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Abstract 

Fashion Entrepreneurship in Mexico: Barriers 

and Opportunities to Entrepreneurship and 

Sustainable Practices 

Anastasia Malavolti 

This Master’s thesis aims at defining the opportunities and barriers to fashion 

entrepreneurship and sustainable practices in Mexico. Using the recent 

development in the studies regarding barriers and opportunities to 

entrepreneurship and innovation, this investigation seeks to expand on the 

topic and shed some light on how a particular context can affect the success 

of entrepreneurs in the fashion industry. After all, understanding the external 

and internal factors Mexican venture creators in the world of fashion 

encounter, will make it possible to explore the reasons for the current socio-

economic situation in the country.  

For entrepreneurs acting locally, Mexico offers plenty of opportunities (Ayuso 

and Naberrete-Baez, 2017). However, despite the high rates of 

entrepreneurial activity, most projects are necessity-driven, which results in a 

limited impact on the country’s economic vitality (Pinazo Dellenbach and 

Castello Servant, 2020). The Mexican fashion industry consists of around 

20,000 companies, 90% of which are small and medium enterprises (CEMDA, 

2019), making it an interesting industry to focus on to understand the current 

levels of entrepreneurship in the country and assess the efforts of people 

seeking to create local brands while engaging with sustainability.  

Understanding the socio-economic context is crucial to assessing the 

direction of entrepreneurs. Qualitative data was collected and analyzed during 

the investigation. The findings confirm the presence of cognitive-psychological, 

socio-institutional, and economic-operational constraints that limit 

opportunity discovery and opportunity realization among Mexican 

entrepreneurs (Khanin et al, 2021). However, they also help to expand on the 

current framework, by finding the connections between such constraints 

within each other and how they relate to engagement with sustainability and 

social entrepreneurship. In conclusion, the barriers and opportunities to 

entrepreneurship depend on the context and determine the types of projects 

and also their success. The same applies to the engagement with sustainability 

and social entrepreneurship.  

 

 

 

 

KEYWORDS: fashion industry, entrepreneurship, sustainability, barriers and 

opportunities.  
Supervisor:  
Subject reader: Daniel Aditya Tjhin 
Examiner: David Skӧld 
SAMINT-MILI 22028 
Printed by: Uppsala Universitet 

 
Faculty of Technology 

 
Visiting address: 
Ångströmlaboratoriet 
Lägerhyddsvägen 1 
 
Postal address: 
Box 536 
751 21 Uppsala 
 
Telephone: 
+46 (0)18 – 471 30 03 
 
Telefax: 
+46 (0)18 – 471 30 00 
 
Web page: 
http://www.teknik.uu.se/education/ 



ii 
 

Popular Science Summary  
 
 
This Master’s thesis investigates the barriers and opportunities to entrepreneurship in the fashion industry in 

Mexico. The idea behind this study is that entrepreneurial opportunities and challenges differ depending on the 

particular context in which entrepreneurs operate. Such a concept expands on the current studies on the 

subject. However, it does so by addressing an industry (the fashion industry) and a country (Mexico) where 

entrepreneurship has not been thoroughly investigated. Indeed, the study is relevant due to the lack of 

research about entrepreneurship in this country, and the long history of Mexico as a fashion producer (but not 

a creator). For centuries, Mexico has been the factory for many countries (but especially the United States), 

offering raw materials and labor at low costs. Today, Mexico has one of the higher rates of entrepreneurship in 

the Latin American region. Venture creation contributes to most of the country’s Gross Domestic Product 

(GDP), meaning it is the main source of labor for many Mexicans. Plus, it attracts the youngest sectors of the 

population, making studying the current opportunities and barriers to entrepreneurship an interesting way to 

understand the future of the economic and social development of this country.  

 

Mexico counts on a rich tradition of artisanry and the presence of high-quality raw material that big factories 

have made use of over the centuries and that the new generation of entrepreneurs is seeking to reappropriate. 

Completion in the fashion industry is harsh, especially for local producers. So, many entrepreneurs engage with 

sustainability and pride themselves on producing locally as a way to differentiate their brands from the 

competition. The problem with that is that in contexts of socio-economic inequalities, with high poverty rates, 

corruption, violence, and overall minimal trust in the governments, such offerings are hard to be accepted. 

After all, not everyone is ready to pay a premium price to purchase sustainable and local clothes. Additionally, 

the lack of education, cultural barriers that create prejudices against local production, financial instability, and 

socio-institutional barriers might hinder entrepreneurship. However, the same context might offer 

opportunities that cannot be found in other situations. For instance, some entrepreneurs “exploit” the skills 

many artisans offer in the textile industry and use the opportunity to create social change and improve the 

living conditions of people in indigenous and marginalized communities.  

 

To better understand how entrepreneurs in the fashion industry navigate in the Mexican context, interviews 

with relevant actors in the industry were conducted. Hearing their first-hand perspective on the challenges 

entrepreneurs face and comparing them with the existing studies is at the core of this thesis. To complete such 

empirical data, observations helped to understand the role of consumers and how their response impacts the 

success or failure of ventures and brands in the fashion industry.  

 

The analysis of the data confirmed the presence of barriers and opportunities to entrepreneurship in the 

fashion industry that depend on the context and that affect the way entrepreneurs engage with their projects. 

Socio-institutional, cognitive-psychological, and economic operational barriers interact with each other and 

have an impact on both the success or failure of an entrepreneurial activity also on the acceptance among the 

public, and the engagement with sustainability or social entrepreneurship.  
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1 Introduction 

This chapter contains an introduction to the investigation, the aims and purpose of this thesis, 

and the outlining of the research questions that guide the collection and analysis of data.  

 

1.1 Introduction to Entrepreneurial Activities and Economic Development  

Entrepreneurial activities are beneficial to society as they can lead to innovation, economic 

prosperity, employment opportunities, and increased competition (Ayuso and Navarrete-Báez, 

2017). For individuals, entrepreneurship can create self-employment opportunities and guard 

against career uncertainty (Hui et al, 2018) and it can also contribute to creating wealth in the 

community by offering jobs and new opportunities to the local population. However, an 

enterprise must be financially viable to be successful and to cause positive changes in the 

local economy. In this regard, a country’s background, institutional backbone, and cultural 

history have a considerable impact on people’s attitudes regarding business and 

entrepreneurial activities (Khanin et al, 2021). Both internal and external factors contribute to 

how the phenomenon of entrepreneurship develops in a particular context (Pinazo-Dallenbach 

and Castello-Sirvent, 2020) and determine its success. For instance, while it is an admirable 

idea for entrepreneurs to engage with sustainable processes and materials, if the public is not 

ready, it will not support them, making a possible change more challenging.  

Of course, many factors contribute to how entrepreneurship in the sustainable sphere is 

accepted. A country’s distribution of wealth, support system, political and economic stability 

(Kantis, 2020), and the individuals’ access to knowledge, technology, innovation, and 

capability can make a difference in the outcomes of an entrepreneurial project (Masciarelli 

and Leonelli, 2020). That is especially true in the fashion industry, where fast fashion, a 

buyer-centric business model that has taken over the global garment industry (Ramirez, 2018) 

is influencing how consumers see fashion and changing the way they buy clothes and 

accessories. Consumer behavior is only one of the factors contributing to the success or 

failure of an entrepreneurial project in the industry.  

International brands pop up all over the world and offer new products in as little as two 

weeks, allowing for a more rapid response to changing consumer fashion demands (Backs et 

al, 2018). Such a pattern does increase consumption in the fashion industry, but it is also 

making it harder for local businesses to compete with global players. However, it seems that 

consumers are keen to modify their current consumption behavior, motivated by 

environmental and social concerns (Hoffman and Hutter, 2012). More ethical fashion choices 

are now available to consumers (Mc Laren and Goworek, 2017), but the most obvious choice 

for those on a limited budget still seems to be fast fashion. With their trendy designs and 
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relatively low costs, recognizable chains such as Zara and H&M are popular among Mexican 

consumers (Rodriguez and Barth, 2020).  

Mexico is a country experiencing rapid economic growth and could benefit from 

strengthening its local entrepreneurial landscape without losing track of its traditions and 

practices. Having locals create their businesses, even if in competition with global leaders and 

international brands can aid with the development of the country’s economy if that fosters the 

appropriate attitudes and consumption patterns. In some sense, entrepreneurship in the fashion 

industry can contribute to “giving power” to the communities by offering jobs and 

sustainment to locals that rely on textiles for survival. The Mexican fashion industry is an 

excellent example of how it is possible to incorporate traditional materials and practices and 

strengthen the position of members of the poorer communities while creating businesses that 

are sustainable across the environmental, social, and economic dimensions, and that have the 

potential of becoming internationally recognized.  

It is for this reason that under certain contexts, where globalization is taking a toll and 

substituting local small businesses, entrepreneurship becomes a way to preserve a country’s 

cultural heritage. Mexico, with its young population of entrepreneurs (Escobedo, 2019), 

richness in culture and tradition (CEMDA, 2019), and strong entrepreneurial drive is an 

interesting context to study. Entrepreneurs that work in the fashion and beauty industry in 

Mexico have the opportunity to differentiate themselves from the harsh competition by 

offering products that are sustainably sourced and made. For many, this is easier said than 

done. While mature markets seem to engage more with alternative solutions and sustainable 

development activities, emerging countries struggle in making attitudes and business practices 

more sustainable (Auriol, 2013).  

1.2 Aim and Purpose  

This thesis looks into the current environment of entrepreneurial activity in Mexico 

concerning the sustainable fashion industry and takes into account the barriers and 

opportunities entrepreneurs may face in this context. More specifically, this thesis aims at 

defining the opportunities and barriers to entrepreneurial sustainable development in the 

Mexican fashion industry context and understanding the role of consumers in the creation of 

enterprises. The aim is not only to identify those barriers and opportunities but also to look at 

ways to creatively exploit them to foster long-term sustainable development and contribute to 

positive changes in the communities and the consumption patterns of the local population. 

After all, Mexico is an attractive market to look at in this regard, having one of the youngest 

entrepreneurial generations in the world (Escobedo, 2019) and offering plenty of 

opportunities to entrepreneurs (see more in Section 2.1). Additionally, this investigation takes 

a look at how innovation and entrepreneurship can contribute to mitigating inequality and 

propelling sustainable development projects. However, the attitudes of consumers towards 
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sustainability are important in determining the outcomes of entrepreneurial projects. The idea 

is that entrepreneurs, to be successful, need to understand consumers’ behaviors and attitudes 

and offer products or services that can be not only environmental and socially sustainable, but 

also financially viable. For sure, entrepreneurs coming from different backgrounds might 

have different motivations to engage with sustainability in their enterprises. The access to 

resources, innovation, technology, and skillful employees might lead to different outcomes 

that depend on the entrepreneurs’ internal and external contexts. However, regardless of the 

motivations, without consumers purchasing the products and services, an enterprise won’t 

survive. Because the competition between local fashion designers and international brands is 

so harsh, this investigation also takes into account the role of consumers in the creation of 

sustainable fashion.  

By considering the external factors and understanding the institutional, regulatory, and 

support systems in Mexico, it will be possible to draw conclusions regarding the current 

levels of innovation and entrepreneurship and fill the gap in the literature concerning 

entrepreneurship in the fashion industry in Mexico, which is understudied. Additionally, this 

thesis will attempt to analyze the strategies entrepreneurs embrace to overcome barriers and 

exploit the opportunities the market offers them. Indeed, despite the popular thinking, there 

are plenty of opportunities that may arise in less regulated contexts, or that may rely on 

limited access to financial, economic, and social resources. The question is how to take 

advantage of them in a sustainable way. Also, it is interesting to see how entrepreneurs try to 

establish their fashion businesses when the competition is international brands that have 

global recognition and reach. In essence, this investigation looks at the current direction 

sustainable development in the fashion industry is taking in Mexico and the role of 

entrepreneurship and innovation in its expansion.  

The objectives of the thesis are summarized as:  

• Identifying barriers and opportunities entrepreneurs in the Mexican fashion industry face;  

• Determining how local fashion brands and organizations engage with the community and with 

sustainable practices;  

• Assessing the impact consumers have in the development of the sustainable Mexican fashion 

industry and determining how entrepreneurs can create offers that are better accepted among 

the wider population.  
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1.3 Research Questions 

Such a broad aim can be achieved by answering the following research questions, aimed at 

deepening the understanding of the subject:  

1. What are the opportunities and barriers entrepreneurs in the sustainable fashion industry face 

in establishing their activities in Mexico?  

This is the central question of this project work and aims at identifying the central 

characteristics of entrepreneurial activity in the fashion industry in Mexico. Such a question 

explores the concept of the identification (and exploitation) of barriers and opportunities as 

one depending on the context of operation. The data collected showed that several fashion 

entrepreneurs in Mexico engage, in one way or another, with sustainable practices in their 

ventures. While they are a representation of the fashion entrepreneurial population, because 

they engage with sustainability and local production, it is fairer to talk about sustainable 

fashion. Doing so will make the results of the study more accurate. 

The purpose of answering this question is to understand the context of the decision-making 

process that leads an entrepreneur to set up his venture. Additionally, the idea is that by 

looking at the motives, it might be possible to understand why certain factors are seen as 

barriers rather than opportunities (and vice-versa). Also, identifying the barriers and 

opportunities to entrepreneurship (in the specific, the sustainable fashion industry) can help 

understand what needs to be done to optimize the industry and improve Mexico’s position.  

2. How do consumer attitudes and practices affect the prospects of developing fashion 

enterprises that promote local and sustainable production practices in Mexico?  

For an enterprise to be economically sustainable, customers have to like what it produces. So, 

exploring how consumers might have an impact on the successful development of Mexican 

fashion companies and how they see their efforts to offer sustainable and locally sourced 

products might be interesting to get a sense of the future of this industry. The increasing 

awareness about the environment and the understanding of the need for immediate action 

seems to be global topics. But what happens when the priorities of the majority of the 

population are different? Does the purchasing power of the consumer affect the spread of 

sustainable practices in the fashion industry? This subsection of the research question intends 

to analyze such topics.  

Of course, generalizing about the entire population from observation only using qualitative 

data, is not possible, especially considering the scale of this study. However, the addition of 

such a question spurs from the iterative nature of this investigation and is a result of the 

information that came up during the data collection. Indeed, many entrepreneurs pointed to 

the role of customers as one of the main barriers to the development of their brands. Adding a 
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subquestion regarding such a theme helps better understand the context and gives a 

perspective concerning how customers affect new venture creation in the fashion industry in 

Mexico.  

3. How are fashion entrepreneurs with intentions to launch more sustainable fashion handling 

the barriers and opportunities to develop their ventures and how do they address consumers to 

alight their respective interests?  

This final question sums up the findings collected during the previous two research questions 

and aims at delineating an effective strategy to address consumers and effectively share a 

brand’s sustainable business vision in the context of the fashion industry. Sustainable 

development and social entrepreneurship are interesting topics to analyze in the fashion 

industry. Recently, they have become hot topics. Indeed, there is a recognized need in the 

fashion industry to change the current methods of production and consumption. Assessing 

how the new generation of fashion entrepreneurs in Mexico is addressing such a need through 

their work and their use of local, sustainable, and etic processes and practices is a relevant 

topic, especially because of the growth development that the Mexican economy is 

experiencing. Also, such topics were recurrent during the interviews and, even if the 

entrepreneurs do not self-identify with the concept of sustainable or social entrepreneurs, such 

concepts are, to different extents part of their ventures. Analyzing the ways with which 

entrepreneurs are engaging with sustainable development and social entrepreneurship in 

Mexico might also be a way to understand how the Mexican fashion industry could 

differentiate itself from the competitive market of global fashion companies and provide 

consumers with an alternative to fast-fashion products. The idea is to look at how 

entrepreneurs can creatively exploit the fashion market’s opportunities and overcome the 

limits through the use of sustainable practices. 

In such a context, it might be worth noting that sometimes, coming back to traditional 

practices and making use of the cultural heritage is also a way to innovate, when they are 

presented through different forms. Plus, they can be ways for a country to foster sustainable 

development. While innovation should be the focus of the development of a country’s 

economy, coming back to the tradition might also be a way to innovate. Indeed, thanks to 

innovation, creative solutions to unrealized problems can be found. The qualitative nature of 

the data collection allows for a thorough understanding of the entrepreneurs’ points of view. 

The idea is to understand the impact of their outcomes on the public, but also on the local 

communities, and the attitudes towards sustainable consumption and production. The 

background so far discussed motivates further research on the topic and expansion of the 

current views. 
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2 Background of the Study  

This section includes a description of the context in which the entrepreneurial activities 

analyzed in this thesis are carried out. Getting familiar with the environment is crucial to 

gaining a sense of this study. To come to reliable conclusions, it is crucial to understand the 

context in which Mexican entrepreneurs operate, and have some knowledge about the current 

local fashion industry movement. 

2.1 Introduction to Mexican Entrepreneurial Economy 

Today, Mexico is Latin America’s main exporter, counting on more than $480 billion worth 

of products exported (OEC world, 2021). With a population of almost 130 million, rich 

diversity and cultural history, and abundant natural resources, Mexico is one of the 15 largest 

economies in the world (World Bank, 2022). Despite what may look like a successful 

economy, Mexico still has not reached the levels of innovation and capability mature markets 

have. The Latin American region is characterized by the largest rate of micro start-ups and 

self-employment, but firm creation is particularly low in Mexico, with the number of 

exporters stable since 2015 (Hernandez, 2018). Plus, the country has underperformed in terms 

of growth, inclusion, and poverty reduction compared to similar countries (World Bank, 

2022). Additionally, the higher risk perception and uncertainty of undertaking entrepreneurial 

activities in Mexico might be a leading cause of the emigration of entrepreneurs to other 

territories (Pinazo-Dallenbach and Castello-Sirvent, 2020) which may explain the lower 

levels of innovation and entrepreneurial activities.  

Compared to other countries, in Mexico, interest in sustainable development is largely 

focused on large companies. For instance, there seems to be no sustainable ecosystem to 

allow the development of social entrepreneurial projects (De la Garza et al, 2020). Innovation 

has not been integrated into the local business culture, not only for Small and Medium 

Enterprises (SMEs) but also for multinationals (Hernandez, 2018). However, it is of practical 

value to analyze the growing interest in socially responsible behavior and sustainability in 

SMEs, which are the backbone of the global economy (Ayuso and Navarrete-Báez, 2017).  

For entrepreneurs that act locally, Mexico offers plenty of opportunities. The ability to 

properly identify new opportunities in the market, combined with the uncertainty about the 

future, and either mistrust in government and institutions or lack of support (financial or 

social) from the right parties, is pushing an increasing number of young people to engage in 

entrepreneurial activities (Iakovleva et al, 2011). That is especially true in Mexico, a country 

with one of the youngest entrepreneurial generations in the world (Escobedo, 2019) and 

defined by Inc. Magazine as an undiscovered opportunity for entrepreneurs (Cantu et al, 
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2017), despite the high levels of violence and corruption, and the strong emigration tradition 

(Pinazo-Dallenbach and Castello-Sirvent, 2020).  

With more enterprises looking for new options to be profitable and innovative using limited 

resources (Zacarias et al, 2017), sustainable entrepreneurship might be the solution for 

accelerating development in Mexico. However, sustainable activities in Mexico are not the 

top priority at the moment. Research shows that despite the high rates of entrepreneurial 

activity, the majority of projects are necessity-driven, resulting in a limited impact on the 

country’s economic vitality and well-being (Pinazo-Dallenbach and Castello-Sirvent, 2020). 

While there is growing attention to finding alternatives to harmful economic development 

practices, there is still a long way to go. Focusing on creating more wealth and ensuring the 

population can reach appropriate levels of comfort to be able to switch priorities from 

“survival” to “preservation” might help improve the chances of effective sustainable 

development practices. In Mexico, 45.5% of the population lives in multidimensional poverty, 

of which 9.8% is considered extreme poverty (Auvinet and Lloret, 2015), meaning that trying 

to mitigate such inequality could foster effective sustainable development. In this context, 

social entrepreneurship could help create social and economic impacts.  

