These cases appear to be integrated in a contaxistimot manifested in
territorial but functional terms. In fact, they che relatively disembedded
from the local but they are often reliant upon ithdustrial/market context
within which they operate. The areas of establigitntid not initially
present privileged socioeconomic environments. &#,wheir sources of
social capital exist elsewhere. They mobilize itdnyaccumulated capital
of networks and contacts, which is the result ogirthdistinct life
trajectories.

But even if local embeddedness is not at the orajirtheir business
success, the cases are extremely keen on thewtiastiand they create
their own local networks by implementing resourtleat did not exist
before. In fact, we observe that the success obtiseness cases is based
on a mixed embeddedness in several networks, wdrehin most cases
not local.

These similarities not only demonstrate speciflatr@ens to territory as a
result of lifestyle entrepreneurs questioning tiendard theory of the
local embededdness but also the emergence of mategt behaviours
based on specific skills.

Developing a singularity

These entrepreneurs possess and control very ispskiifs which result
both from their past experiences and their hobbi@eeating their
companies, they look for a combination of job amdbliies constructing
the lifestyle they desire. The specificity of thautivity positions them in
a niche market which permits them to work whereytheant and
consequently to have a particular relationshigértterritory.



Table 2 - Lifestyle motivations, mixed-embeddednesmd singularity: some evidence from our f our exmratory cases

Demographic profile, business, year established ardcation Lifestyle motivations Developing a singarity

Mixed-embeddedness

In a local context In a non-local context

Man, 40 years old
Traditional western saddler +
training + consulting for

Combination of drawing,
engraving, leather work and
western passion

To live with his family,
share time with his child,

Well known in the western
horse riding networks: western
horse riding enthusiast, leather-

work enthusiast, specialized

press and organization, horse
riding club members and
industrial saddler (for training
period)

Well-known in the computer
and communication networks

Well-known in the field of
museology, implicated in world
professional associations, she
works above all in Canada
(partnership, customers)

Well-known in the Grenoble
electronic sector and in the

YL Brand specialized reviews + sell of have a better quality of = Crear?é)ig OLET) horse
western products life, his own house and  unique know how of leather work 9
2003 combine hobbies and job (unique representing of cow boy
Hérault (rural area) mind in Europe at least.)
Man, 45 years old . . .
. ' . . Capacity to be market oriented in
Cre?ﬁg&g&;ﬁg:ﬁgg;ﬁ%ggx for Jgnt;gr:ggipﬁgc:m; an activity field were the actors are He only created the
Ofsad electronic Sources To have a high family most busTess oriented strucrtTL:(;cre]tfr:gm six
2006 quality life level , o
Montpellier (city) There’s no competitor nowadays.
Member of a local
Woman, 52 years old oo Very experimented, she developed club of Soho, she will
- To live in French
planning and management countrvside and to have & world competence as museum  to work for local
NH Consult expertise in visual arts 1y : consultant museums and project
more time for self interest — ;
2002 roiects = the creation of an art-
Gers (rural area) Proj Only 1 competitor in Canada gallery and artist
accommodation
25 years experimented in the field
Man, 50 years old of electronic combined with a . .
Creation, manufacture and sale of To live in countryside, passion for RC Car |c\:\c/;!1|| tglt\a,\clzct)rrcl)(nvi\gtgrﬁqs
RC Micro a battery charger + electronic work at home and =

combine hobbies and
skills

product studies
2004
Ardeche (rural area)

Only 3 or 4 brands can do such
high-quality charger (but with less
proximity with French RC club

milieu)
13

or to provide his skills
for renewable energy
projects

French RC model milieu (son
competitor)



This study allowed us to underline also a new aspieihie entrepreneurial
behaviours which can be explained by a new socetefact.

3. DISCUSSION

3.1.Lifestyle entrepreneurship: an impact of the new
societal trend of hypermodernity

These cases point out the behavioural changes difidoals and the
impact of these on the entrepreneurship scenestiléeentrepreneurship
seems to be very close to the condition of « hypeemity ». These new
societal artefacts can explain the growing phen@men lifestyle
entrepreneurs, their “success” and particularlyrtagypical relation with
territory.

Hypermodernity, defined by authors of differentaijilines (Asher 2005,
Lipovetsky 2004, Marchesnay 2006), can be consdles the continuity
of postmodernism. This societal trend implies dédfeé changes for
individuals: search for individuality, participatio in network

constellations, the end of spatial and temporatidrarand “singularity”

(the willing of individual to be unique).

From pre to hypermodernity

Consider how society entering into the hypermodgrinend relveals the
existence of other types of modernity before. Thoi (2004), in the
prelude of the Lipovetsky (2004)book on hypermodgymescribed it as
a modern revolution where we can underline thermeto traditional
values. But hypermodernity is a more complex cohc¢epore extended
and deeper than this definition.

Actually, even if authors are sometimes in disagwe® on the status of
hypermodernity, (Petit 2005, Lipovetsky 2004, Auki2d05) (continuum

or break of in the modernity scale), this phenonmeiscanother degree of
modernity implying societal changes and by infeeenthanges for

entrepreneurship as observed in our study.