It is no doubt that entrepreneurs are affected by the environment they operate. Insecurity, 

violence, and corruption have an impact on decision-making and the perceived uncertainty 

and risk (Pinazo-Dallenbach and Castello-Sirvent, 2020) and can discourage new 

entrepreneurs. However, demographic pressure, insufficient job creation, scarce formal 

employment opportunities, and vulnerability in the workplace are fostering entrepreneurship 

in Mexico (OECD, 2017). In such contexts, entrepreneurial activities are important for 

stimulating economic growth, innovation, competitiveness, and alleviating poverty (Pennisi, 

E., 2012). Due to the negative impact of the fast-fashion phenomenon on the national textile 

industry, an increasing number of entrepreneurs are pushing initiatives that lead the fashion 

industry towards a more sustainable path (Grajales, 2021). For instance, there is now 

increasing awareness regarding the principles of circular economy, “making more with less”, 

and also exploiting the richness of local material and human capital. This is a way to 

differentiate in the market, but also to positively contribute to the country’s development. 

Indeed, there are incredible opportunities in experimenting with organic and recyclable 

materials while making use of the considerable knowledge and skills artisans in Mexico can 

offer in the world of fashion and design. Taking “Made in Mexico” to the next level is the aim 

of several designers and young entrepreneurs, that with their activities are not only changing 

the way Mexico is seen around the world but also contributing to strengthening the economic 

situation of the country (Nunis, V., 2015). 
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2.2 Current Levels of Entrepreneurship in Mexico  

Trade and investment liberalization, the limitation of the state's role in economic affairs, and 

the privatization of state-owned enterprises were embraced in Mexico by the 1990s, with the 

promise that foreign direct investment (FDI) would become the source of the country’s 

economic development (Gallagher et al, 2007). The plan was to make Mexico the 

manufacturing base for North America (Gallagher et al, 2007). However, this plan did not 

account for the low levels of development and innovation most parts of the country dealt with. 

After all, regions that cannot count on the support of institutions or where regulations, law 

enforcement, and government protection are non-existent or unreliable tend to have higher 

difficulties in creating successful entrepreneurial projects (Khanna, T., 2018). Indeed, 

entrepreneurial activity is embedded in an institutional context that comprehends formal 

institutions consisting of rules, laws, and regulations that govern individual and firm behavior 

(Manolova et al, 2019).  

Without trust in the context and the system, taking risks is not attractive at all. And 

challenging the current fashion institution and established consumption pattern is a 

considerable risk. It seems clear that conducting business activities in countries with a well-

developed system of formal institutions tends to be less challenging as it enhances trust and 

reduces the overall risks and costs of engaging with business (Manolova et al, 2019). Still, the 

institutional context in the Mexican market can either inhibit opportunities for 

entrepreneurship by making engaging in such activities riskier and more complex or, it can 

create them because, in certain contexts, government institutions are perceived as a major 

obstacle to the success of new ventures (Kwapisz, 2019).  

Besides the little support from the government, even private sector investments towards R&D 

in Mexico are low, despite the country housing some of the biggest industrial parks in the 

world (Velasco Escobedo, 2019). Reliance on personal funds when engaging in 

entrepreneurial projects highlights a problem of lack of resources (Zwanziger, 2020). A 2018 

report from the Global Entrepreneurship Monitor identifies Latin America as one of the least 

supportive environments for early-stage entrepreneurs. Not for anything, the majority of 

businesses are self-financed (Wassink, 2020). There is a need for systematic and credible 

efforts to publicize the performance of public and private entities designed to grow the 

entrepreneurial ecosystem (Sargent and Mathews, 2015).  

But such factors do not make engaging with entrepreneurial projects in Mexico less attractive. 

Mexico has expansive natural resources and a massive labor market which, together with the 

unsuccess of the formal economy, are contributing to increasing the level of entrepreneurship 

in the country (Silva, 2017). Also, most of the wealth creation in Mexico comes from 

entrepreneurs: it seems that a large part of the wealth creation in Mexico results from the 

contribution of entrepreneurs to the country's economy, as small and medium enterprises 
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represent more than 90% of the companies in the country (Gonzales Saucedo, 2013). After 

all, weak financial markets, administrative barriers to the creation of start-ups, and low 

performance of public research institutions are the symptoms of crucial problems that might 

be ameliorated through more continuity in policy-making and the creation of stable support 

systems (OECD, 2013). Still, while a small percentage of firms is responsible for the majority 

of jobs created in the United States and Europe (Sargent and Mattheus, 2015), there is little 

knowledge about the dynamics of high-growth entrepreneurship in emerging markets like 

Mexico.  

At the beginning of the century, entrepreneurship emerged in Mexico as an alternative 

solution for addressing unresolved social problems and ensuring the sustainability of 

organizations seeking to generate social or environmental impact (Auvinet and Lloret, 2015). 

Today, it might be seen as a catalyst for innovation and economic development in a 

sustainable optic, which seems to be the direction of most fashion designers and fashion start-

ups in Mexico. And while innovation is not central to entrepreneurship, it does contribute to a 

country’s economic growth and development. It is a concept that goes beyond invention and 

includes “commercial application of new technologies or processes, the process of adapting 

existing technologies or imitating attributes from other products in different contexts and 

invent disruptive business models (Cirera and Maloney, 2017). Additionally, innovation is an 

important topic for this work, because it is necessary for successful social and economic 

development. In Mexico, despite the high levels of entrepreneurial activity, there seems to be 

little innovation, which causes most enterprises to be less competitive at an international level 

and less able to expand compared to more innovative projects. 

2.3 Mexican Fashion and Textile Industry  

The fashion industry is one of considerable economic value, with its globular worth being $3 

trillion (Grazzini et al, 2020). The Mexican apparel industry consists of approximately 20,000 

companies, 90% of which are Small and Medium-size companies that create around a million 

direct and indirect jobs (CEMDA, 2019). Because of its geographic position, Mexico is the 

link between the North American and South American markets, and the ideal location for 

textile factories and trading routes (Rodriguez and Barth, 2020). It is estimated that more than 

20,000 companies work in the textile industry in Mexico and that there has been a 40% 

increase in sustainable and artisanal projects over the past five years (Alcazar et al, 2021).  

At the international level, Mexico is the fifth supplier (in terms of volume) in the textile 

industry (Esverri, 2020). However, shifts in the global consumer-goods industry have put the 

Mexican fashion industry under strain (Ukobitz and Faullant, 2021) as the country struggles 

to compete with the price and appeal of international brands and fast-fashion chains. Today, 

Mexico’s prominent activities in the industry include the creation of clothes to export 

(accounting for 51% of the total activity in the textile industry) and the fabrication of raw 

cloth (accounting for 16.9%) (INEGI, 2020). Of the total production, 57.9% is offered to the 
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national population, while the rest 42.1% is exported (INEGI, 2020). The supply applies to 

both B2B and B2C. But over the last decade, the government plan became to shift the 

paradigm from “Made in Mexico” to “Designed and Manufactured in Mexico” (Sancho, 

2016).  

 

The level of competitiveness in the fashion industry depends on labor cost, quality and 

availability of skilled workforce, production costs (that include energy, water, production 

inputs, chemical, and construction), processes, transport, strategic alliances, and the 

macroeconomic environment (including interest rates, income and corporate taxes, public 

support to the industry, country risk, and preferential market access) (Ernst et al, 2005). 

Because of that, China and South East Asia’s growth is changing the global trade: rising 

exports from these countries to the United States and European countries have contributed to 

lower wages and employment among the low-skilled labor force in the United States 

(Robertson et al, 2020).  

 

According to INEGI, more than 85% of the textile production in Mexico is concentrated in 

the regions of Puebla, Hidalgo, and Guanajuato. In Mexico, imports from China remain 

relatively low (Robertson et al, 2020) due to the country’s large population which provided 

the consumer market for the industry to develop at the beginning of the 20th century and the 

tradition of artisan textile production helped to generate political support for protectionist 

policies even during the harsh years of the Revolution (Gomez-Galvarriato, 2013). Most of 

the country’s exports are to the United States market (Ernst et al, 2005). But maquila 

manufacturing and exports are susceptible to international economic fluctuation and 

international competition (Sancho, 2016). 

 

Recently, the ProMexico Trade and Investment office released a detailed report to describe a 

strategic plan to shift Mexico’s export and manufacturing strategy from basic to advanced 

(Sancho, 2016). But, contrary to China, Mexico cannot produce all of its raw materials 

(Saucedo Delgado, 2013), which explains the effect that the impact of such strong 

competition has on the Mexican fashion and textile industry. While the country cannot 

compete with other developing countries based on wage rates in the textile industry, it can do 

so based on the quality of the items it exports (Truett and Truett, 2010).  

 

Indeed, nowadays competition is not based on low wage rates only, but on the supply chain 

integration, the implementation of technological advancements, and the skilfulness and 

productivity of the workforce (Saucedo Delgado, 2013). It also includes the diversification of 

the offering and the understanding of the customer needs. And the local sustainable fashion 

niche in Mexico seems to be responding to the challenges by introducing sustainable dyes and 

fibers, measures of water reduction, and upcycling techniques into the manufacturing process 

(Aboytes and Barth, 2020). Doing so also gives increased visibility to the artisanal production 
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and contributes to ensuring social justice for marginalized and indigenous populations 

(Aboytes and Barth, 2020). Under such an optic, the ProMexico plan is to move away from 

low-cost high-volume manufacturing to industries that encourage skill, creativity, and 

innovation (Sancho, 2016). 

 

For years, the lack of appropriate financial support to the textile sector and the emphasis on 

exports oriented on the assembly of basic products to sell to major players in the fashion 

industry (Saucedo Delgado, 2013), overlook the possibility for Mexico to develop a textile 

and fashion industry where there is control of all segment of the chain thread-textile-

confection. By focusing on quality and the development of a self-sustaining industry, 

Mexican textile can get to a whole lew level. Indeed, now that costs in Asia have started to 

rise and access to talented workers becomes a priority, Mexico has a new advantage to 

compete in the global industry (Sancho, 2016). But that involves better access to credit and 

finances, flexibility in export policies, and improved political, social, and economic stability. 

2.3.1 Consumer Attitudes and Behavior Regarding Fashion in Mexico  

Consumer behavior combines elements that go beyond economics and incorporates concepts 

from social sciences concerned with human behavior such as psychology and sociology 

(Aguilar Ramirez, 2018). It is the study of the processes involved when individuals or groups 

select, purchase, use or dispose of products, services, ideas, or experiences to satisfy their 

needs and desires (Solomon et al, 2007). And even if the consumer cannot control or regulate 

the actions or business choices of companies, they have the power to choose where they shop 

(James and Montgomery, 2017).  

While there seems to be more awareness about the need for sustainable development among 

the younger generations of entrepreneurs, awareness does not necessarily mean actual change. 

Like in every other part of the world, consumers tend to define where the industry is going. 

Consumers are becoming more and more aware of the ethical implications of the products 

they buy and are adapting their purchasing behaviors accordingly (Grazzini et al, 2021). 

Companies that are quicker at identifying their needs and meeting them effectively can 

succeed. The rest will struggle to thrive.  

Consumer attitudes towards sustainability can be reflected in their clothing purchasing 

decisions (McLaren and Goworek, 2017). According to research, consumers can play a 

significant role in altering industry standards and engaging with the concept of sustainable 

fashion (McKeown and Shearer, 2019). Both the industry and the consumer have a 

responsibility for the negative impact generated through the production or purchasing of 

clothes (Paco et al, 2021). But it must be noted that consumers tend to purchase a product not 

only for what it does by also for what it means (Aguilar Ramirez, 2018). And with limited 

purchasing power, going beyond the price tag and the “trendy” look is hard for most people in 
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Mexico. Indeed, there is still a considerable disparity between the levels of concern and 

awareness consumers may have concerning the fashion industry and their actual behavior in 

consumption (McKeown and Shearer, 2019).  

Mexico is a country characterized by deep social inequality, where drawing generalizations 

about consumption patterns and attitudes can be challenging (Aguilar Ramirez, 2018). 

Additionally, in Mexico, start-ups need to compete with international adversaries that have 

created a reputation and have a recognizable name associated with a certain level of quality or 

price. Consumers are less open to trying out products and services from new actors because of 

a lack of trust in those new brands. Mexico’s population aspires and tends to adopt fashion 

trends in western culture that come from the United States and Europe (Aboytes and Barth, 

2020) This might be a cultural consequence of the current social, economic, and political 

context in the country but it does affect the response of consumers to local production.  

Luckily, the internet has given the power to Mexican consumers, who now have more access 

to information and can voice their thoughts and concerns (Aguilar Ramirez, 2018) via social 

media platform communication. This new pattern makes it easier to collect relevant 

information regarding consumer attitudes concerning fashion in Mexico. Because fast fashion 

retailers are entering the Mexican market, there is an emerging need to trigger more 

sustainable consumption education among the top classes and the middle classes (Deschamps 

et al, 2017).  

The niche of sustainable fashion in Mexico is mainly evolving thanks to ventures of 

independent and locally-oriented entrepreneurs (Rodriguez and Barth, 2020). 

Environmentally conscious consumers in Mexico tend to be from the top two socio-economic 

classes with at least a college degree at age 45 (Deschamps et al, 2017), which represents only 

a fraction of the population. Research shows that 38% of Mexican consumers prefer 

department stores, 32% choose to shop at small boutique and stores, and about 12.5% goes to 

traditional street markets for purchasing clothes (Aguilar Ramirez, 2018). The distinction is 

associated with the socioeconomic group: the wealthiest shop in department stores and 

boutiques, while the least wealthy buy clothes in the supermarket or informal markets 

(Aguilar Ramirez, 2018).  

While the covid-19 pandemic has lowered significantly the levels of consumption in the 

fashion industry among the low-middle income population (Parcerisa, 2020), fast fashion has 

opened the doors to the less wealthy to trendy clothes at affordable prices.  
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2.3.2 The Role of Artisans and Indigenous People in the Mexican Textile 

Industry  

While the economic growth in Mexico could be attributed to raw cotton and the import of 

fibers, which impact favorably the population living in urban areas (Deschamps et al, 2017), 

the same cannot be said for indigenous and rural communities that see their crafts becoming 

outdated or replaced by fast-fashion competitors.  

Mexico is a country with a rich culture, ancient history, and deeply-rooted traditions. 

Artisanry is one of such traditions and its results can be seen in museums across the world. 

The apparel industry has a rich tradition in several regions of the country and transitioned 

from the pre-Hispanic manual activity to today’s automated processes and technologies 

(CEMDA, 2019).  

According to UNESCO (2003), “traditional craftsmanship is one of the most tangible 

manifestations of intangible cultural heritage”. Artisanry elaborates products with cultural 

elements and materials autochthonous of the region of origin, which creates the identity of the 

community of artisans (Heredia, 2020) and do so through manual processes, aided by 

rudimentary mechanical machinery, and using raw material primarily local (Medina and 

Armas, 2016). Most artisans do not have access to machinery and supplies to make textiles, so 

the elaboration is manual and time-consuming (Alarcon and Vazquez, 2020).  

The term “artisanry” refers to activities involving the use of ceramic, wood, metals, stones, 

glass, and textiles (SEDESOL, 2018). The teaching of such skills is transmitted between 

generations or learned through observation (Alarcon and Vazquez, 2020). More than 

1,800,000 people are involved in artisanry activity in Mexico, of which more than half work 

in the sector full time (Heredia, 2020). In terms of Gross Domestic Product (GDP), textiles 

account for 41.9% of the total (SEDESOL, 2018). However, most artisanry comes from rural 

regions with little access to resources and where the production of craftmanship is one of the 

only ways to ensure an income (Medina and Armas, 2016). In 2010, more than 61% of the 

Mexican population lived below the national rural poverty line in communities with poor 

access to basic services such as health, education, housing, and sanitation, or resources such 

as land, technology, and scientific knowledge (Barrientos et al, 2018). More than half (52.3%) 

of artisans earn less than a minimum salary (Heredia, 2020).  

Mexico is home to 68 different indigenous groups, accounting for more than 15% of the total 

population (IWGIA, 2021). Approximately 80% of such a sector of the population 

experiences extreme poverty (Eagan, 2020) and despite the efforts to generate livelihoods and 

provide care for their families, people in such communities struggle to have access to 

education and resources (Alarcon and Vazquez, 2020). The most severely affected segments 

are women, who suffer multiple stigmas, that involve violence, discrimination, and 
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marginalization (Poma and Gravante, 2017). After all, access to means of production and 

livelihood is still strongly anchored to the traditional division of labor emerging from a 

patriarchal culture (Alarcon and Vazquez, 2020).  

Part of the problem is the aspect of machismo which embodies traditional gender roles and 

increases the likelihood of women becoming victims of emotional and physical abuse (Eagan, 

2020). Additionally, Indigenous communities face labor and economic inequalities as the 

Mexican government and private companies aim to privatize and commercialize such 

communities’ resources (Cultural Survival, 2018). Still, many women migrate to cities to 

work in foreign-run factories, called “maquiladoras” (more on this in the following sections) 

to support themselves in rural areas (Eagan, 2020). After all, the autonomous work of 

embroiderers is the main form of self-employment for indigenous people and rural 

communities (Alarcon and Vazquez, 2020).  

In such a context, it is not hard to understand why one of the main problems of Mexican 

artisanry is its commercialization (Heredia, 2020). In addition to the self-employment by the 

artisans, the spread of subcontracting dynamics that pay the embroiderers to give a hand-made 

finish is rising (Alarcon and Vazquez, 2020). The penetration of “souvenirs” fabricated as 

mass-market products using high technology, the high costs of raw materials, and the lack of 

capital from the artisans to supply themselves with what they need to carry out their activities 

(Heredia, 2020) contribute to the need for more support to this sector of the population. Also, 

the changing attitudes of the market regarding traditional and artisan designs are putting this 

sector in a challenging position. After all, rapid modernization, tourism, and globalization are 

altering how artisans create, consume, and market traditional clothes and textiles (Gardetti 

and Rahman, 2016).  
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3 Literature Review 

This chapter includes the literature review which, together with the theoretical framework, 

analyzes the current research on the topic and serves as the bases for grounding the analysis, 

discussion, and conclusions of this investigation.  

3.1 Results Of Current Levels of Entrepreneurial Activities in Mexico  

Entrepreneurship is the engine of economic and social growth and involves a combination of 

factors that include business climate, legal and political conditions, and educational levels 

(Amoros et al, 2019). In Mexico, like in any other country, entrepreneurship is an important 

factor contributing to economic growth that creates jobs and fosters innovation and 

productivity (Ayuso and Navarrete-Báyes, 2017). That became especially evident in this Latin 

American country after the economic crisis of the 1980s, where entrepreneurship came to be 

seen as the best alternative to job creation (Contreras Cueva et al, 2021). However, as 

mentioned in the theoretical framework, not all entrepreneurial activity has the same impact 

on the local economy (Valliere and Peterson, 2010) and the outcomes of such endeavors seem 

to depend on the particular context in which entrepreneurs operate (Kantis et al, 2020). In 

particular, Latin American entrepreneurship seems to be driven, more than anything, by 

necessity, as a way to create productive sources of employment (Flores Yagual et al, 2017). 

While there are numerous opportunities to do business and fewer barriers than in other 

regions of the world, internal barriers such as access to financing, education, and social issues 

are more evident in Latin America, as it is in most emerging countries (Melecki, 1994). 

Indeed, studies show that even if Latin American countries have a high potential to generate 

competitiveness and wealth through entrepreneurship, they lack an innovative entrepreneurial 

dynamic (Amoros et al, 2019).  

For example, Mexico does not get much investment (especially in the public sphere) in 

research and development (R&D), making it more challenging to attract foreign investments 

in such a context (Global Entrepreneurship Monitor, 2017). While the Latin American region 

attracts 3% of global foreign investment, China, attracts 34% (United Nations Economic 

Commission of LAC, 2013), which increases its ability to compete in the global market. Such 

findings seem to suggest that the lack of financial means and the failure of the government to 

invest in research and development harm the success and development of entrepreneurial 

activities (Khanin et al, 2021). After all, according to the theory, levels of entrepreneurship 

and innovation are higher in regions with a higher presence of universities and scientific 

inventions (Del Monte et al, 2020), but also government policies and normative structures to 

enable entrepreneurial activity (Valliere and Peterson, 2010). To put it more clearly, 

according to the current theories on the subject, the equilibrium between entrepreneurial 
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activity and innovation depends on public policies involving infrastructure, financing, 

science, and technology (Aparicio et al, 2016). And while entrepreneurs in both developing 

and developed countries can contribute to creating new opportunities for growth (Del Monte 

et al, 2021), innovation policy seems to play a role in shaping the conditions for innovation 

and constructing regional advantage (Smith, 2021). 

However, it is also true that while some aspects of developing countries inhibit 

entrepreneurship, others enable it. The limited access to financing and the high-interest rates 

associated with external financing might seem an inhibitor, but they can motivate would-be 

entrepreneurs to get involved with multiple jobs or businesses to raise the required finances 

(Pennisi, 2012). Also, while financial obstacles might negatively affect the propensity to 

engage with entrepreneurship (D’Este et al, 2012), the presence of weak institutions fosters 

the role of family and friend involvement in early-stage entrepreneurship, which becomes a 

crucial source of capital and provides connections that contribute to overcoming common 

entrepreneurial barriers (Monolova et al, 2019).  

Additionally, the limited access to financing eliminates high levels of market risk through the 

concept of diversification (Pennisi, 2012). Due to Mexico's low-income levels among the 

population and the entrepreneurial sector (Deschamps et al, 2017), entrepreneurs in such 

markets are faced with low levels of demand a and lack of sophistication (Kantis et al, 2020), 

which impact the entrepreneurs’ choices in their venture creation. Despite this situation, the 

needs and opportunities of developing countries are more widespread and markets are not so 

crowded as they are in developed countries (Pennisi, 2012), which opens up several 

opportunities for entrepreneurs. Under such an optic, entrepreneurship in Mexico can be a 

way to exploit institutional uncertainty and create value by solving problems related to it 

(Tracey and Phillips, 2011). And while the impact of entrepreneurial activities on the 

country’s economy might not be as apparent, entrepreneurship contributes to lowering 

unemployment and improves labor productivity (Vallere and Peterson, 2010). For this reason, 

efforts in such a sector should not be abandoned. Instead, there is a need for governments and 

institutions to create a favorable context for entrepreneurial activity (Kantis et al, 2020), 

which might be aided by higher investments in research and development, the creation of 

support structures, and the development of policies aimed at facilitating the issue of creating a 

venture.  

The new generation of Mexican entrepreneurs, often driven by “opportunity” rather than 

necessity, is trying to successfully mix innovation, trends, and tradition with their businesses. 

Doing so, they are engaging in entrepreneurial activities that spur necessity-driven 

entrepreneurs to “jump on the opportunity” while contributing to the social development of 

the country. And that does not necessarily involve working with artisans, but also making use 

of the skillful workforce, technologies, materials, or human capital, that the Mexican context 

offers.  
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Regarding such trends, several factors shape and create the entrepreneurial human capital, 

including the family context, which influences people’s values and attitudes from an early age 

(1), and income levels, which tend to limit or enable access to education and other sources of 

inspiration, (2), the educational system (3), and culture (4) (Kantis et al, 2020). Studies show 

that the millennial generation is more entrepreneurial than the previous ones (Manolova et al, 

2019). Mexico has a relatively young population with more than 25% of the population 

between 0 and 14 years of age and 66% between 15 and 64 years (O’Neill, 2022). However, 

young entrepreneurs seem to face plenty of obstacles along their way. For instance, many 

meet skepticism towards their initiatives due to their lack of credible track record, and their 

lack of personal wealth is another crucial barrier (Manolova et al, 2019).  

It is worth highlighting that national culture is also a regulator of the quality and the rate of 

entrepreneurial entries (Autio et al, 2013). Due to its socio-economic background, Mexico 

tends to offer fewer formal work opportunities than other countries, making the population 

more prone to start an entrepreneurial activity (Silva, 2017). However, with little education, 

the results are small enterprises with no more than five employees (Kantis et al, 2016). After 

all, the Global Entrepreneurship Monitor (2018) identifies Latin America as one of the least 

supportive environments for early-stage entrepreneurs. So, it seems that the Mexican 

institutional context can inhibit opportunities for entrepreneurship (by making engaging with 

such activities risky and complex), or it can create them.  

Such factors do not lower the attractiveness of engaging with entrepreneurial projects in 

Mexico. After all, the country has expansive natural resources and a massive labor market 

(Silva, 2017) which decreases the entry barriers. Of course, not all entrepreneurial activities 

have the same impact on social and economic development (Amoros et al, 2019). However, 

part of the wealth creation in Mexico results from the contribution of entrepreneurs and SMEs 

to the country’s economy (Gonzales Saucedo, 2013).  

Unfortunately, most Mexican entrepreneurs have little tools and capital at their disposal. The 

human capital of entrepreneurs is formed through education and previous experience (Kantis 

et al, 2016). and the support from their families and friends (Manolova et al, 2019) is often 

seen as a unique resource to most entrepreneurs. However, Mexico seems to be strengthening 

its entrepreneurial sector through organisms and programs either public or private, and 

educational institutions (Contreras Cueva et al, 2021). Even if the country’s support system is 

young, there are now multiple organizations around Mexico offering co-working spaces, 

innovation competitions, and other types of support for startups (Sandoval, 2019). For 

instance, the Mexican “National Institution of the Entrepreneur” (INADEM) is the major 

public institution that provides support to local entrepreneurs by supporting SMEs and 

individuals through development and financing programs (Contreras Cueva et al, 2021). After 

all, a proper institutional framework fostering effective R&D transfer, good quality 

governmental interventions, and innovation systems can increase such entrepreneurs’ 
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ambitions (Amoros et al, 2019). Contreras Cueva et al (2021) identified nine factors that 

either foster or prevent entrepreneurial activity: financing (1); government policies (2); 

government programs to promote entrepreneurship (3); education and training in 

entrepreneurship (4); transfer of the information regarding the development, innovation, and 

technology (5); commercial and professional infrastructure (6); market dynamics (7); access 

to physical infrastructure (8); social and cultural norms (9). But according to Jain and Ali 

(2013), successful entrepreneurial activities result from a combination of factors that include: 

the characteristics of the organization (resources, capabilities, management abilities, and 

strategic choices); the context, both internal and external to the organization; and the 

entrepreneur’s characteristics (motives, behavior, background, personality, and psychological 

traits). Overall, it seems clear how the contribution of entrepreneurship and innovation to 

economic growth differs for countries in different stages of economic development (Vallier 

and Peterson, 2010). For instance, the entrepreneurial process is affected by the role of the 

government as a promotes a favorable context for the creation and development of new firms 

(Kantis et al, 2020). 

Overall, Mexico’s effort to improve its business environment led to the increased 

development of entrepreneurial businesses thanks to the improvement of the transport 

infrastructure and the internal market size (Deschamps et al, 2017). However, it looks like 

governmental programs are more focused on enabling entrepreneurs rather than creating a real 

“entrepreneurship culture” as only 16% of entrepreneurs in Mexico received some kind of 

support from education or government institutions (Contreras Cueva et al, 2021). 

Additionally, there is still little regulation concerning taxes and formalities for businesses to 

rely on in the long term (Deschamps et al, 2017). Interestingly, while economic liberalization 

encourages opportunity entrepreneurship, which benefits from improvements in the legal 

structure, security of property rights and the regulation of credit and business, the same levels 

of economic freedom tend to discourage necessary entrepreneurship (Flores Yagual et al, 

2017).  

It is worth mentioning that theories also recognize the market structure, the level of regional 

concentration, the existence of entry and existing barriers, and the presence of large firms as 

possible determinants of the appearance of entrepreneurial opportunities (Kantis et al, 2020). 

So, the industrial structure, organizational structure, and the “entrepreneurial climate” 

determine the level of entrepreneurial activity in a particular region (Melecki, 1994).  
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3.2 Possible Governmental Strategies to Boost Entrepreneurial Activity 

Governments can start a wide range of policies to foment the creation and growth of SMEs, 

and can foster the development and more entrepreneurial projects by following one (or more) 

of these three broad options (Flores Yagual et al, 2017):  

• Decreasing entry barriers to the creation of a new firm, diminishing the costs of 

permits and lowering minimum capital requirements. 

• Reducing the “burdens” on SMEs, such as access to credit, or limiting difficulties for 

hiring and firing workers.  

• Managing the use of public funds to start and support established SMEs. 

Most countries approach entrepreneurship by focusing on the first two policy options 

probably because of the lower public resources needed. Countries with heavier regulation of 

entry have high corruption and larger unofficial economies but not better quality of public or 

private goods (Flores Yagual et al, 2017). While none of such policies is directed at 

increasing the purchasing power of induvial buyers, together they can contribute to a 

wealthier economy overall which, in turn, can make entrepreneurship more accessible. As 

entrepreneurship contributes to employment (Vallere and Peterson, 2010), more 

entrepreneurial activity in a country like Mexico might contribute to creating more economic 

stability, which in turn, might open up more opportunities for innovation and social 

development. This seems to be in line with the idea that industrial and organizational 

structure, together with the entrepreneurial climate determine the level of entrepreneurial 

activity in a particular region (Melecki, 1994). For these reasons, there seems to be a need for 

the development of good entrepreneurial culture to foster higher acceptance of 

entrepreneurship in Mexico and, therefore, higher levels of economic development.  

After all, economic growth is positively linked to opportunity-based entrepreneurship, while 

factors such as inflation, informality, and transparency lead to major rates of necessity-based 

entrepreneurship (Amoros et al, 2016). The reasons for the lower levels of economic 

development as a result of entrepreneurial activity in Mexico seem to be due to the difference 

in motivational factors behind the creation of new enterprises (Valliere and Peterson, 2010). 

That is apparent in how the dynamism of SMEs in Mexico is less compared to other emerging 

regions such as South East Asia, probably due to the higher rate of necessity-driven 

entrepreneurship is higher (Autio et al, 2007). While that is not necessarily a negative aspect, 

it explains the reason for such a high level of informal entrepreneurial activities in Mexico 

(which account for at least 60% of the entrepreneurial activity in the country) (Villanueva 

Santillan, 2016) and sheds some light on why it is not expanding to the same level as other 

regions.  
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3.3  The Role of Innovation in Entrepreneurship  

The economic development of a country or a region can be said to depend on the levels of 

community capacity (1), firm and industry capacity (2), entrepreneurial capacity (3), and 

innovative infrastructure (4) (Bernhard et al, 2021). History is another crucial factor since it 

contributes to the difference between countries and regions: the cultural heritage, the 

existence of formal and informal institutions, the stock of knowledge accommodated over 

time, and the regional culture of entrepreneurship play a role in the levels of regional 

knowledge (Del Monte et al, 2020) which in turn affect the innovativeness of a region. So, 

while entrepreneurs might have a key role in taking innovative knowledge to the market 

through the creation of a new firm, the potential for generating opportunities and demand for 

entrepreneurs is higher in regions with high levels of knowledge production (Kantis et al, 

2020).  

According to Schumpeter, innovation determines the benefit entrepreneurial activity brings to 

wealth creation (Miconi, nd). Innovation can be a combination of technological, marketing, 

and organizational factors leading to the creation of new or improved goods, services, or 

methods of production (Amoros et al., 2019). So, the relationship between innovation and 

entrepreneurship seems to be indissoluble (Landstrom et al., 2015). After all, entrepreneurs 

interact with actors in different contexts, pushing competition and making innovation a 

valuable competitive advantage. For this reason, most countries, associate entrepreneurship 

with innovation and thus adopt policies to stimulate innovation with the hope of facilitating 

economic growth (Autio et al, 2014). Still, innovation alone is not enough to develop the full 

positive effect of economic growth on regional performance (Del Monte, 2021). 

Nowadays, most efforts focus on existing firms rather than entrepreneurs: in most settings, 

small businesses emerge as underground, black market, or informal economic activities 

outside the fully legal status of other types of activities (Melecki, 1994) which do not fall 

under the radar of governmental policies. Thus, it seems clear that contextual differences play 

a role in the diffusion and propensity for innovation.  

Financial obstacles also have an impact on the propensity to innovate (D’ Este et al, 2012), 

but there are also other factors contributing to low levels of innovation. The major ones 

include a disconnection between research and development and new venture creation (1); 

scarce use of new technologies in most new business models and ventures (2); lack of 

consistency in policy and public programs that support innovative new firms (3) (Amoros et 

al, 2019). Other factors which also affect the levels of innovation in a particular region 

include, as mentioned previously, contextual issues involving regional preferences, cultural 

background, and populational diversity (Ryan and Daly, 2019).  
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So, innovation and entrepreneurship both play a role in the economic development of a 

country (Khanin et al, 2021), but contexts where the levels of innovation are lower due to the 

combinations of several factors, tend to be less economically and socially developed. After 

all, the spread of innovation is affected by the diffusion of entrepreneurship (Del Monte et al, 

2020). So, entrepreneurs that commit social and human capital to the pursuit of business 

opportunities with innovation and competitive advantage are generally characterized by high 

levels of ambition and seek to become high-growth-oriented while developing innovative 

initiatives and usually have a positive impact on local economics and contribute to increased 

welfare (Amoros et al, 2019). In essence, innovation needs a strong entrepreneurial culture 

and attitude in the local population (and vice versa) to maximize the impact on regional 

growth (Del Monte et al, 2020).  

All in all, innovation is a crucial factor to provide solutions to several challenges that may 

appear in the turbulent business environment and whose importance has been growing 

exponentially through the enhancement of technological capabilities, shorter life cycles, 

fluctuating demand, and global competition (Reghuvanshi and Agrawal, 2019). It must be 

noted that while innovation might hurt employment when associated with technological 

change and labor-saving effects (Del Monte et al, 2021), it is part of the entrepreneurial 

journey and a crucial step in the economic growth of a region (and an industry).  

3.4  Opportunity and Necessity Driven Entrepreneurship 

The literature identifies two main categories of entrepreneurial activity: opportunity-driven 

and necessity-driven, depending on the motivation that pushes the entrepreneur to launch a 

business (Pinazo-Dallenbach and Castello-Sirvent, 2020). The gap between opportunity and 

necessity-driven entrepreneurship determines why people start businesses, which kind of 

enterprise they start, and what they need to survive and thrive (Hui et al, 2018) and it also 

determines the type of barriers and opportunities that entrepreneurs face.  

People who start a business by choice and have the capital to exploit (Hui et al, 2018) are 

referred to as “opportunity-driven” entrepreneurs. The “pull” factors that determine such 

types of entrepreneurial activities include the need for personal achievement, autonomy, and 

financial success (Amorós et al, 2021). Individuals driven by those motivations tend to have a 

high ability to innovate and a higher risk level compared to necessity-driven entrepreneurs 

(Pinazo-Dallenbach and Castello-Sirvent, 2020).  

On the other hand, an unpleasant job or unemployment, as well as limited access to basic 

resources are the main triggers of necessity-based entrepreneurship (Hui et al, 2018). In 

general, necessity-motivated entrepreneurs tend to be based in emerging markets, 

characterized by weak (or inexistent) support for entrepreneurship (Amorós et al, 2021). It is 

worth pointing out that the manifestation of necessity-based entrepreneurship in emerging 
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countries tends to appear primarily as basic subsistence businesses, while it is linked with the 

need for self-actualization and the achievement of personal non-economic growth in 

developed markets (Valliere and Peterson, 2010). However, both can report levels of well-

being similar to opportunity-driven entrepreneurs (Amorós et al, 2021), which suggests that 

their similar outcomes can be obtained regardless of the motivations.  

With that said, the concept of the identification of entrepreneurial opportunity is crucial to 

understanding the reason for the development of an enterprise (Khanin et al, 2021). 

Entrepreneurs are known to operate in conditions of extreme uncertainty (Ferreira et al, 2019) 

and individuals that lack the education, knowledge, and experience to detect meaningful 

patterns (Khanin et al, 2021) might miss out on the opportunities for business development. 

Such barriers arise from a set of factors that depend on the context. And while it might be 

challenging for entrepreneurs to start a new business in unfavorable environments, where 

educational opportunities are scarce and the support of the government null (Khanin et al, 

2021), it is not impossible to do so.  

3.5  The State of Affairs in the Fashion Industry in Mexico  

Given the “niche” quality of the fashion industry, most entrepreneurs that engage in projects 

that deal with fashion should fall under the “opportunity-driven” category. However, it is 

worth pointing out that because of the particular context of the Mexican fashion industry, 

most of the time, enterprises working with textiles involve the skill of artisans. While these 

people do not generally fall under the category of entrepreneurs they are, by definition, and 

fall under the “necessity-driven” entrepreneurs’ category. After all, they contribute to creating 

value in uncertain, imperfect, and unknown environments (Melecki, 2014) and often see 

entrepreneurship as their last resort due to the inexistence of other work options (Valliere and 

Peterson, 2010).  

In the context of the Mexican fashion industry, artisans are part of the complex process of 

new venture creation (in the context of the fashion industry), which makes them entrepreneurs 

(Gartner, 1989). There are examples of communities of artisans getting together under the 

creation of a formal organization to unite forces (Coolhuntermx, 2021). But due to their 

impaired access to resources (financial and intellectual), the possibilities for them to create 

formal organizations are low (Kalinina, 2016).  

As mentioned in Chapter 2, apparel and textiles together make up the third-largest Mexican 

manufacturing industry in terms of employment share. The United States is the primary 

export destination for Mexican production, and the movement of products from Mexico to the 

North American country increased dramatically after the North American Free Trade 

Agreement (NAFTA) in 1994 (Robertson et al, 2020). The restrictions, incentives, and 

stipulations that resulted from the deal made Mexico an attractive and cost-effective 
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manufacturing option for the United States and Canada (NAPS, 2019). Over the period 

spanning from 1986 to 2000, several new plants opened in Mexico, mostly in the form of 

“maquiladoras” (as Robertson 2021 states, it is a term that refers to plants located along the 

United States-Mexican border) to manufacture products for export (Atkin, 2016).  

But while the NAFTA contributed to increasing the access of the Mexican textile industry to 

the United States market, it also increased aggregated quotas and import tariffs on textiles, 

which affected the Mexican apparel industry, vulnerable to such changes due to the lack of a 

developed supply chain for components like thread and fibers (Truett and Truett, 2010). Also, 

the lack of appropriate financial support for the textile sector and the emphasis on exports 

(Saucedo Delgado, 2013) limited entrepreneurial activity in the sector. Also, despite its 

productivity in the sector, paradoxically, Mexico lacks local suppliers of materials acceptable 

for exported products, which results in logistic problems that slow down the development of 

the industry (Truett and Truett, 2010).  

The literature tends to associate export expansions with rises in the return to skill (for 

instance, growth in schooling and education are expected with the arrival of new exporting 

opportunities) (Atkin, 2016). However, the reality is that if the opportunities for the 

employment outweigh those offered by education, expansion of the apparel industry in low 

and middle-income countries might make working more attractive than staying in school 

which, in turn, slows the transition from jobs to careers (Frederick et al, 2021). And this 

explains the slower economic development that a country like Mexico is experiencing.  