First, we identified a “pre-modernity” charactedzéy a “harmonious
world” where businesses existed under a corporatisrm (artisans
group). Following, we abandoned the decline annedrixy Platon to the
scientist progress apology. During “modernity”, aiended to the birth
and the development of “reason” which brought aomboy to the
individual: it was the entrance of the “rationaldividual” (Kant).
Modernity gave birth to family businesses whosemudijectives were the
prosperity and durability of their organisatiomnig society



was based on the rational development of entitiegtwcorresponded to
the positivist era. Concretely, it was the congtamc of the capitalist
family businesses establishing the search for aptimprofit. This

businesses development resulted in huge orgamsatwhich, when

confronted with ageing entrepreneurs, rapid groemial the arrival of
competition, were delegated to managers. In thigest “post-modernity” |
appeared, at which point individual autonomies sdenbecome both
autonomy and dependence because of the develomh#drg mercantile
liberalism and technical development which produitedopposite effect.
Actually, instead of labour liberalisation we obast the creation of
bureaucracy and of the “enslavement” (Lipovetsk93)0of the worker.

Postmodernism generated the managerial society hichwemerged

organisational Theory (Ford, Taylor, Fayol) seekitlze optimum

management and a profitability logic in order tdamb the maximal return
on investments. During this period small businesgsa® not the trend and
the future seemed to belong to managerial firms.

If postmodernism was seeking hedonism and carpem,di¢he
“hypermodernity” is looking for security and theopegction in order to
face the future. Hypermodernity is to anticipateforesee because the
uncertainties are harrowing. These changes dondnntkat the modern
concepts don't exist anymore but there are othegrswia think about it.
Nowadays, the structuring organisation has disappeaesulting in
autonomy and more responsibilities for each. Thenrddficulty lies in
the construction of the individual who can be cdaestd as an atom
looking for: the links with others, self-accomplisént, establishing one’s
own values. Contrary to modernity, we are in athakt era. At the same
time, we observed the crisis of the managerialesysand we questioned
their difficulties. Are we attending to the “smalbeautiful” come back?

This evolution demonstrates that the individualatsthe heart of the
Hypermodern society which is generating changeoisumption (Asher,

2005), competition (D’aveni 1995) and managembfar¢hesnay 2006)
but above all in the relation between employeescmpanies, even the
conception of labour within and individual’s liféndividuals have to

satisfy both their search of equity and freedomcWwhs very complex and
sometimes paradoxical.

Definition and characteristics of the phenomenon

G.Lipovetski (2004) defined hypermodernity as: @aume of the past
(nostalgic), a seeking of identity constructione tBxamination of each
reference frame before adopted one (culture, oeligi), gratefulness
search, a mobile individual and the seeking of-&éfiiment. These

criteria are also highlighted by others authorsheXs(2005), presented a

« hypertext society » which results from sociak lifationalisation in
15



order to be embedded in the progress continuurm tiee emergence of
individualities who are looking for self-accomplisknt, differentiation by
uniqueness and the multi-adherence of individusgsurding their values.

These definitions present important characterisbéshypermodernity
which are also developed by authors. This trencigdas the appearance
of free electrons (Asher 2005), functioning viaentbnnections and
implying new behaviours such as: the singularitgrcle of consumers,
relational marketing development, home consumpaod competitive
cooperation. Based on these elements, we undénlioer study the main
criteria of hypermodernity observed in our casesf-falfilment, multi

adherence, individuality and hyper-opening (relaiownith space and

time).

Observed impacts

Table 3 — Hypermodernity impacts on strategic behawurs issued from our results

Hypermodernity

Entrepreneur

Entrepreneurial behaviours

Need achievement, sel
fulfilment, self-satisfaction

(Aubert 2005, Lipovetsky 2004)

-Hyperindividual motivations]
independence (Hendersq
2002), join job and passio
(Marcketti 2006, Johanisso
2004), manage his tim
(family, friend) (Henricks
2002), create his own value
(Henderson 2002).

Lifestyle entrepreneurs

5

b = =

n

Multi-adherence
(Asher 2005)

"Multi-cards"™:  Construction
of his own network.
Imbrication of professional
and private network,

Network constellation
- Importance of cognitive
proximity more than physical
one. (Rallet & Torre 2004
(disembededdness)

multi-activity ~ (different
network different need
issued from one specific skill

oY

Hyper-opening : changes abo|
space and time

utMobile and nomad: removg

of barriers. Possibility tg
work around the world or
quasi simultaneous way.

| multi-network on a globa
market

Individuality search  of
unigueness

(Aubert 2005)

Singular : It is not only the
singularity of the product o
the service but also of th
entrepreneur. «the speciali

by Tregear (2005)

marketing cachet » proposedactivities)

Developing Singularity|
(Unigueness Porter)
e- multi-activity (one specific
sskill can provide different

More than the data regarding relationships withittay, our study also
generated information and results about the siatbéghaviours of
lifestyle entrepreneurs as follows:



- Individual, looking for their self-accomplishmegteating their own
business with varied lifestyle motivations.