Measures to enhance productivity and increase the emphasis on full-package production 

(from thread to finished products) will be important elements in the strategy to increase 

Mexican competitiveness in the global textile industry (Truett and Truett, 2010). But outside 

the world of maquiladoras, artisans are facing challenges in successfully introducing their 

products in the competitive and economically diverse market that characterizes the fashion 

industry (Kanina, 2016).  

Today, more than 12 million people in Mexico make part of the artisanal sector and more than 

half of them live in conditions of extreme poverty (Someone Somewhere, 2020). Of those, 

more than 70% are women (Someone Somewhere, 2020). And while bringing more women 

into the labor force is critical for economic development (Frederick et al, 2021), in the context 

of Mexican’s textile industry, women earn on average 30% less than what men gain for the 

same job (Somewhere Somewhere). This explains the rise of Mexican organizations aimed at 

improving the conditions of artisans around the country while empowering women.  
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3.5.1 Barriers and Opportunities to Fashion Entrepreneurship in Mexico  

It is no longer the case that traditional assets, such as cheap land and labor determine the 

success or failure of regions (Bernhard et al, 2021). Currently, the major drivers for economic 

success seem to be a skilled workforce (1), access to capital and information (2), the presence 

of infrastructure with the capacity of supporting new products, processes, and organizations 

(3), and the level of innovative activity (4) (Bernhard et al, 2021).  

The literature has identified four relevant barriers that entrepreneurs in Mexico experience, 

especially when trying to enter the fashion niche: epistemic, economic, social, and political 

(Aboyotes and Barth, 2020). Epistemic barriers (1) refer to a lack of information and little 

effort in scientific research regarding techniques and materials in the fashion industry; 

economic barriers (2) stand for the scarce financial resources that often do not allow to buy 

sustainably produced materials, hire a skilled work base, or conduct further research; the 

social barrier (3) deals with the initial rejection and mistrust new brands have from buyers and 

consumers, who prefer to stick with the traditional products and brands; the political barrier 

(4) is the lack of incentives from the government to support entrepreneurs in their journey: for 

instance, there is little understanding of the fashion-textile industry in Mexico and thus, little 

policies or regulations to make it part of a value chain (Aboyotes and Barth, 2020).  

And while the country cannot compete with other developing countries based on wage rates in 

the textile industry, however, it can do so based on the quality of the items it exports (Truett 

and Truett, 2010). Still, Mexico’s new generation of designers and creators of sustainable 

brands seem to be giving value to ideals of social and environmental sustainability (Rey, 

2021). This could be a valuable unique selling point with the power of pushing a more 

responsible and ethical attitude towards the consumption of fashion items (PROFECO, 2021) 

by increasing awareness of the socio-environmental impacts of the fashion industry that 

include labor exploitation, unsafe working conditions, and pollution of water and other 

ecosystems (Rodriguez and Barth, 2020). Indeed, after the oil industry, the textile industry 

falls under the category of the most polluting industry in the world (Alcazar et al, 2021). At a 

global level, more than 80% of textiles go to a dumpster at the end of life, the rest finds a way 

to be recycled or reused (PROFECO, 2021).  

Despite being the larger exporter of Latin America, Mexico endures low SMEs export and 

little innovation (Hernandez, 2018), but also little access to innovation, capital, and 

capabilities. Internationalization is the process through which firms expand the sales of their 

goods and services across global borders into different locations and markets and it can have 

positive effects on the firm's environmental and social activities (Ayuso and Navarrete-Báez, 

2017). However, many SMEs tend to choose internationalization as a strategy to obtain 

resources and better capabilities (Hernandez, 2018), rather than to open up to the possibilities 

offered by sustainable development. Still, international networking is critical in emerging 
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countries as they are challenged to overcome resource constraints (Hernandez, 2018). Plus, it 

can help with sustainable development.  

Entrepreneurs find the high cost of sustainable practices and materials a barrier to widespread 

adoption (Ramirez, 2018). In this optic, the price might be the main factor hindering further 

sustainable development in the fashion industry among strong and international players. 

However, with the explosion of social media, Mexican brands can gain global recognition and 

make a name for their high-quality, ethical, and sustainable garments. As critical events and 

social disorienting dilemmas entrepreneurs face seem to constitute crucial factors for them 

venturing into the niche of sustainable fashion (Aboyotes and Barth, 2020), there seems to be 

a mix of necessity and opportunity to drive this sort of enterprise.  

One major barrier to the development of enterprises in the fashion industry is the little 

technological advancement Mexico counts on. Virtually no research and development is 

happening at a national level (Aboyotes and Barth, 2020). However, the low levels of 

regulation make it easier for would-be entrepreneurs to engage in the journey of setting up a 

brand.  

3.6  Social Entrepreneurship in Mexico  

Mexico provides many opportunities for social entrepreneurship (in the form of projects that 

provide a solution to apparent societal issues): after all, in 2010, over 52 million people were 

in a situation of extreme poverty, which did not allow them to get the income to satisfy at 

least one of their basic needs (Felix Gonzalez et al, 2017). And while in Europe the rise of 

social entrepreneurship can be linked with the government's inability to fulfill its mission 

regarding social roles, on the other side of the Atlantic, this type of entrepreneurial activity 

emerged from the lack of financial resources in the sector (Wulleman and Hudon, 2016).  

Besides that, the social entrepreneurship sector is growing in Mexico due to the level of 

inequality in the country that requires entrepreneurs to come up with innovative ideas to solve 

social issues (1); the increasing levels of manufacturing and exports (2); a domestic market of 

more than 125 million people (3); and the closeness with the United States market (4) (IDB, 

2016). In this sense, the need for doing something about the social conditions of the country 

seems to push the new generation of entrepreneurs to take other routes in their entrepreneurial 

journey.  

Social entrepreneurship stands as a possible solution in a country of significant inequalities 

and corruption (Wulleman and Hudon, 2016). The social exclusion (distance from job, 

income, education, and training opportunities) of many members of the society in the country 

is fostering the development of social entrepreneurship as an organizational form in Mexico 

(Khrisha and Kummitha, 2017). But most Mexican social entrepreneurs begin either as social 
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bricoleurs or constructionists and aim to become social engineers and create a systemic 

change in the social system (Wulleman and Hudon, 2016). The education of community 

leaders and university students in social entrepreneurship might increase the number of 

organizations devoted to social change (De la Garza et al, 2020).  

Still, social entrepreneurship as a sector in Mexico only started to be formally recognized in 

2011 (IDB, 2016). Today, there are two main causes of lack of success among Mexican 

entrepreneurs: lack of infrastructure and resources, and context (Sandoval, 2019). While the 

country’s government has entities and policies aimed at entrepreneurs and solving social 

issues, most of them are not working together (IDB, 2016). Today, non-governmental 

organizations such as Endeavor have a considerable impact on the development of 

entrepreneurial activities with a high potential to transform industries, communities, and 

countries (Endeavor, 2021).  

While the pandemic had negative effects on the retail industry in Mexico, it also pushed a 

new wave of entrepreneurial activity, especially through e-Commerce (Rodriguez, F., 2020) 

that also involved social entrepreneurship. After all, the use of new technologies can help 

players in the fashion industry to produce quality products in respectable quantities 

sustainably while minimizing costs (Ukobitz and Faullant, 2021). Plus, it can give access to 

selling to a wider range of people. All one needs for selling online is an internet connection 

and a bank account. However, there are several barriers to the development of social 

entrepreneurial projects in Mexico. For instance, social enterprises tend to work with 

communities located in rural or marginalized areas, with a low density of companies and few 

services that call for high transaction costs, difficulties in communicating, and limited 

connections (Sandoval, 2019).  

3.7  The Fashion Industry and Sustainable Practices 

The fashion industry includes clothing, textiles, footwear, and luxury goods and it is one of 

the world’s largest consumer industries (Masciarelli and Leonelli 2020). Today, this industry 

relies on the fast and efficient manufacture of new seasonal trend-driven products, and the 

continued cycle of buying, using, and disposing of them is based on a production system that 

has serious consequences for our society and environment (Gwilt and Rissanen, 2012). The 

system is complex and made up of a global network of actors that contribute to the creation, 

production, distribution, and consumption of fashion (Buchel et al, 2022). Due to the 

increasing awareness regarding the need for more sustainable practices more than 70% of 

companies across the world have placed environmental sustainability at the center of their 

brand strategy (Hye-Shin and Hall, 2015). After all, the global population and wealth growth 

are leading to expanding demand for luxury items and technologies, as well as higher 

expectations in the fashion industry (Buchel et al, 2022). But consumer knowledge of the 
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clothing supply chain remains minimal (James and Montgomery, 2017), which is reflected in 

a consumer lack of engagement with social responsibility in their supply chain.  

Like others, the Mexican apparel industry has not been immune from the globalization 

process, which forced many companies to transform their technologies and textile designs in 

response to new global fashion trends (CEMDA, 2019). It is worth mentioning that since the 

NAFTA agreement, from 2000 to 2014, in Mexico and other emerging economies such as 

Brazil and India, apparel sales grew eight times faster than in the United States, Canada, 

Germany, and the United Kingdom (Aguiler Ramirez, 2018). But because sustainable 

consumption is not as prevalent in Mexico, the negative impact of the garment industry could 

be considerable if nothing is done about it. Also, the local population does not seem to value 

the products of indigenous artisans in the global marketplace (Gardetti and Rahman, 2018).  

Sustainability in fashion can occur across four different stages: source, make, use, and last 

(Aguilar Ramirez, 2018). But there is no clear definition of sustainable fashion, which include 

the movement toward a greener, more ethical, circular, more transparent, and slower fashion 

(Buchel et al, 2022). Established fashion brands and retailers are experiencing new types of 

recycling, reusing, or reselling alongside their conventional, ownership-based business 

models (Masciarelli and Leonelli 2020). The efforts of companies engaging with sustainable 

fashion include increasing competition in the market, the rise of consumer interest in 

sustainable fashion, and the emergence of alternative practices, materials, and business 

models (Buchel et al, 2022).  

Because of the socio-economic background of the country, Mexican consumers seem to be 

always looking for “high-quality products” and positive experiences at low cost and quickly 

(Aguilar Ramirez, 2018). But environmental education is still quite poor and there is little 

communication from the government or other organizations about the importance of 

sustainable consumption (Deschamps et al, 2017). Increasing digitalization and e-commerce, 

which have developed further with the global COVID pandemic have influenced the fashion 

system widely (Buchel et al, 2022) and made alternative fashion practices more accessible to 

the population.  

Today, in Mexico, inefficiency in the use of economic and natural resources is neither 

controlled nor sanctioned, which creates a perverse incentive favoring the wasting of valuable 

resources (such as water) (CEMDA, 2019). And sustainable options are still costlier than their 

fast-fashion counterparts, which makes a greening of the industry hard to achieve (Aguilar 

Ramirez, 2018). Doing fashion with natural and organic materials can contribute to a positive 

change in the environmental degradation of resources. Furthermore, the quest for high 

standards in manufacturing and design among Mexican fashion entrepreneurs is intensifying 

(Papathanasiou and Perlatti, 2018), which might be strengthening the country’s position on an 
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international level. This tendency is also reflected by the growing number of design schools, 

international partnerships, and government incentives (Papathanasiou and Perlatti, 2018).  

Such growth in this direction might result in a switch to a more sustainable industry and a 

wider acceptance of its practices. According to theory, the regime stands for the dominant 

way of thinking in a particular system or industry and initiates practices and responses, that 

bring the system to a “lock-in”, which means that few alternative options have enough room 

for growth (Buchel et al, 2022). Niches, on the other hand, are spaces outside of the regime 

and define alternative ways to think, manage, and shape the system (Buchel et al, 2022). 

Besides that, landscape dynamics (the context) influence the stability of the regime and might 

force a process of reconfiguration (Buchel et al, 2022). And when niches grow to a point to 

gain the attention of the market, or the landscape dynamics change to a particular direction, it 

is possible to talk about sustainability transition.  

But more sustainably produced fashion clothes that factor in the true cost of these products 

from an environmental and social perspective is costlier to make not only in terms of 

equipment, but also in hiring expertise, in the use of more expensive and less damaging raw 

materials, and the consideration of disposal or upcycling of fashion clothing waste (Gwilt and 

Rissanen, 2012). Plus, several barriers in Mexico’s legal and political framework hinder or 

fail to incentivize eco-efficient operations in the apparel industry (CEMDA, 2019). With the 

textile industry being so strong in Mexico, it is important to find ways to give power to local 

artisans. Unfortunately, the increasing popularity of fast fashion contributes to the loss of a 

skillful and valuable set of the population. Local sustainable fashion in Mexico introduces 

sustainably-made fibers and dyes, waste reduction measures, and upcycling techniques by 

giving visibility to the artisanal production of traditional clothes and ensuring social justice 

for marginalized populations (Rodriguez and Barth, 2020). But the marketing strategy for 

companies and organizations willing to trigger sustainable lifestyles needs to focus on 

influencing social behaviors to benefit the target audience and the general society (Deschamps 

et al, 2017).  

Entrepreneurs working in the fashion industry in Mexico have the power to provide jobs to 

indigenous people who traditionally work with textiles and contribute to major sustainable 

development in the country by creating jobs, using organic materials, and limiting the 

pollution their processes can have on the environment. After all, entrepreneurship, through the 

process of creative disruption, can lead to a series of reactions and stimulate changes in the 

industry. In essence, entrepreneurs have the power to drive economic progress and to act as 

the catalyst behind innovation, growth, and wealth (Auvinet and Lloret, 2015). There are 

several examples of Mexican fashion designers that make use of the textile heritage of the 

country. Alejandra Raw, SomeoneSomewhere, and Carla Fernandez are only a few of the 

fashion brands that pride themselves on using only sustainably-sourced materials while giving 

work to members of the indigenous communities of rural Mexico. 
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4 Theoretical Framework  

This chapter contains the theoretical framework on which the study is based. This chapter 

includes the conceptual elements relevant to understanding and analyzing the mechanisms 

and dynamics included in this thesis. 

4.1 Opportunity Recognition Vs. Opportunity Pursuit  

The main framework of analysis through which the empirical material is analyzed and the 

conclusions of this investigation are drawn is the study on barriers to entrepreneurship by 

Khanin et al, 2021. According to the current literature, entrepreneurship and innovation are 

associated with wealth generation and economic development (Khanin et al, 2021) because 

they enable structural change and regional development (Jain and Ali, 2013). However, there 

seems to be agreement on the fact that both tend to develop differently depending on the 

context. To put it better, not all places are alike in their potential to generate new 

entrepreneurs (Melecki, 1994).  

While that does not mean some contexts are better than others, it does highlight how 

contextual barriers and the entrepreneurs’ abilities to turn them into opportunities have an 

impact on the contribution of entrepreneurial projects to wealth creation and economic 

development. For instance, in emerging countries, total entrepreneurial activity seems to not 

benefit Gross Domestic Product rates as it does in developing countries (Valliere and 

Peterson, 2010). Indeed, while entrepreneurs can bring about change in the economic systems, 

local conditions are significant to determine if an individual decides to be an entrepreneur 

(Smith, 2021). However, that should not discourage entrepreneurship in such contexts. 

Instead, investigating the barriers to innovation and entrepreneurial activities across different 

regions can help have a clearer view of the appropriate strategies to increase the levels of 

entrepreneurship and innovation (and, consequently wealth creation and economic 

development) in developing economies.  

The study of entrepreneurship has evolved over the years: the first ones emphasized the 

analysis of the personal attributes of the entrepreneurs and their psychology, while in the 90s, 

studies started to take into account the role of the recognition of opportunities in the market in 

the success of entrepreneurial activities (Gonzales Saucedo, 2013). The existence of 

entrepreneurial human capital (or a mass of individuals with the vocation, motivation, and 

capacities to start a firm) is essential to the establishment of entrepreneurial activities (Kantis 

et al, 2020). However, their presence and the way entrepreneurs discover opportunities, create 

them, and exploit them affect the outcomes of their endeavors and depend on psychological 

traits, education, access to resources, support structures, and the overall context of operation 

(Jain and Ali, 2013). 
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Entrepreneurial opportunity can be defined as a business idea, plan, or belief that may or may 

not turn out as expected (Foss and Klein, 2020). However, regions with a large knowledge 

base have higher concentrations of entrepreneurial activities in technology-intensive and 

innovative industries (Del Monte et al, 2021) and higher rates of opportunity recognition 

(Valliere and Peterson, 2010). And since entrepreneurs operate under conditions of extreme 

uncertainty (Ferreira et al, 2019), identifying barriers to entrepreneurship is essential to limit 

such uncertainty and contribute to economic development and wealth creation. After all, due 

to factors that involve the political, social, and economic context of a country, entrepreneurial 

and innovative activities are unevenly distributed in space, which is one of the main causes of 

regional inequalities present in both developed and developing countries (Bernhard et al, 

2021). So, regardless of their motivations, entrepreneurs face barriers that depend on the 

environment they operate (Vallere and Peterson, 2010).  

Khanin et al (2021) identify three categories of barriers to entrepreneurship at the stage of 

opportunity recognition: discovery-lifestyle barriers, referring to all those obstacles that make 

it difficult for aspiring entrepreneurs to recognize opportunities(1); access barriers, referring 

to factors that make it challenging for entrepreneurs to acquire the necessary resources for 

new venture creation (2); and location barriers, referring to the elements (such as 

underdeveloped infrastructure, outdated equipment, inadequate support) that make starting 

operations in a certain country or region more difficult (3).  

Additionally, they identify different barriers that arise during the stage of opportunity-

realization: growth-wellbeing barriers that result from cognitive phycological factors (1); 

legitimacy barriers, which arise due to socio-institutional factors (2); and magnitude barriers 

that involve economic-operational elements that might prevent entrepreneurial success due to 

unfair competition and smallness (3) (Khanin et al, 2021).  

The findings of their research are summarized in the following table and used as the basic 

framework through which the findings are analyzed in Chapter 6.  
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Constraints Stages 

 Opportunity Identification Opportunity Realization 

Cognitive-
psychological 

Discovery lifestyle barriers: 

• Inability to recognize patterns and 
opportunities; 

• Low level of expertise; 

• Insufficient Motivation;  
Fear of Failure; 

• Difficulty of Assembling and 
Coordinating the Team; 

• Low-self efficacy and self-esteem; 

• Low determination and 
perseverance. 

Growth-wellbeing barriers: 

• Insufficient managerial skills 
and capabilities; 

• Adaptation difficulties; 

• Perceived work-life imbalance; 

• Time-constraints; 

• Work stress; 

• Regrets about missed 
opportunities. 

Socio-institutional 

Access barriers: 

• Bad laws and bureaucracy; 

• Expensive competition in society; 

• Insufficient socialization to 
entrepreneurship in families and 
education system; 

• Lack of state support; 

• Incorrect beliefs and prejudices. 

 

Legitimacy barriers: 

• Liability of newness; 

• Unstable venture; 

• Risks to potential suppliers, 
buyers, or allies. 

 

 

Economic 
operational 

Location barriers: 

• Excessive economic turbulence or 
resource scarcity; 

• Poor transportation and logistics 
services; 

• Unstable Financial System; 

• Difficulty of finding qualified 
personnel or partners. 

Magnitude barriers: 

• Limited production capacity; 

• Insufficient number of experts 
in the organization; 

• Knowledge deficiency in various 
areas of operations. 

Table 1 Barriers to Entrepreneurship (adapted from Khanin et al, 2021) 

Such a theory spurts from research on opportunity identification and realization, which 

represents the basis of entrepreneurship theory (Eckardt and Shane, 2003).  

4.1.1 Cognitive-psychological Barriers 

Khanin et al’s (2021) literature review highlights how some scholars have approached 

opportunity search as an individual cognitive process where prior knowledge plays a crucial 

role (Baron and Ensley, 2006). Thus, opportunity recognition can be more or less effective 

depending on the entrepreneurs’ prior experience and knowledge (Khanin et al, 2021). Under 
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such an optic, individuals lacking entrepreneurial education and knowledge of the market 

conditions may find it challenging to detect patterns and realize an opportunity for business 

development (Khanin et al, 2021). So, knowledge becomes a factor that could enable or 

constrain opportunity recognition (Dimov, 2007) and, consequently, opportunity realization.  

Barriers that fall under the cognitive-psychological category might arise from psychological 

handicaps such as fear of failure or insufficient socialization to entrepreneurship at home, 

during the education, and among the society as a whole (Khanin et al, 2021). Additionally, 

psychological barriers may arise when entrepreneurs do not show the character traits required 

for entrepreneurial projects, such as stamina, dedication, and perseverance (Khanin et al, 

2021).  

Such barriers lead to the inability to recognize patterns or opportunities in the opportunity 

identification phase and result in insufficient managerial skills and capacities during the 

opportunity realization (Khanin et al, 2021). After all, an entrepreneur needs to make a strong 

mental effort to recognize specific patterns that may point to an opportunity (Baron and 

Ensley, 2006) and adopt a mindset and lifestyle that allow him or her to identify an 

opportunity (Khanin et al, 2021). On the other hand, cognitive psychological barriers arising 

at the stage of the opportunity-realization could make growing a venture difficult due to 

insufficient managerial skills and adaptation difficulties, for instance (Khanin et al, 2021). 

Entrepreneurs may overcome such barriers by working with experienced entrepreneurs 

(Khanin et al, 2021) and compensate for their deficiencies by putting together dedicated and 

cohesive teams (Wasserman, 2012). 

4.1.2 Socio-Institutional Barriers 

The theory defines institutional voids, the absence of regulatory systems, limited financial 

support from the public sector, and poor infrastructure as barriers that fall under the socio-

institutional constraints and “access-barrier” category, which takes into account the political, 

social, and economic context (Khanin et al, 2021). In such a context, corruption in the 

institutional system might cause uncertainties in new ventures (Yukhanaev et al 2015).  

Socio-institutional barriers may include bad laws that make it harder to start a new venture or 

could arise due to old customers that discourage entrepreneurship (Khanin et al, 2021). Such a 

situation would not only affect the opportunity identification stage, but also the opportunity 

realization one, since a new venture that becomes operational may continue to suffer from 

unfair laws and lack of support from the institutions (Khanin et al, 2021).  

On top of that, entrepreneurs might face access barriers that might result from the refusal of a 

loan, ineffective education, or social inequality issues that make it difficult for them to acquire 

financial, intellectual, or physical resources (Khanin et al, 2021). in such a context, excessive 
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economic turbulence or resource sacristy can cause low entrepreneurial levels in a particular 

country (Khanin et al, 2021).  

According to other streams of literature, such barriers, at the opportunity identification and 

realization stage alike, are known to elevate the transaction costs to get access to resources, 

increase uncertainty, and negatively affect the speed and cost of new venture creation 

(Manolova et al, 2019). Additionally, income levels among the population also affect the 

direction of entrepreneurs. As low-income levels are associated with low levels of demand 

and lack of sophistication, which impact the type of enterprise that can be set up (Kantis et al, 

2020).  

Additionally, bureaucratic barriers to a formal and legal operation reduce the potential profit 

of a business and reinforce the decision of certain profiles of entrepreneurs to remain apart 

from the formal economy (Melecki, 1994). Finally, the level of trust in society can facilitate 

or inhibit social network forming (Kantis et al, 2020). So, overall, the quality of political and 

economic institutions and the presence of legal impediments affect the outcomes of 

innovation and entrepreneurial activities (Del Monte et al, 2020).  

4.1.3 Economic-Operational Barriers 

Lastly, the theory identifies economic and operational barriers that appear as location barriers 

during the opportunity identification stage and as magnitude barriers in the opportunity 

realization. So, the idea is that entrepreneurship might be hindered by the economic system 

and other location factors (Khanin et al, 2021). 

According to Khanin et al (2021), location barriers arise from economic instability or resource 

scarcity, poor infrastructure, unstable financial systems, and unskilled human capital. For 

instance, while it is always difficult for entrepreneurs to obtain financial resources, it is more 

difficult in some countries and regions than others (Wasserman, 2012) due to a poor state of 

the economy or a lack of individuals and organizations ready to invest in small ventures 

(Gompers and Lerner, 2004).  

Additionally, at the stage of opportunity realization, new ventures might experience 

difficulties arising from their smallness (Pitelis, 2009), which lead to magnitude barrier, 

arising as new ventures do not have the resources to fulfill orders due to their limited 

capacity, human capital, and minimal access to experienced professionals (Khanin et al, 

2021).  

Other streams of literature point out how low levels of disposable income seem to accentuate 

the liquidity constraints involved with the creation of an enterprise (Monolova et al, 2019), 

which is why entrepreneurs should access appropriate financing resources to scale up their 

businesses (Kantis et al, 2020). The research by Monolova et al (2019) identifies the role of 
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family involvement in the startup process for young entrepreneurs, which seems to be 

magnified under weak institutional regimes. According to the study, more often than not, 

families are a key (or the sole) source of startup capital and provide connections and referrals 

that contribute to overcoming the barriers that entrepreneurs face in their journey (Monolova 

et al, 2019).  

Under such an optic, the existence of research-intensive and knowledge-producing institutions 

is a key factor in the production of knowledge (Ryan and Daly, 2019) and therefore have a 

strong impact on the level of entrepreneurship in a particular context. Not for anything, levels 

of innovation and entrepreneurship are higher in regions with a stronger historical presence of 

universities and scientific inventions, which seem to be crucial drivers in the long-term rates 

of economic growth of a country (Del Monte et al, 2020). Such perspective argues that 

organizations, universities, government policies, and normative structures enable innovation, 

thus growth, and make the development and interconnection of knowledge institutions a 

critical factor in the development of a country (Valliere and Peterson, 2010).  

Finally, studies suggest that emerging economies share certain institutional characteristics, 

such as infrastructure deficiencies, cumbersome regulation, and underdeveloped market 

institutions, that do not contribute to the creation of an ideal environment for entrepreneurial 

activity (Manolova et al, 2019).  

4.2 Entrepreneurship and Sustainable Development 

With the theoretical framework so far described in mind, looking at sustainable development 

and its barriers and opportunities in entrepreneurial work is relevant to the aim of the study. 

The concepts in this section are aimed at answering Research Question 2 using the study from 

Hoogendoorn et al (2019). The investigation suggests a correlation between barriers and 

sustainable entrepreneurship which justifies the addition of a subsection about Sustainable 

Development and Social Entrepreneurship in this thesis.  

Here, Sustainable Development (SD) is defined as an evolution along the three axes of 

economic, social, and environmental factors. In essence, sustainable development should lead 

to increased endogenous capacities of domestic firms and workers, the creation of jobs, and 

the mitigation of the environmental and health impact of industrial growth (Gallangher and 

Zarsky, 2007). SD also implies the use of renewable resources over non-renewable ones, the 

preference for local raw materials, and the achievement of social objectives (Hall et al, 2010). 

The aim is to maintain economic advancement and progress while protecting the long-term 

value of the social life (Al-Qudah et al, 2022). 

While the concept of SD emerged more than 40 years ago, it is still valid in the current social, 

economic, and political scenario (Ayuso and Navarrete-Báez, 2017). After all, today, 
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awareness of the need for a fundamental transformation in the way society consumes natural 

resources and produces energy seems to be growing (Hall et al, 2010) and the concept of 

entrepreneurial sustainable development is more important than ever. While economic 

prosperity is generally measured through GDP, sustainable development can be seen as an 

essential target to achieve to avoid unsustainable traditional business practices (Al-Qudah et 

al, 2022). After all, over the last decades, it has become increasingly obvious that 

competitiveness and sustainability go hand in hand (Masciarelli and Leonelli 2020).  

Entrepreneurship and ethical behavior are closely related (Hoogendoorn et al, 2019). As 

mentioned in the previous sections, entrepreneurial activities span across industries and 

various domains with different approaches and constitute an important asset for a country’s 

development. And just like they contribute to economic development, entrepreneurial 

activities play a crucial role in the transformation towards a more sustainable future (Belz and 

Binder, 2017). Indeed, they have an impact on the journey towards solving the environmental 

challenges that are affecting our society and counteracting existing negative environmental 

impacts while generating social, economic, and environmental benefits (Masciarelli and 

Leonelli, 2020).  

Entrepreneurship is recognized as significant to bring about a transformation to sustainable 

products and processes: after all, new sustainability pressures create various types of market 

failure and open up opportunities for new entrants (Hall et al, 2010). Enterprising individuals 

and ventures can discover, create, and exploit opportunities for sustainability through social 

and technological innovations that can lead to institutional and market transformations 

(Johnson and Schaltegger, 2019). Such efforts can be classified under the term “sustainable 

entrepreneurship”, a concept that combines the definition of sustainable development with 

entrepreneurial activities. By definition, sustainable entrepreneurship refers to an innovative, 

market-oriented, and personality-driven form of value creation through environmentally or 

socially beneficial innovations and products (Iyigun, 2015). So, sustainable entrepreneurs can 

recognize, develop, and exploit opportunities to bring into existence goods and services with 

economic, social, and ecological gains (Belz and Binder, 2015).  

For these reasons, entrepreneurial activity with a focus on sustainable development can act as 

the catalyst for the transition from the current economic system to a sustainable one and 

contribute to filling the gaps that businesses and governmental agencies leave in their efforts 

to provide social and environmental benefits through their products and services (Iyigun, 

2015). For this to be possible, there is a need for a shift of focus in the perception of 

entrepreneurial projects as “only profit-oriented”. However, the field of sustainable 

entrepreneurship is still in a nascent phase (Belz and Binder, 2015) and such a shift is still not 

widely accepted. Indeed, among other barriers, sustainable entrepreneurs face challenges due 

to the discrepancy between the creation of private value and the creation of social value 

(Hoogendorn et al, 2019). 
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4.2.1 Barriers and Opportunities to Sustainable Entrepreneurs  

Sustainable entrepreneurs face additional challenges during the startup process than regular 

entrepreneurs (Hoogendoorn et al, 2019). To contribute to effective impacts, sustainable 

entrepreneurs should have a clear vision of their companies’ direction and how that involves 

sustainable development. However, their objectives are often broader in scope and more 

complex (Hoogendoorn et al, 2019). For their projects to fall under the definition of 

sustainable entrepreneurship, their business ideas should balance the social, economic, and 

environmental impact of their activities by strategically engaging in sustainable practices in 

the search for competitiveness and efficiency across the three areas of sustainability (Iyigun, 

2015).  

However, sustainable entrepreneurs tend to exploit opportunities in imperfect markets 

characterized by high levels of failure that result from inappropriate government intervention, 

externalities, and imperfect information (Hoogendoorn et al, 2019). So, sustainable 

entrepreneurs might feel hindered or supported by the institutional environment that includes 

the perceived lack of financial resources, the perceived degree of complexity of 

administrative procedures, and the perceived lack of start-up information (Hoogendoorn et al, 

2019). After all, entrepreneurs working with sustainable practices need to challenge existing 

rules, norms, legislation, and public policies (Hoogendoorn et al, 2019).  

The study by Hoogendoorn et al (2019) recognizes two types of barriers: financial and non-

financial. Non-financial barriers are linked to the institutional context in which entrepreneurs 

operate. For instance, sustainable startups are more dependent on government supports for 

incentives and subsidies (Groot and Pinkse, 2015). Individuals tend to perceive administrative 

complexities and insufficient start-up information as barriers to the development of their 

ventures (Hoogendoorn et al, 2019). Sustainable entrepreneurs also face financial barriers 

(similar to those faced by regular entrepreneurs) that arise from the value-capturing potential 

inability of sustainable entrepreneurs and that limits the availability of private capital 

(Hoogendoorn et al, 2019).  

In such a context, entrepreneurship for sustainable development is a multilevel phenomenon 

that connects social, environmental, and economic dimensions through entrepreneurial 

processes, market transformations, and large-scale societal developments (Johnson and 

Schaltegger, 2019). Such an approach is ambitious as it does not only attempt to contribute to 

sustainable development for the organization itself but also to support the market, society, 

local, region, national, and global development (Al-Qudah et al, 2022) and requires 

substantial sustainability innovations across industries. However, it is worth mentioning that 

entrepreneurs face different types of risks and barriers depending on their objectives. For 

instance, social entrepreneurs fear non-financial personal risks, such as losing credibility or 

their networks (Hoogendorn et al, 2019).  
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The need for change toward sustainability across industries is acknowledged (Buchel et al, 

2022). According to the literature, sustainable entrepreneurs are often driven by the 

recognition of a particular social or ecological problem they encounter in their private or 

professional lives (Belz and Binder, 2015). So, sustainable entrepreneurship stems from the 

desire to stop activities that harm the environment, combined with a motivation to create 

economic value (Masciarelli and Leonelli, 2020). The emergence of such niches in the market 

involves the use of “alternative practices” as opposed to the “dominant practices” but also to 

the recognition, creation, and exploitation of opportunities (Belz and Binder, 2015). In the 

fashion industry, alternative practices include the use of new technology and fibers, the 

adoption of business models, the development of new value chains and partnerships, and 

increased consumer awareness (Buchel et al, 2022). The role of the environment might be 

summarized by looking at the local determinants of the creation of sustainable entrepreneurial 

opportunities, which include the existence of formal and informal networks (1); the influence 

of social capital, which includes cultural practices, political contexts, and social ties (2); and 

the presence of government support through policies that promote sustainability and 

sustainable behaviors (3) (Masciarelli and Leonelli, 2020).  

4.2.2 Social Entrepreneurship: Opportunities and Barriers 

Poverty and inequality are the world’s top sources of not only serious social problems 

(Auvinet and Lloret, 2015) and are closely linked with environmental issues. However, 

governments in most emerging markets (where poverty levels are higher than in developed 

countries) lack the human resources and organizational efficiency to design and implement 

policies to overcome such issues, making it unlikely for innovation and entrepreneurial 

activities in such fields to be promoted (Cirera and Maloney, 2017). Indeed, most of the 

conceptual development in the field of entrepreneurship has occurred in, or assumed, mature 

market conditions (Smallbone et al, 2013). After all, such conditions tend to offer higher 

levels of support from the institutions, better access to capital (both human and financial), and 

higher levels of education.  

By definition, social entrepreneurship is a way to generate economic wealth and attend to 

social issues sustainably (Maguirre et al., 2018) through a process involving the innovative 

use and combination of resources to pursue opportunities to catalyze social change and/or 

address social needs (Belz and Binder, 2015). In short, social enterprises aim to create social 

and economic value in favor of the beneficiaries and society through different entrepreneurial 

opportunities and approaches (Wulleman and Hudon, 2016). The underlying drive for social 

entrepreneurship is the creation of social value as opposed to personal or shareholder wealth 

(Phillips et al, 2015). This type of entrepreneurship is seen as a powerful mechanism to 

confront poverty, empower women, catalyze social transformation, foster inclusive growth in 

marketplaces, and bring about institutional change (Saebi et al, 2019). Therefore, a socially 

responsible company should effectively respond to the concerns of its various stakeholders, 
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including employees, suppliers, and the community in which it operates (Ayuso and 

Navarrete-Báyes, 2017).  

There is a recognized need for emerging markets to focus on the creation of social enterprises. 

Luckily, social entrepreneurs can make significant contributions to their communities and 

societies, adopting processes and business models to offer creative solutions to complex 

social problems (Zahra et al, 2009). Indeed, by raising the amount of wealth and improving 

the conditions of the overall population, efforts in the industry, innovation, and 

entrepreneurship can focus on sustainable development and growth. So, social 

entrepreneurship is a concept with many features in common with sustainable 

entrepreneurship but, compared to sustainable entrepreneurship, social entrepreneurship 

pursues what seems to be “a double bottom line” of social and economic goals (Belz and 

Binder, 2015). 

While traditional development activities for eradicating poverty have historically not been as 

effective as expected, local organizations seem to be the key to eliminating the paternalistic 

design of such projects (Maguirre et al, 2018). Indeed, it seems that the heightened interest in 

social entrepreneurship and innovation over the past few years spurs from the perceived 

weakness and failure of the dominant for-profit model (Phillips et al, 2015).  

However, social entrepreneurs face challenges and barriers that might hinder their efforts. For 

instance, serving unmet social needs limits the capacity for value capture since the 

beneficiaries do not have the means to pay for the value creation (Hoogendoorn et al, 2019). 

Such a situation threatens the successful establishment of a social venture. Additionally, they 

need to initiate institutional change to challenge existing rules, norms, policies, and legislation 

(Hoogendoorn et al, 2019).  

Of course, opportunity recognition is a key element in the success of social entrepreneurship 

projects (Felix Gonzales et al, 2017), just as it is with traditional forms of entrepreneurship. 

According to the literature, social entrepreneurship is about identifying a problem-solving 

opportunity to meet a social need (Phillips et al, 2015). Under such an optic, a social 

opportunity is defined as a potential business solution to address a social problem (Felix 

Gonzales et al, 2017). In this sense, social entrepreneurship can become a source of new and 

innovative solutions to issues where the private and public sectors failed (Wulleman and 

Hudon, 2016).  

According to the current theory, social entrepreneurs inclined to search for information to find 

a solution to solve specific social issues are more likely to discover opportunities in the 

environment of social entrepreneurship. The same applies to those with the ability to make 

accurate evaluations of reality and with strong social networks (Felix Gonzales et al, 2017). 

Entrepreneurs that can come up with novel solutions to address social problems, that make do 
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with whatever is at hand, and that engage in processes of trial and error to form the 

opportunity are better at creating opportunities (Felix Gonzales et al, 2017). For this reason, 

social entrepreneurs (and sustainable entrepreneurs) need a broad knowledge base to work 

under unfavorable institutional contexts and cope with varied and complex stakeholder 

relations (Hoogendoorn et al, 2019).  

The literature has classified social entrepreneurs into social bricoleurs, social constructionists, 

and social engineers. According to the definition, the social bricoleur is an entrepreneur 

working with social issues with what is at hand, a condition that requires thorough knowledge 

of the local conditions and available resources (Wulleman and Hudon, 2015). Such 

entrepreneurs tend to focus on addressing small-scale social needs (Zahra et al, 2009). A 

social constructionist is an entrepreneur aiming at finding solutions to social issues by 

exploiting opportunities and market failures and looking to introduce reforms and innovations 

to the broader social system (Zahra et al, 2009) and that can be applied to different situations 

too (Wulleman and Hudon, 2015). Finally, a social engineer is an entrepreneur who tackles 

existing social structures and addresses large-scale issues (Wulleman and Hudon, 2015).  

The difference between the three types of social entrepreneurs has to do with the impact they 

cause on society, but also in the ways they vary to discover social opportunities and collect 

resources to pursue them (Zahra et al, 2009). So, in the case of social entrepreneurship, an 

individual’s ambition and opportunity recognition are different and brings about different 

types of changes (Saebi et al, 2019).  

Also, social enterprises’ impact and motivation differ depending on their context. For 

instance, social entrepreneurship in Europe has its origins in the period after the Second 

World War, as an attempt to reconstruct a region deeply affected by the conflict (De La Garza 

et al, 2020). Under such circumstances, social enterprises become private non-profit 

organizations that provide goods or services directly related to benefit the community (De La 

Garza et al, 2020). In the United States, social companies identify opportunities to improve 

social welfare while generating profits (De La Garza et al, 2020).  
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5 Study Design and Methodology  

This Chapter includes a description of the methodology used to collect and analyze the 

empirical material necessary to come up with answers to the research questions specified in 

the first chapter.  

5.1 Research Design 

This research assumes that the context in which an individual operates has an impact on his or 

her activity. Thus, the analysis carried out in this thesis takes a phenomenological or 

interpretivist perspective, committed to understanding the social phenomena from the actor’s 

point of view (Taylor et al, 2016). For this reason, the understanding of the context needs to 

be carried out through qualitative methods, namely qualitative interviews and observation. 