- The development possibility of their business etefs on their
capabilities to propose unique products which cmpoads to new
consumer trends. As we said before, their “singiyafMarchesnay)
positions them in “niche” markets. (The uniquenaisithe western saddle)

The cases are functioning because of network clatgbes, instead of
basing their development on local embeddedness ift@ans that the
territory concept is no longer a priority factordosiness success.

- Lifestyle entrepreneurs do not find his/her reses in a particular
territory but in his/her own network which s/heates. This fact presents
a new notion of space, signalling the end of distagonstraints on
economic and social activities. Lifestyle entregans consider, if not the
local territory, the market actors which are (dodhe specificity of their
activities) located throughout France and evenadvade in order to build
their networks. Also, we can observe the creatibrtheir own local
networks through the implementation of Clubs, ayads,
etc....Impassioned by their activities, they develbgir hobbies in new
settings and then modify their local territory.

In order to close debates regarding the positiveegiative effects of new
trends in society, we can argue that individualskssingularity towards
his/her own construction and his/her own networkvetlgpment.
Economic gain is not the priority for lifestyle ezppreneurs even when
such activities generate profits. Traditional fravoeks are revisited and
the hyper-individual is looking for comfort, equigyd a better awareness
of accountability. (Development of SOHO activitiésir trade, long term
development) Thus, hypermodernity is representatife« a duality
composed by the mercantile exploitation and thecbkeaf humanists’
values». The changes linked to this well balance resehighlight the
central questions for the entrepreneurs’ strategi@aviours.

3.2. Impact of Ilifestyle entrepreneurs on local
development

We observed an atypical form of local embeddedniesdifestyle
entrepreneur cases characterised by a local diskiabess followed by a
local impact. As such, what is the contributiorifefstyle entrepreneurs t¢

lMarchesnay M, « L’hypo-firme, fondement de I'hyper- modernité ?BRFI 2004 26
pagesPrésenté au CIFPME, Montpellier, octobre 2004
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processes of local economic development? Both ivegaind positive
effects can be identified.

At first sight, it can be considered that lifestly¢éntrepreneurs constrain
regional economies. Indeed, it can be argued thatta their rejection of
business growth and their weak level of local endieedess, they are not
important agents of endogenous development. Moredkiey are very
mobile: their location is above all a residentibbice, so they can move
easily if they wish because a change of localinatoes not affect their
business, and furthermore this mobility can be @& pathe life project.
Consequently, the risk of departure is high.

On the other hand, it can be argued that, dueeio tion local markets and
networks, they can be key actors in connectingoregi Moreover, the
activities they develop on a local basis are s@uroé endogenous
development.

With regard to the location choice, lifestyle epteneurs are attracted by
non common factors such as climate, space, etd. canl also be argued
that this appears as a new form of economic aittigctfor territories,
which do not correspond to the three forms idesdifin the literature
(Saives, 2002). Contrary to the traditional spataldel, it does not result
in the accessibility of inputs (materials, energgchnology, labour,
finance,...) and markets. Contrary to the transaatiomodel, it does not
result in the presence of generic or specific ass€ontrary to the
industrial economy model, it does not result inia of geographical and
organizational proximities which permits the emeige of a local social
capital. In fact, this new form of attractivity tds in the ability of
territories to attract people (as a residentialicdjo it is a sort of
“sociological” attractivity. People choose to moy@ to stay) in this
territory because of amenities (sunny climate, iaif air, tranquillity,
rich cultural life, beautiful landscape,...) which prove their quality of
life, even if this locality can be an obstacle heit “economic” success.
Some phenomenon such as counterurbanization (Mit@@94) can be
well explained by this new form of territorial atttivity. This new trend
can also be regarded as a potential opportunityldss economically
attractive territories such as remote rural areas.

Conclusion

Based on results from our exploratory study, we @aajue that lifestyle
entrepreneurs seek first their self-accomplishmemjntain a specific
relationship to their locality and present diffaremspects previously
overlooked in classical approaches to local embduees, which we
identify as mixed embeddedness. These entreprenergate and



implement their companies in unison with their peed interests more
than in relation to locally available resourceseaonomically oriented
activity. This, however, does not preclude lifest@ntrepreneurs from
generating profits but rather it is simply the c#isat before prioritizing
wealth they seek self-satisfaction. They do nottwargain the maximum
from a territory in order to make a profit. Instetheéy expect to obtain a
high quality of life in the locality and they widict within this territory in
order to integrate and develop as well network af/¢ms involves more
private integration than professional. In factsthentrepreneurs will often
develop new activities, in addition to those bbittheir past experiences,
which are based on their recent social integratidhe new locality.

We highlighted that these behaviours result fronthlibhe evolution of
new societal trends and the development of newntdolies allowing the
development of geographical virtual companies wicah be nowhere and
everywhere at the same time. This point generatssilpility for these
entrepreneurs to choose the location they prefer.

This study’s results also revealed how the stratbghaviours of lifestyle
entrepreneurs developeds multiactivity and mukiuoek from their
singularity. It would be very interesting to focos these dynamics in
further research : How they build and mobilize theietwork
constellation? or How lifestyle entrepreneurs depeheir singularity and
what is the impact of it on strategic behaviours?
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