Such qualitative methodologies produce descriptive data (people’s spoken words, observable 

behavior, and interpretation of their actions) aimed to answer the research question (and the 

consequent subquestions) outlined in section 1.3.  

The process is inductive: instead of assessing pre-conceived models and theories, the 

methodology aims at developing insights from the patterns in the data. The process is also 

iterative: the investigation fed the interview questions and vice versa. In this sense, the more 

information was collected through the interviews and observation, the clearer it was to 

structure this study and provide the proper theoretical framework to support the analysis. For 

example, during the interviews, it became clear to add sustainable development and the 

concept of social entrepreneurship to the theoretical background of the study, to use both in 

the analysis.  

The theoretical framework for this study uses the theory developed by Khanin et al (2021) 

regarding the current theories regarding barriers and opportunities to innovation and 

entrepreneurship in different contexts as well as the study by Hoogendoorn et al (2019) of the 

challenges entrepreneurs encounter when engaging with sustainable development, and the 

concept of social entrepreneurship. Such theories are used as the analytical tools to approach 

the issues outlined in the first sections of this thesis and draw adequate conclusions that 

provide answers to the research question.  

5.2  Literature Review 

The review is aimed at deepening the understanding of the current research on the 

entrepreneurial fashion industry in Mexico. The analysis of the literature takes a qualitative 

approach and aims to understand the context behind the current situation in Mexico 

concerning the research questions. Such a collection of information provides the research with 

a solid framework to base the project on and identify the current gaps in the knowledge. The 



41 
 

theoretical framework and most assumptions are based on the available research on the topic 

of entrepreneurship, the fashion industry, and sustainable development in Mexico, but also 

makes use of findings from countries of similar background (in Latin America and Southeast 

Asia). 

5.3  Qualitative Interviews  

Qualitative interviews with entrepreneurs in the Mexican fashion industry are aimed to 

understand each experience with the barriers and opportunities faced in establishing their 

activities and their understanding of the consumer response to their efforts. The idea behind 

conducting in-depth interviews with Mexican enterers in this industry is to understand their 

point of view and their experience as individuals. For this reason, the sample of entrepreneurs 

is quite varied. The transcripts of the interviews can be found in the Appendix. It is worth 

noting that the transcripts are a translation of the conversation from Spanish to English. In 

total, six interviews were carried out for the study. Most of the contacts with the entrepreneurs 

were made through Instagram and e-mail exchanges. All the interviewees were chosen for 

their experience in the fashion industry in Mexico, to get a wider perspective on what it 

means to be an entrepreneur in this context.  

Interviews include an in-depth conversation with the current consultant of Sihuatl 

Tlatsoncame, an organization that puts together artisans (especially women) and helps sell 

their products through channels they otherwise would not have access to and encourages the 

use of sustainable practices. The person worked with artisans for various years and has 

experience and knowledge of the processes involved in these types of social enterprises. 

Including her in the study was an excellent way to gain a deeper understanding of the current 

situation of artisans in Mexico and get an idea about social entrepreneurial projects that are 

currently happening.  

The second interview was with the founder of Xhindò, a Mexican social company that works 

with emarginated communities, supports them with projects aimed at improving their living 

conditions, and helps them monetize their skills through the production of artisanry. The 

objective of the organization is to bring about real social change by empowering the 

communities. Working with textiles is one of their major occupations at the moment, making 

them an interesting actor in the world of Mexican fashion entrepreneurship.  

A third interview was carried out with the founder of F. Muriel, a Mexican slow-fashion 

brand with a focus on sustainable practices and the reduction of the environmental and social 

impact of fashion companies. The company is relatively new, as it was formally formed in 

2019, and it is a clear example of what it means to navigate the fashion industry in the 

Mexican context. The company is a clear example of how to put sustainability into practice: 
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the interview sheds some light on the opportunities and barriers entrepreneurs might face in 

this aspect.  

A fourth interview was carried out with one of the founders of Fabrica de Punto, a Mexican 

brand born in 2019 focused on the manufacturing of sustainable pieces of clothes, mainly for 

male customers, made of natural fabrics from Mexico. The project involves creating an 

atemporal and functional fashion, that lasts longer and whose quality can be appreciated. This 

interview sheds some light on a situation different from other entrepreneurs, but not 

uncommon in the context of Mexico, for this reason, it is an interesting example to look at.  

The fifth interview involved the founders of Bani Artesanal, a Mexican brand that works with 

100% recycled materials and supports artisans around Mexico. Their mixture of tradition and 

innovation is an example of what the fashion industry can achieve, without necessarily 

causing negative impacts on the environment or the society.  

Lastly, the sixth interview was with the founder of LeonoraShop, a Mexican brand that 

designs and produces in Mexico, but that found ways to sell its products in Paris. Such a case 

is an interesting example of the barriers and opportunities to engage with entrepreneurial 

activities in the fashion industry in Mexico and Europe, and how the new generation of 

entrepreneurs seems to be able to exploit the tools at their disposal to grow their brands.  

The interviews carried out are semi-structured, to get open-ended, detailed explorations 

(Charmaz and Belgrave, 2016) of the entrepreneurial journey of the individuals. The 

conversations are directed to answering the research questions but are shaped by the 

interviewee’s comments and concerns. Interviewing has been criticized for generating 

contrived data rather than representing observed data in natural settings (Charmaz and 

Belgrave, 2016). Of course, the objective of these interviews is to gather complete accounts 

and represent data and research participants in the fairest way possible and reduce the creation 

of assumptions beforehand to a minimum. Thus, the questions developed in advance are to 

take as just a guideline to direct the conversation in case it was necessary. The aim is to gather 

the respondent’s own opinions (Gubrium and Holstein, 2003) and experiences of their 

entrepreneurial journey, which are elaborated in the analysis to conclude the research 

questions. Doing so is a way to understand the Mexican fashion industry from the perspective 

of the entrepreneurs that work in the field.  

The method could fall under the category of ethnomethodological analysis, which seeks to 

study the resources and methods with which, in this case, entrepreneurs go about making 

sense of their setting, people, event, and activities they take part in (Baker, 2001). The idea is 

that through the analysis of the interviews, besides interpreting the information shared, it is 

possible to also get a sense of the particular settings and events that led to the current 

situation. The interviews are seen as conversational interactions, or rather accounts of an 
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individual’s experience in a particular setting, to identify any (eventual) patterns in the 

process between different entrepreneurs and analyze the commonalities and differences in 

their experiences in the context of Mexico’s entrepreneurial society.  

The data gathered through the interviews are analyzed through coding. Coding shapes the 

analytical framework with which the analysis of the data gathered through this thesis is built 

(Charmaz, 2003). The process involves constructing short labels that describe, dissect, and 

distill the information (Charmaz and Belgrave, 2016) without altering its essential properties. 

Indeed, coding is about categorizing segments of data with a label that summarizes and 

accounts for each piece of data (Charmaz, 2003). For this investigation, the coding takes place 

in two steps: the initial coding allows to make analytical decisions about the data, while 

selective coding looks at the frequency with which initial codes are used and generates 

categories to understand the data and make comparisons. During the initial coding, fragments 

of data are studied to grasp which category they may fall into. The second step is to establish 

stronger analytical directions and explain larger segments of data through the code (Charmaz 

2003). This analysis results from the comparison between data to data gathered from different 

interviews.  

Because of the iterative approach of the study, the coding process took into account existing 

theories and findings that were uncovered during the literature review. The creation of codes 

and categories helps to organize the empirical material and clarifies the connection between 

the concepts identified. Of course, the research question drives the results of the coding and 

analysis.  

5.4  Observations  

To complete the collection of data and widen the perspectives in the analysis, participatory 

observation is another methodology used in this thesis. The methodology is part of what 

comes under the label of “ethnographic research” and involved learning about people’s lives 

from their perspectives within the context of their experiences (O’Reilly, 2011).  

The observations aimed at gathering data for this thesis, take place at a recurring event that 

gathers local entrepreneurs whose activities are sustainable and 100% Mexican. The 

organization aims to support local consumption by providing entrepreneurs with a venue to 

give visibility to their businesses. The opportunity at such an event (which takes place every 

weekend at the same venue) is to analyze the behavior of entrepreneurs in the fashion industry 

in the field and observe the reactions of customers. The idea is that observing entrepreneurs in 

a working setting can shed light on what being an entrepreneur in the fashion industry in 

Mexico entails and what is the customer response to a supply of locally manufactured clothes, 

shoes, and other accessories.  
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During the observations, the aim is to interpret the experience of the subjects and how they 

behave in the context while looking for patterns in the data (Pader, 2015). The goal is to gain 

a deeper understanding of the entrepreneurial activity in the fashion industry, beyond the 

constrained setting of an interview, which for how fluent and free-flowing it may be, does not 

represent the entrepreneur in his or her everyday activity. Plus, participatory observation 

allows adding a new layer of analysis to the quest of finding answers to the research 

questions. Indeed, this methodology enlightens the researcher on facets that might not have 

been raised during the interviews. In short, they can reveal aspects that might not come up in 

an interview setting. Additionally, engaging with participatory observation for this study is a 

way to understand the role of the consumer in the entrepreneurs’ direction towards a specific 

kind of activity. By looking at the interaction between consumers and entrepreneurs, it is 

possible to understand the limitations and opportunities in the fashion sector concerning other 

international brands or fashion chains.  

Using the words of Hischauer (2007), observation and, in particular, ethnography is a way of 

putting into words things that are not represented through language. Observation can be an 

effective methodology to find answers to the research questions that drive this thesis, but 

without a clear strategy to outline the findings through writing, its potential might be lost. The 

transcription should be as neutral as possible and merely report what happened at the venue at 

the time of the observation. Of course, the analysis of such data involves a degree of 

interpretation, based both on the results from the interview and on the literature review.  

In this study, observations are carried out during the same time the interviews have been 

conducted, with the intent of using the information gathered to direct the observation at 

particular aspects of the situation. Field notes at the venue serve as ways to stimulate 

memories for the development of a “documentation” text about the data gathered during the 

observation and how that relates to the research questions and the current theoretical 

framework. The researcher takes an overt role but stands to the side to avoid altering the 

“normal behavior” of the entrepreneurs and customers in the settings.  

Even if the observer might be shaped by her experiential background, theoretical readings, 

research questions, and ideas (Pader, 2015), observation aims to gain an objective 

interpretation of the situation and an understanding of the activities and reactions (and the 

motivations behind it) of the actors in the setting. Observation at Sagrado Mercadito takes 

place from a standpoint where the “fashion corner” of the event is visible. It includes three 

stands all selling local fashion: clothes, hats, shoes, and jewelry. The analysis of the data 

found through methodology is based on the field notes gathered during the process. The data 

is coded following a similar practice as for the interview, looking for categories and labels to 

represent fragments or full sections of the observation.  
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To develop a reliable code, the two-phase methodology is used for observations too. After the 

initial coding, the transcripts are further analyzed and interpreted. Because observation takes 

place more than once, the findings are then compared against each other to draw conclusions 

aimed at answering the research questions.  

5.5  Limitations  

The scope of this investigation is rather broad. The methodology helps frame the research and 

defines a focus on the understanding of the individual’s experience with his or her 

entrepreneurial activity. The investigation takes the current literature about the necessity and 

opportunity-driven entrepreneurship, and the opportunities and barriers framework outlined in 

the literature review as a starting point. From there, interviews and observations are set to 

deepen those findings and get first-hand perspectives on the topic outlines, to come up with a 

generalized explanation of the current context of fashion entrepreneurship in Mexico. 

However, there are limitations to the study and the methodology described above.  

For starters, the topic is broad and, for the scope of the investigation, needs to be narrowed 

down. While politics, the legal world, and history play an important role in this topic, they are 

not going to be central in this investigation. Of course, there are several legal and bureaucratic 

barriers to the creation of new enterprises that might affect the level of entrepreneurial activity 

in Mexico and that might cause the current migration patterns. Still, to keep the focus of the 

work on how entrepreneurs in the fashion industry overcome barriers and create sustainable 

businesses, the legal sphere will not be taken into account.  

Additionally, there are limitations to the methodologies chosen. Even with the best intentions, 

it is challenging to develop interview questions and conduct them without “framing” them to 

find answers to the research questions. While interviews and observations should provide the 

research with relevant information to carry out research, their interpretations should not be 

altered. To avoid that the interviews are conducted in such a way to allow entrepreneurs to 

recount their experiences, with as little intervention from the interviewer as possible. The 

questions should be seen as a way to guide the interview, not to re-direct the conversation 

towards the research questions.  

Because of the order with which the data is collected, there might be problems of bias. The 

researcher might be influenced by the data collected through the interviews and look for 

patterns related to such information (even if unconsciously). To avoid that, the approach to 

the analysis of data takes an inductive stand.  

This study is also limited by the collection of appropriate empirical data. While fashion 

entrepreneurs have been interviewed and observed in their settings, it might be hard to get 

genuine results when talking about topics such as sustainability and ethics. Plus, observations 
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and interpretations of raw data, even unwillingly, might be altered by the researcher’s 

background and unconscious assumptions. However, such assumptions are avoided by 

attempting to be as objective as possible during both the transcription and analysis of the 

information.  

Plus, because the study focuses on the individuals’ experiences, generalizing and drawing 

reliable conclusions is challenging. Coding the interviews and the observations should help 

understand the similarities and differences between the experiences of each entrepreneur 

interviewed and observed. However, to avoid “forcing” conclusions, where no similarities, 

differences, or patterns are found, no analysis has been made.  

Also, generalizing the role of consumers in the success of sustainable practices of fashion 

entrepreneurs based on observations might not be the best way to conclude the entire 

population behaves in the same pattern. However, in the lack of wider studies, these 

observations are the best way to understand the role customers play in the context of fashion 

entrepreneurship in Mexico. It is hard to generalize findings from the observations to the 

entire Mexican population. A quantitative data collection regarding Mexican customers’ 

behavior could have helped complete the investigation and get to better-grounded 

conclusions. However, such a method would have been outside the scope and would have 

taken much more time than the time allowed for writing a Master’s thesis.  

It must be noted that because of the lack of research on the topic of this investigation, the 

literature review also involves papers concerning countries with a similar background to that 

of Mexico. While this is not necessarily a limitation, it points out a need to develop more such 

research concerning the country.  

5.6 Research Ethics 

Research ethics are crucial in research (Resnik, 2020), especially for investigations involving 

human participants (Warr et al, 2016) and in qualitative studies, which are concerned with 

making sense of the world by understanding and interpreting the meaning of different 

practices, phenomena, and processes (The Critical, 2021). Ethical challenges arise at different 

stages of the investigation process: from research design, data collection, analysis, and 

presentation (Warr et al, 2016). This investigation takes research ethics into account in the 

layout of the study, the collection of data, d in the outline of the results.  

Interviewees were contacted by email or Instagram and asked to participate in the study. The 

participation was voluntary and the interviewees were aware of the fact that their interview 

was a way to collect data for a Master’s thesis. The aim of the study was clarified to them 

during the first contact, together with the possible questions that would come up during the 
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interview. Before starting the interview, interviewees were asked whether they wanted to stay 

anonymous or not. None asked to be anonymized.  

Observations, on the other hand, took place in a public marketplace, but the names of the 

shops are anonymized due to the lack of verbal consent. As mentioned in section 5.3, the 

observations aimed to watch entrepreneurs and customers in their “natural” setting. However, 

as the literature suggests, it is impossible for a researcher in qualitative research to fully 

understand every aspect of people or communities in the investigation, which asks for a 

careful reflection in the representation of data (The Critical, 2021). Still, this research does its 

best at understanding the context first through a thorough literature review and interpreting 

the data collected. The analysis takes into account both the current studies on the subject and 

the opinions and perspectives of the entrepreneurs interviewed.  

Chapter 5 outlines the methodology in an attempt to clarify how the data is collected and 

analyzed to minimize any possible misunderstanding. There are no ethical implications to the 

conclusion of this study. Still, it is worth highlighting that the use of sentences like “lack of 

government support” or “inadequate policies” are not intended to judge or cause concern to 

the reader, nor are they aimed to cause a revolt among the population. Rather, it is a way to 

explore the current condition of entrepreneurs in the fashion industry from their perspectives 

and understand how they overcome the perceived barriers they encounter along their journey. 

Of course, due to the scope of this study (and as mentioned in the previous section), it is not 

possible to generalize these findings to the entire population. Additionally, because of the 

focus of this investigation, the role of the institutions and the legal world behind them are not 

thoroughly studied. However, this study could foster more investigation on the topic.  
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6 Analysis  

In this chapter, the empirical data collected through interviews and observations are 

analyzed using the theoretical framework and the literature review outlined in the previous 

chapters of the paper.  

Innovation and entrepreneurship are essential elements of economic growth, however, their 

contribution and degree of diffusion are highly dependent on the context (Smith, 2021). The 

data collected shows how the local conditions in which entrepreneurs operate have an impact 

on the results and on the type of projects they get involved with. Beyond the personal barriers 

and opportunities (such as the fear of failure and the personal experience or education), 

external factors such as the presence of policies, aid from the government, and socio-

economic inequalities affect the kinds of projects Mexican entrepreneurs get involved in. 

After all, the equilibrium between entrepreneurial activity and innovation depends on policies 

that involve infrastructure, financing, science, and technology (Aparacio et al, 2016). 

And if those policies are lacking or inexistent, entrepreneurs need to create their opportunities 

through their bricolage capacities, their drive for innovation, and their journey of trial and 

error (Felix Gonzales et al, 2017). From the interviews, it is evident that the new generation of 

entrepreneurs in Mexico is engaged to bring about social, environmental, and economic 

change to the current business practices of their country. However, there is also a sector of 

entrepreneurs that is often overlooked: the necessity-driven entrepreneurs that live in 

marginalized communities or that are part of indigenous minorities, with little access to 

education and basic services, such as water, health, and education, who need find ways to use 

their skills to create profits and sustain their families.  

Common themes such as the lack of government support, the gaps in the education of the 

wider population, and the drastic social and economic differences across socio-economic 

classes emerged during the interview as barriers to developing further, but also, paradoxically 

as the drivers that pushed them to engage with the projects they created (or supported). For 

instance, there seems to be a problem for entrepreneurs to create products that the wider 

population value and appreciates. Due to the current mindset, the influence from other 

markets (such as the United States), and the medium-low purchasing power, the average 

consumer does not seem to have reached the level of consciousness that might increase the 

recognition of local brands engaging with sustainable and ethical production, and that is 

engaged with local sourcing.  

In an industry dominated by the need to constantly produce and keep up with the increasing 

demand (Gwilt and Rissanen, 2012), for entrepreneurs to step back and found projects that 

support the development of emarginated or indigenous communities and revive the traditions 
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that are part of the millenary history of Mexico, is a new way to discover and create their 

opportunities in the industry. Indeed, paradoxically, the poorest communities are those with a 

higher amount of resources, not only natural but also human.  

The main themes and related codes identified by analyzing the interviews and observations to 

explore the barriers and opportunities to the development of fashion enterprises in Mexico are 

summarized in the following table (Table 2): 

Education Production 
Consumer 

Response 
Innovation Communication 

Entrepreneurial 

Journey 

In the wider 

population 

Sustainable 

and Local 
Prejudice With culture Online Government 

In 

Indigenous 

Communities 

Access to Raw 

Materials 
Influence Design Partnerships Financing 

University 
Marginalized 

communities 
Purchasing power Processes Physical Presence 

Opportunity 

Identification 

 
Hand-made 

production 

Normalization of 

tradition and 

culture 

Technology 
Strong Brand’s 

Vision 
Necessity 

  Physical contact   Fear 

Table 2: Themes (bold) and codes resulting from the interviews and observations' analysis. 

The analysis will take theme by theme and discuss the discovered barriers and opportunities 

for each using the theoretical framework outlined in Chapter 3.  

6.1 Education 

Education is a recurring theme in both the interviews and the observations and the literature 

also identifies it as a concept linked to the success (or failure) of entrepreneurial activities, 

that depend, among other factors, on the entrepreneur’s characteristics (Jain and Ali, 2013). 

According to Khanin et al’s framework, education would fall under the socio-institutional 

category of constraints, which hinders opportunity identification.  

While there seems to be adequate university education for those who can access it, the lack of 

education among the general population is mentioned by many entrepreneurs as one of the 

main barriers to the acceptance of local brands. Additionally, the lack of education among 

people living in marginalized or indigenous communities is an issue that causes problems in 

the production when working with artisans, but also raises opportunities.  

Figure 1 below summarizes the coding and the connections that resulted from the analysis of 

both the interviews and the observations. The arrows visualize how the different codes 
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interact with each other. Also, the information in red represents findings from the interviews 

that should be highlighted, to take the context into account. The following subsections 

describe how each code connects to the theme, the theoretical framework, and the literature 

review.  

6.1.1 Education in the Wider Population  

Despite the change in the consumer attitudes toward sustainability (Grazzini et al, 2021), 

there is still a considerable disparity between the levels of concern and awareness consumers 

have  

about the fashion industry and their actual behavior (McKeown and Shearer, 2019). The 

observations highlight that even if there might be an interest in sustainable companies and 

fashion that engages with local production, the limited purchasing power makes it hard for 

people to look beyond the price.  

Additionally, as the interviews seem to highlight, locals “still think that what comes from 

other countries is of higher quality than Mexican-made clothes”. For instance, the influence 

that the United States has on the public’s interpretation of fashion (Rodriguez and Barth, 

2020), probably resulting from the history of Mexico as a “maquillador1” seems to affect the 

 
1 Maquillador = a “maquillador” in Mexico is a low-cost factory owned by a foreign corporation where the plant 
assembles products and exports in the United States and other countries (Kenton, 2021). As outlined in 
Chapter 2, Mexico has a long history of being a “maquillador” country. See section 2.2 for a better 
understanding of the context.  

Figure 1 Mindmap summarizing the codes behind the theme of Education resulting from the 
analysis of the transcripts of the interviews and the observations. 



51 
 

population’s acceptance of local brands. As one of the interviewees states “Mexico’s 

proximity to the United States means that a lot of content and products consumed in the 

country come from there”. Also, the connection of fashion with status can be linked with a 

lack of understanding of the meaning of fashion. Indeed, for some people “buying an 

expensive brand is a better choice than supporting local production” because of the wider 

acceptance of international brands. So, “even if the economic situation plays a role in not 

purchasing from local brands, education does too”.  

Such cultural barriers as hard to fight, especially when there is a stigma associated with 

artisanry and local fashion. After all, as one of the entrepreneurs interviewed claims, 

“Mexicans are used to seeing artisanry as something cheap they see in the markets”. The 

entrepreneurs interviewed find this as a barrier that pushes them to attack other markets 

instead. Still, most entrepreneurs recognize a change in the new generation (“things seem to 

be changing in Mexico”). More often than not, the lower purchasing power and the inability 

to pay high prices for a piece of clothing is what stops people from buying sustainable and 

local brands.  

It seems clear that the new generation of Mexicans is starting to become more aware of the 

sustainability and social issues that are affecting the country (“the new generations are 

changing their perception of sustainability”). However, there is still a sense of devaluing of 

local production, which might spurt from a lack of education and several prejudices (see 

section 6.3). As one of the interviewees puts it, “In Mexico, there is a problem with not 

understanding the value of the job and the quality of the material that might raise the final 

cost… and the rich national culture becomes “normalized”.  

6.1.2 Education in Marginalized and Indigenous Communities  

In general, the entrepreneurs seem to understand the need to educate and train their employees 

or partners, to make them active parts of the project as a way to find solutions and “fill the 

gap” in a context of social and economic inequalities. However, the conditions of 

marginalized and indigenous communities are both a barrier to stable production and an 

opportunity to create sustainable entrepreneurial projects aimed at increasing the education in 

those sectors of the population.  

For instance, some of the entrepreneurs interviewed mentioned how they suffered from 

slowdowns in the productions because “the communities that they worked with often did not 

have access to basic services such as water and electricity”. And, as the literature suggests, 

despite the efforts to generate livelihoods, people in marginalized and indigenous 

communities still struggle to have access to education and resources (Alarcon and Vazquez, 

2020).  
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It is worth highlighting the lack of resources in such communities because it creates a sector 

of necessity-driven entrepreneurs that are pushed to use their skills to make a living. 

However, the lack of education means that most of the time such people are not able to price 

their work and might be exploited by intermediaries (Heredia, 2020). Plus, as mentioned in 

some of the interviews, the minimal connections, the little access to funding, and the 

dependency on some governmental projects make such people, formalizing their enterprises 

challenging. For instance, according to some of the entrepreneurs interviewed “some 

communities do not have access to the internet”, which might make communications harder.  

One of the entrepreneurs and one of the founders of a social-entrepreneurial organization 

mentioned his venture’s goal of “investigating the needs of the communities… and look at the 

issues they face” by creating projects that provide work for people living in the communities 

and financing improvements in their livelihoods.  

To come back to Khanin et al’s (2021) framework, such a barrier also results in cognitive-

psychological barriers, both at the opportunity identification and the opportunity realization 

stage. For instance, the educational access barrier results in the inability to recognize patterns 

and opportunities, low levels of expertise, and, as most entrepreneurs during their interviews 

highlight “fear of failure to try something new”. Such opportunity-identification barriers 

hinder artisans living in marginalized communities to formalize their organizations. 

Additionally, opportunity realization barriers that involve insufficient capacities and 

adaptation difficulties seem to further limit entrepreneurial activity in such contexts.  

6.1.2.1 Social Entrepreneurship in Action: the case of Textiles and Indigenous 

or Marginalized Artisans 

The importance of valuing the work of artisans, and the increased awareness among many 

entrepreneurs working in the fashion industry in Mexico of the need for more fairness in the 

industry, make most of the entrepreneurs interviewed “social entrepreneurs”. Indeed, some 

entrepreneurs identify an opportunity in making use of the skills and knowledge of the 

artisans while creating social and economic value through the use of creative solutions to 

complex problems (as Xindò does it). Most of them as “social bricoleurs”, working with what 

is at hand and learning to understand the local conditions and available resources (Wulleman 

and Hudon, 2015). This is an example of overcoming socio-institutional barriers using 

creativity to turn them into exploitable opportunities.  

Opportunity creation is an essential element in the success of such projects (Felix Gonzales et 

al, 2017) and it is also part of eliminating the paternalistic design of such projects (Maguirre 

et al, 2018). Because, according to one interviewee, indigenous and marginalized 

communities “live under a system which is mostly Machista, where women have to stay at 

home”, working in such projects is, for many women, “a silent form of empowerment and 
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independence”. And the creation of projects with education at a core can help them 

commercialize their products through e-commerce and other channels while eliminating the 

dependency on governmental events and plans, that usually do not contribute to long-lasting 

impact. So, the data seems to confirm that social entrepreneurship can become a source of 

new and innovative solutions to issues where the private and public sectors failed (Wulleman 

and Hudon, 2016).  

6.1.3 University  

Despite education having been described so far as a cognitive-psychological barrier to both 

opportunity identification and realization (Khanin et al, 2021), the empirical material suggests 

how university education is crucial in the identification of opportunities for the creation of 

their entrepreneurial activities. All of the entrepreneurs interviewed attended university and 

mentioned it as the cause of their increased awareness about the need for more sustainable 

and socially ethical businesses and their push to take an entrepreneurial journey. While some 

took inspiration from their exchange studies (“I studied abroad for a semester to learn more 

about textiles and handmade collections”; “In my exchange studies… I met some girls who 

had a modern design project using traditional fabrics”), others were inspired by the social 

work organized by their university (“I started with the social service program of my university 

helping training artisans”; “We were doing social work in a community…when we finalized 

the community work… we wanted to stay”).  

So, from such findings, it seems that improving access to higher education in Mexico can 

foster economic and social growth through the creation of opportunity-driven entrepreneurial 

activities over necessity-driven ones (Pinazo-Dallenbach and Castello-Sirvent, 2020). Indeed, 

as the literature highlights, the dynamism and success of SMEs in Mexico are lower 

compared to other emerging regions dues to the higher rate of necessity-driven 

entrepreneurship (Autio et al, 2007), which is linked to higher levels of inflation and 

informality and the creation smaller enterprises with lower impact on the social and economic 

development (Amoros et al, 2019).  

In such an optic, university education helps eliminate opportunity identification barriers by 

improving the ability to recognize patterns and opportunities, raising the levels of expertise, 

motivation, self-esteem, and improving coordination skills (Khanin et al, 2021). However, 

some of the interviewed entrepreneurs still mention the presence of an opportunity-realization 

barrier, especially due to the recognized insufficient managerial skills, resulting from a lack of 

education in the subject. For instance, most entrepreneurs mention “learning by trial and 

error” as their strategy, suggesting a lack of adequate knowledge in the field. Plus, each 

experience seems to be different, but to some degree, they all highlight a need for more 

education regarding entrepreneurship. For instance, one of the entrepreneurs needed to enter a 

course to learn tools to manage her business and have a better idea of “taxes, legislation, 
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accounting, and administrative strategies”. Another mentions how her university never really 

taught her “about registering (your) brand, paying taxes, and so on…”.  

With that view, university education removes access barriers but does not eliminate growth-

wellbeing ones. So the findings need to confirm that the entrepreneurial process is affected by 

the role of the government and its ability to promote a favorable context for the creation of 

new firms (Kantis et al, 2020) by engaging with policies that contribute to decreasing entry 

barriers to the creation of new firms and reduce the burdens on SMEs (Flores Yagual et al, 

2017).  

6.2 Production  

“Production” is the second theme that was identified through the coding of the interviews. 

Using the theoretical framework by Khanin et al (2021), production can be categorized under 

the economic-operational constraint.  

Figure 2 below highlights the process of coding and the creation of connections between the 

identified codes within the theme of “production”. The red quadrants in this case are a way to 

highlight the consequences of the findings, which will be better analyzed in the following 

subsections.  

Figure 2 Mindmap summarizing the codes identified under the theme of “production” and their 
connections to each other. 
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It is worth repeating that the outcomes of entrepreneurial activity depend on the context in 

which entrepreneurs operate (Kantis et al, 2020). As mentioned during the interviews and in 

the previous sections of this study, Mexico is a country rich in resources, whether natural, 

human, or cultural. However, as one of the entrepreneurs interviewed highlights “Ironically, 

marginalized communities tend to have the most natural resources”. As the literature 

highlight, the recognition of opportunities and the way entrepreneurs discover, create, and 

exploit them has an impact on the outcome of their activities (Gonzales Saucedo, 2013) and 

will determine their impact on the economic development (Valliere and Peterson, 2010).  

Entrepreneurs in the Mexican fashion industry face access barriers (such as heavy 

competition, lack of state support, and incorrect beliefs and prejudices), legitimacy barriers 

(that result from the liability of newness), location barriers (due to the resource scarcity, poor 

infrastructure, and unstable financial system) and magnitude barriers (such as limited 

production capacity, and insufficient expertise) (Khanin et al, 2021) that affect the levels of 

production. Engaging with local and sustainable production, and making use of the 

opportunity that the Mexican context offer to entrepreneurs working in the fashion industry 

are ways through which entrepreneurs aim at differentiating themselves in the global market.  

6.2.1 Sustainable and Local Production  

There seems to be a gap in the Mexican market for local fashion. Some luxury brands have 

reached international recognition (e.g. Carla Fernandez and Denisse Kuri) but they are aimed 

at the higher socio-economic sectors of the population. And while it is possible to buy 

artisanry at touristic locations and local markets, as many of the entrepreneurs interviewed 

highlight, they are not products suited to everyday life and are not highly valued among the 

population(“artisanry is currently seed as a souvenir…people tend to buy cheap and low-

quality artisanry….which they see as something of little value”; many Mexicans see 

“artisanry as something you find at the local market, which is cheap and fast… but the reality 

of artisanry is the contrary”).  

While that might be linked to socio-institutional barriers driven by the presence of incorrect 

beliefs and prejudices (Khanin et al, 2021), as one entrepreneur correctly points out, there 

seems to be a gap in the “middle-range” for local and sustainable brands that offer (rather) 

accessible clothes. Another claims that “atemporal and flexible designs” might contribute to 

bringing Mexican fashion to the recognition it deserves. However, the competition with 

global fast-fashion brands, and the barriers that a local production (and sometimes hand-

made, which according to an interviewee “gets a negative reputation” and might last as long 

as “15 days to produce…which is too long”) are relevant socio-institutional barriers. Indeed, 

as local and sustainable production tends to take more time than the one that takes place at 

global factories (maquiladoras) and where employees are most of the time underpaid, the 

ventures are often unstable and pose risks to buyers and suppliers (Khanin et al, 2021). 
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Additionally, concepts mentioned in section 6.1.2, including adaptation difficulties and 

insufficient managerial skills hinder the realization of the recognized opportunity.  

It is worth repeating that for entrepreneurs’ efforts to fall under the “sustainable 

entrepreneurship” category, their business ideas should balance the social, economic, and 

environmental impact of their activities by strategically engaging in sustainable practices in 

the search for competitiveness and efficiency across the three areas of sustainability (Iyigun, 

2015). For instance, most mention how “recycling and reuse” are ways for them to reduce 

costs along the supply chain. However, interestingly, none self-identifies itself as a 

“sustainable entrepreneur”. In line with the study by Hoogendorn et al (2019), it seems that 

entrepreneurs in the fashion industry in Mexico face both financial and non-financial barriers.  

For entrepreneurs working with sustainable and/or ethical production, the choice of engaging 

with sustainability might be interpreted as a mixture of opportunity-recognition (due to the 

need of, as one of the interviewees points out “doing things differently compared to other 

brands”) and necessity (resulting from the need to access skills and materials of higher 

quality, but at fair prices). So, for many entrepreneurs, engaging with sustainable production 

is not only a way to increase competitiveness in the market (Masciarelli and Leonelli, 2020), 

but also a decision resulting from the need of reducing costs along the chain.  

The stages of sustainability in fashion include: sourcing, making, using, and lasting (Aguilar 

Ramirez, 2018). Most entrepreneurs engage with sustainable production through local 

sourcing, sustainable making, and the creation of long-lasting clothes (“that might last for 

generations” or “which you can wear every day”) thanks to the use of high-quality materials. 

Of course, such decisions in production raise the costs and the prices. However, legal and 

political barriers in Mexico hinder or fail to incentivize the adoption of eco-efficient 

operations in the fashion industry (CEMDA, 2019). Consequently, some entrepreneurs 

mention the use of alternative practices and technologies, but they highlight their finances as a 

barrier to their access (“as an organization, we don’t have the technology…but either we 

focus on the social issues or we innovate”).  

However, for some interviewees, it was the barriers to the limiting funds that fostered 

engagement with sustainable practices (“we try to be sustainable… it is also a way to save up 

money along the chain”, “we try to make things cost-efficient…which means generating less 

waste”).  

The problems that many entrepreneurs face in the industry are closely related to the need to 

establish strong communication with the customers (see section 6.5) to deliver the vision and 

raise awareness about the importance of valuing the work of designers and producers in the 

fashion industry. After all, for most entrepreneurs interviewed, “Mexico isn’t ready” to 
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sustainably consumer. In essence, better communication might represent an opportunity to 

overcome legitimacy barriers, growth well-being barriers, and access barriers.  

6.2.2 Access to Raw Materials  

Apparel and textiles are the third-largest manufacturing industry in Mexico, however, most of 

the textiles and raw materials are exported (Roberston et al, 2020). For some entrepreneurs, 

this is a barrier to the development of their activities. Such a barrier falls under the “access 

barrier” category since they relate to the challenge for entrepreneurs to acquire physical 

resources (Khanin et al, 2021) and spurs from the local context. Indeed, while resources are 

widely available in the country, it seems that they are often preferentially sold to “big players” 

and international brands.  

The idea of the entrepreneurs interviewed is often to offer products that can be worn every 

day, and that are high-quality, ethical, sustainable, and long-lasting. And while the 

entrepreneurs in the study do not seem to have problems recognizing that as an opportunity, 

they face legitimacy barriers linked to their “newness”, which raises risks to potential 

suppliers and barriers (Khanin et al, 2021). Indeed, as one interviewee points out “because 

you do not purchase materials in high volumes, make accessing supplies more complicated”. 

Other entrepreneurs highlight how they buy “smaller quantities compared to the big 

players…and get what’s left from their orders”. That means that they are faced with an access 

barrier due to the aggressive competition and the lack of support from the institutions (Khanin 

et al, 2021). However, their entrepreneurial drive makes them overcome such barriers by 

“adapting their creations based on the available colors and materials”, which is, using their 

words “an interesting challenge…but also a way of making their pieces unique”.  

This leaves most entrepreneurs with the need to exploit the uncertainty that results from the 

reduced access to high-quality supplies and create value (Tracey and Phillips, 2011). 

However, their entrepreneurial drive, psychological trait, and ability to recognize 

opportunities, make most of them turn such a barrier into an opportunity and create unique 

pieces, engage with sustainable practices to reduce waste and optimize production and be 

creative about colors, textures, and designs. Under such an optic, the action of creatively 

solving the issue of the access to raw material by working with what is at hand can be seen as 

a necessity turned into an opportunity. 

So, producing in small volumes is something most entrepreneurs consider as an opportunity, 

more than a barrier. Indeed, one of the entrepreneurs interviewed claims that “in the fashion 

industry… everything happens fast… and in huge volume…but slowing down gives back 

value to clothes”. For many, engaging with smaller production is a way of differentiating 

themselves from the competition, which is their identified opportunity in the industry. So, 

while Khanin et al (2021) put limited production capacity under the economic-operational 
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constraints resulting from magnitude barriers, the empirics suggest that Mexican 

entrepreneurs overcome such barriers using creativity and problem-solving skills.  

Additionally, it is worth mentioning that for several of the entrepreneurs interviewed not 

having access “to a stream of consistent quality materials” is a major hindrance to their 

productivity. Others, rather than making use of imported fabrics pride themselves on using 

local materials that might have some limitations (“you cannot get black colors”, “the fabrics 

aren’t suitable for making t-shirts”, “we need to adapt our creations”) but also results in value-

added to the final customer.  

However, consumer access is the main identified barrier (See section 6.3). Indeed, the 

increased awareness about social and environmental issues that most of the interviewed 

entrepreneurs manifest result in a willingness and a commitment to use local sources, reduce 

or eliminate the use of synthetic materials, minimize chemical processes, and engage with fair 

wages. Still, just as the literature highlights, despite such efforts, the knowledge of the 

clothing supply chain among customers remains minimal (James and Montgromery, 2017), 

which is reflected by a consumer’s lack of engagement with companies that focus on 

sustainable and local production.  

6.2.3 Working with Marginalized Communities and Hand-Made Production  

For some entrepreneurs, working with marginalized communities in their production is a way 

to engage with sustainable entrepreneurship and raise awareness about the current conditions 

in which most of the artisans live. Xindò and Sihuatl Tlatsoncane are excellent examples of 

this. Besides engaging with the production of textiles, such organizations are also “involved 

in the community…aiming to make an impact”.  

But for other entrepreneurs, even if less engaged with the community, the importance of 

engaging “with fair prices”, “being transparent”, and being part of “fair collaborations” are 

highlighted.  

However, there are location barriers that might hinder operations in such communities 

(Khanin et al, 2021). For instance, access to those communities is, most of the time, 

challenging (“you can only get there walking about four hours…”, “we used to walk for two 

hours to get there”). Plus, people living in the community are faced with problems that span 

from lack of water (“the communities… often didn’t have access to water and food” to culture 

(“these communities live under a system that is mostly “Machista””) and educational issues 

that might hinder the production capacity. But as mentioned in the previous section, such a 

context is, for many entrepreneurs a way to engage with social entrepreneurship. 

Additionally, it is worth pointing out that, because of the manual work, most of the time, the 

production is time-consuming, making it impossible to meet the need of customers as soon as 
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they would like to (“textile production isn't a job the ladies that work with us are involved in 

for 8 hours a day…you cannot deliver from one day to the next”, “it takes about two weeks to 

make a piece, not in stock and… people don’t like that”). That is also true for entrepreneurs 

that do not have access to the technology necessary for mass production or that do not want to 

engage with it.  

This calls for a need to find ways to increase the perceived value of local and sustainable 

production and to see it as an alternative to fast-fashion products, that are made under 

different conditions. Some entrepreneurs engage creatively with that, by communicating the 

necessary time for creating clothes and being transparent about the production and the 

engagement with fair wages. 

6.3 Consumer Response  

Even if consumers might not have the power of controlling or regulating the actions or 

business choices of companies (James and Montgomery, 2017), with their purchasing choices, 

they contribute to setting production trends in a particular industry. For most entrepreneurs in 

the Mexican fashion industry, the consumer response is seen as one of the main barriers to 

their success. Using Khanin et al’s framework, such a barrier falls under the socio-

institutional constraint that causes both access and legitimacy barriers.  

Indeed, the interviews and the observations highlight the presence of prejudice, which, 

together with incorrect beliefs hinder opportunity identification (Khanin et al, 2021) and 

might make ventures more unstable. Prejudice contributes to the devaluing of traditions and 

local production. Also, purchasing power is, for many entrepreneurs a limiting factor for their 

customers that result in the need to reduce the sophistication of their offers (Kantis et al, 

2020). Still, there are recognized opportunities to improve the customer response, which 

include better communication and the establishment of a stronger presence in the market.  

Figure 3 below summarizes the analysis of the “consumers” theme and the relative codes 

identified during the coding of the transcripts and the observations which are expanded in the 

following subsections. Once again, the red quadrants represent some of the most important 

findings from the data, and how those relate to the strategies or decisions entrepreneurs make 

in this context.  
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6.3.1 Prejudices and Normalization of Tradition  

Many entrepreneurs mention the presence of prejudices among local consumers, who seem to 

associate fashion with status and show higher trust in international brands than local ones. 

This is in line with the findings by Khanin et al (2021) who identified incorrect beliefs and 

prejudices as socio-institutional barriers. However, it might be worth expanding that and 

include it as an element of barriers to opportunity-realization resulting from the liability of 

newness (Khanin et al, 2021) and the consequent instability of the venture.  

The concept of devaluing or normalizing tradition and local production comes up often in the 

interviews (see section 6.1.2). However, the observations highlight a different reality: 

consumers seem to value local production but are not willing to spend more on ethical and 

sustainable fashion items. Indeed, despite an increasing awareness regarding sustainable and 

ethical production, the low-middle class in Mexico does not seem to be ready to pay higher 

prices to purchase from local companies that engage with both, which might explain the 

presence of luxury brands in the field.  

The normalization of culture and tradition leads to an undervaluing of the effort of local 

artisans and designers. For foreigners, valuing such efforts seems to be easier, because they 

are not as familiar with the culture and tradition. The empirics offer many examples of that. 

For instance, one entrepreneur claims “many of my clients are foreigners…because it is very 

easy for a foreigner to come to my store and look at the prices without getting scared”. Other 

interviewees state that “they direct their communication to foreigners… so people don’t 

notice the brand is Mexican” as part of their strategy “to make customers appreciate the 

quality… and educate the public about the possibility to purchase high-quality”. On the other 

Figure 3 Mindmap summarizing the codes identified under the theme of “consumers” and their 
connections to each other. 
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hand, Mexicans seem to associate artisanry with poverty and with cheap production (see 

section 6.1.1), which makes it challenging for designers and entrepreneurs to find creative 

ways to change such a mindset.  

Because of fashion’s link with status, the creation of brands that can reflect a similar value as 

the international ones is essential. For this reason, understanding the need of customers seems 

to be crucial to the success of a fashion entrepreneurial activity. Thanks to the internet, it is 

possible to educate consumers and give voice to thoughts and concerns (Aguilar Ramirez, 

2018) which might increase acceptance of the brand among the wider population (see Section 

6.5). And this seems to be in line with the findings according to which the niche of 

sustainable fashion in Mexico is mainly evolving thanks to ventures of independent and 

locally-oriented entrepreneurs (Rodriguez and Barth, 2020).  

6.3.2 Influence 

The observations highlight that people tend to stop where there is a crowd, which is in line 

with the idea that consumers tend to purchase a product not only for what it does but also for 

what it means (Aguilar Ramirez, 2018). This might fall under the socio-institutional access 

barrier, but also under the cognitive-psychological one (Khanin et al, 2021) since it is related 

to the degree of socialization and the “regrets about missed opportunities”.  

Also, it seems clear that despite the interest in local and sustainable practices, consumers in 

Mexico still prefer to buy cheaper products, even when not sustainable. As most of Mexico’s 

population aspires and tends to adopt fashion trends that come from the United States and 

Europe (Aboytes and Barth, 2020), there is usually little acceptance of local brands.  

For this reason, entrepreneurs find it challenging to gain visibility in the market and to price 

their clothes. After all, making them accessible might attract more customers, but will 

eliminate the possibility of engaging with fair wages. Plus, there seems to be something more 

than the price that drives the decision of Mexican customers to choose fast-fashion brands 

over local ones. After all, some entrepreneurs claim that despite offering products “that fall 

under a price range that competes with those of Zara, Mango, and other monsters” clients still 

do not buy them. One entrepreneur mentions how Mexicans “prefer to buy in Zara than from 

a local brand”. In one example, where the entrepreneur set her prices lower or about the same 

as a major fashion chain, she still finds it hard to find a market for her clothes.  

While the cultural barrier might be hard to overcome, communicating the entrepreneurs’ 

efforts through social media seem to be a successful way to collect relevant information about 

consumer attitudes, gather feedback, and adapt the offer to the demand.  
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6.3.3 Purchasing Power  

It is worth repeating that the niche of environmentally conscious consumers in Mexico tends 

to be from the top two socioeconomic classes (Deschamps et al, 2017). So, regional and 

economic inequalities can be correctly identified as barriers to the realization of opportunities 

in the fashion industry in Mexico. According to Khanin et al (2021), such a barrier falls under 

the economic-operational constraint category. Indeed, the low purchasing power and the 

consequent challenges entrepreneurs face in pricing their products result from the unstable 

financial system, the resource scarcity, and the excessive economic turbulence, which spurs 

from the Mexican context. However, that should not inhibit the creation of sustainable and 

ethical brands.  

For some entrepreneurs, the drive to follow their vision is bigger than the fear of not finding 

customers. One entrepreneur mentioned the vision of making people “understand why 

embroideries cost so much…by showing how the ladies produce…and how long they take”. 

Another one stays close to her vision of “reflecting the real cost of the piece of clothing that 

might have taken about five hours to make and that required two meters of fabric…even if 

most people don’t like her prices”.  

Other entrepreneurs highlight that while there might not be a high acceptance of artisanry or 

local fashion among Mexicans, foreigners seem to accept it and are more willing to pay 

higher prices to purchase such products (see Section 6.3.2). The findings seem to be in line 

with the idea that low-income levels are associated with low levels of demand and lack of 

sophistication, which impact the type of enterprise that can be set up (Kantis et al, 2020). 

6.3.4 Physical Contact 

The need for physical contact is a concept that can be associated with the lower purchasing 

power of the Mexican population. One entrepreneur interviewed claimed, “I sell very little 

online…because my Mexican clients prefer looking at the clothes before buying them… it is 

about feeling the fabrics, trying the size…”. Another one states that “we sell more through 

physical stores…because feeling the material, seeing the textiles, and the embroideries give a 

different impact than seeing the product from a picture”. Finally, another entrepreneur claims 

that even if her original idea was to sell everything online, putting up a store will contribute to 

increasing her brand’s visibility in Mexico.  

So, while communication can happen online and offline, it seems that, contrary to foreign 

customers, local ones have higher barriers to buying online. The lower purchasing power 

makes deciding whether to buy a piece of clothing or not harder, which is something that 

became apparent during the observations, and that one entrepreneur interviewed highlights 

that in Europe, “if a woman likes one of their pieces, they would look at it, try it one, and they 
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will buy it if they like it…but…they think about it too much in Mexico”. So, the need to feel 

and see the clothes before buying them is something most entrepreneurs meet by establishing 

a physical presence. Using recognized channels such as established boutiques or showrooms 

seems to be an effective way to eliminate some of the prejudices and increase the brand’s 

visibility while overcoming legitimacy barriers that might arise from the newness of the 

venture (Khanin et al, 2021).  

6.4 Innovation  

Innovation, together with entrepreneurship are drivers of economic growth (Del Monte, 

2021). For this reason, it is interesting to analyze the level of innovation in the Mexican 

fashion industry and understand its role in the success of entrepreneurial activities in Mexico. 

It is worth pointing out that innovation does not necessarily have to involve new technologies 

(Miconi nd). This seems to be the case for the interviewed entrepreneurs who, due to limited 

financial resources, cannot invest in revolutionizing technologies.  

However, instead of feeling limited by socio-institutional and economic-operational barriers 

(Khanin et al, 2021), many of the entrepreneurs interviewed decided to innovate their 

processes as a way to overcome them and turn them into opportunities. Indeed, as mentioned 

in section 6.2, engaging with sustainability and innovation is, for many entrepreneurs, a way 

of making their processes more cost-effective.  

As Schumpeter points out, innovation can result, among other factors, from the introduction 

of a new method of production, the conquest of new sources, or the supply of raw materials 

(Miconi, nd). The data seems to prove that innovation can be a combination of technological, 

marketing, and organizational factors leading to the creation of new improved goods, 

services, or production methods (Amoros et al, 2019). The analysis highlights how the theme 

of the production is linked with the innovation one since it is where most of the innovation 

takes place for entrepreneurs in the fashion industry.  

Figure 4 below shows the mindmap that connects the theme analyzed in this section and the 

respective codes identified. The red quadrant is a summary of the implications of innovating 

within an established culture, which is a recurrent theme for many entrepreneurs (and a 

relevant barrier to the development of innovative brands). 
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6.4.1 Innovating Processes 

Innovating processes to make them more efficient and using local resources seem to be an 

example of how entrepreneurs in the fashion industry engage with innovation. Using the 

framework by Khanin et al (2021), innovating processes is a way to overcome access and 

location barriers. While some entrepreneurs interviewed explore new ways of using materials 

(such as having to find partnerships with companies that use technologies that make leather 

with cactus or pineapple), others are pushed to innovate and creatively adjust to the demand 

due to the limitation resulting in the context (see section 6.2). By doing so, they find creative 

solutions to their unstable financial and resource scarcity. Others, need to innovate their 

processes to make them more cost-effective.  

Other entrepreneurs innovate by offering products that differentiate in the market, for 

instance, by attacking a niche where competition is low (such as the entrepreneur working 

with men’s fashion), or by creating designs that make use of the traditional silhouettes in 

creative ways and that are long-lasting and atemporal thanks to the choice of high-quality 

materials (for the case of an entrepreneur engaged with slow fashion). 

However, understanding customer needs is a crucial factor for the interviewed entrepreneurs 

to engage with innovation in the fashion industry and overcome legitimacy barriers (Khanin 

et al, 2021). Of course, communication plays a role in this (see section 6.5). The findings 

confirm that the use of new technology and fibers, the adoption of novel business models, the 

development of new value chains and partnerships, and increased consumer awareness 

(Buchel et al, 2022) contribute to the spread of alternative processes in the fashion industry.  

Figure 4 Mindmap summarizing the codes identified under the theme of “innovation” and 
their connections to each other. 
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6.4.2 Innovating Culture and Tradition through Design  

Working with marginalized communities in production seems to be a conflicting issue. For 

some, it is important to innovate and modernize the tradition, in an attempt to create a 

sustainable enterprise in all aspects (social, economic, and environmental). Also, introducing 

innovation under such contexts can help make the products made by artisans more 

contemporary and increase their acceptance in the wider population, by contributing to 

reducing the current prejudices (see section 6.3.1). However, other entrepreneurs voice their 

concerns about using the work of such communities without direct knowledge of their 

meaning. Using the words of one of the entrepreneurs interviewed, “you have to be careful 

with innovation because it needs to fall inside a frame of the cultural background that doesn’t 

affect meaning or that might change the ways of doing textiles”. According to another 

“innovating is challenging because…if you are not part of the community… you cannot take 

their textiles without knowing about their symbols, history, and materials…without 

disrespecting culture”.  

For this reason, innovation becomes controversial: it might be necessary to eliminate some of 

the barriers, such as the incorrect beliefs and prejudice that fall under the socio-institutional 

constraints (Khanin et al, 2021), but it might result in the loss of meaning of the tradition, 

which is the differentiating factor between a local and a global brand. Still, as one 

entrepreneur points out, “culture needs to evolve” to suit the needs of the population.  

6.4.3 Technological Innovation 

Of course, the entrepreneurs understand the need for innovation but are limited by financial 

resources to engage with the level of innovation they would like. Such a limit is an economic 

operational barrier that might result in barriers to both opportunity identification and 

realization (Khanin et al, 2021). However, one of the entrepreneurs mentions the presence of 

government programs aimed at innovation in indigenous communities in the production 

processes, meaning there is some movement toward technological innovation in this context 

too. Still, it is worth highlighting that despite its importance, innovation alone isn’t enough to 

develop a fully positive effect of economic growth on regional performance (Del Monte et al, 

2021). So, the lack of technological innovation among entrepreneurs in the fashion industry 

does not limit the potential contribution of their enterprises to the wider society. 

In the context of marginalized communities, technological innovation involves the 

introduction of new methods of selling ( for instance, as a social entrepreneur “we are 

developing products using the artisans’ skills and trying to use applications and mobiles”). 

Additionally, having the infrastructure to innovate is challenging when the focus is to create 

social change. Using the words of one of the entrepreneurs interviewed “we don’t really have 

an innovation area, it would be too much, at least for now… we don’t have the technology to 
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start experimenting and creating other forms… we either focus on the social part or we 

innovate”. Such a claim summarizes quite well how the levels of community capacity, the 

firm and industry capacity, and the innovative infrastructure (Del Monte et al, 2020) is 

lacking in Mexico and how such barriers arise from the socio-institutional context.  

6.5 Communication  

Communication was another theme identified during the coding of the transcripts and the 

field notes. According to Khanin et al (2021), as mentioned various times in this analysis, 

incorrect beliefs and prejudices are barriers that affect the level of opportunity identification 

and realization. For instance, they might result in access barriers, as the population does not 

have the adequate levels of education and socialization (Khanin et al, 2021) to understand the 

products, and legitimacy barriers, where the new venture experiences higher instability due to 

lower acceptability in the public (Khanin et al, 2021).  

In the interviews, one of the most clearly identified barriers is the role of consumers and their 

difficulties, whether economic or cultural (or both) to accept local brands, getting consumers 

and producers closer might be a way to improve visibility and increase engagement (See 

section 6.1). 

Many entrepreneurs interviewed engage, in one form or another, with sustainability and 

sustainable development (See section 6.2.1) For instance, most are concerned with fair wages, 

which is a concept that often repeats itself in conversations and many are also engaged with 

the use of recycled or reusable materials in their processes, which contribute to counteracting 

existing environmental impacts while generating social, economic, and environmental 

benefits (Masciarelli and Leonelli, 2020). However, while awareness of the need for a 

fundamental transformation seems to be growing (Hall et al, 2010), the Mexican context 

makes it more challenging for entrepreneurs to have visions of sustainability and social 

entrepreneurship while still being economically sustainable.  

Figure 5 below summarizes the identified codes within the analyzed theme and highlights the 

connections between them. The following subsections include a closer analysis of the data 

related to Khanin et al (2021) and concerning the identified codes. The visualization includes 

the highlighting o the importance of physical presence and of mouth to mouth strategies as 

sales strategies. The two findings are highlighted in red. More information about the topic is 

present in section 6.5.1.  
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6.5.1 Physical Presence 

Contrary to other markets, the Mexican one is one where fashion seems to be more widely 

accepted in its physical form. While other markets too require some degree of physicality, 

global brands seem to be able to sell online in markets with higher purchasing power. From 

the experience of entrepreneurs engaged with sales in Mexico and abroad, foreigners tend to 

experience fewer issues in making purchases basing their decisions on pictures. As she claims 

her “idea was to sell everything online because I saw it as a better way to grow” but things did 

not work out as expected. In Mexico, for entrepreneurs to create a physical presence, selling 

their collections through boutiques, stores, showrooms, and bazaars seems crucial to establish 

themselves in the market (see section 6.3.4). Also, establishing a strong presence in the 

market through the use of accepted sales channels (such as well-known boutiques) can help 

increase customer access to the brand and enhance trust.  

So, for most entrepreneurs, finding sales channels other than online ones seems imperative. 

Because of the impact mouth to mouth has on Mexican consumers, finding strategically 

located boutiques or already established ones seems to be an effective way to increase a 

brand’s visibility and limit the appearance of legitimacy and growth wellbeing barriers that 

will affect the success of the venture. As one of the interviewees claims “we tried to create a 

position online, but to attack the Mexican market, we needed to find boutiques…we get much 

more sales there than online”.  

Some entrepreneurs interviewed identify barriers to using established sales channels, which 

include the charging of high commissions on the prices, that limit the possibility of 

sustainably engaging with fair wages. For this reason, some of the interviewees engage with a 

hybrid strategy: they create their stores and increase their visibility across the country (and 

abroad) with partnerships with established boutiques and retailers. It is worth pointing out the 

recognized need for entrepreneurs to select their sales channels so that they reflect their 

visions. The following section includes more information on the role of partnerships in the 

communication with customers.  

Figure 5 Mindmap summarizing the codes identified under the theme of 
“communication” and their connections to each other. 
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6.5.2 Partnerships 

Despite the problems with creating economically viable partnerships with other retailers (due 

to the high commission charged), it is possible to increase a brand’s visibility by doing so and 

communicating a brand’s vision through such channels. This is another way of limiting the 

legitimacy barrier and minimizing the risk to potential suppliers, buyers, or allies (Khanin et 

2021). By selecting the appropriate retailers, entrepreneurs can stay close and coherent with 

their vision. For instance, an entrepreneur claims that “I am always grateful when they invite 

me to projects… but those I work with should be in line with my vision”. After all, for 

entrepreneurs to have a clear vision of their companies’ direction and their engagement with 

sustainable development is essential for the successful communication of their objectives with 

the customers (Iyigun, 2015).  

Because raising awareness is essential to increase the acceptability of sustainable products, 

some entrepreneurs use partnerships as a way to communicate with the wider public. For 

instance, for those involved with social entrepreneurship, engaging other businesses or big 

players from other industries is essential in sharing their impact on the communities and 

contributing to eliminating or modifying unsustainable traditional business practices. Also, for 

one entrepreneurial project, in particular, the experience showed that working with other 

businesses is an efficient way to increase impact and contribute to modifying current behavior 

in the industry. So, just like the literature claims, entrepreneurial activity with a focus on 

sustainable development can act as a catalyst for the transition from the current economic 

system to a sustainable one (Iyigun, 2015), which is what entrepreneurs engage with 

sustainable practices and social entrepreneurship seem to believe.  

By unifying forces and using their outcomes and efforts as ways to increase awareness of 

social and environmental projects, entrepreneurs can gain visibility and increase the 

acceptance of their products among the wider population.  

6.5.3 Online  

The internet plays a crucial role in the successful communication of a brand’s vision. Such a 

tool has given consumers and producers more power. From the consumers' side, it is now 

easier to access information about brands. Social media like Facebook and Instagram are 

ubiquitous and seem to be the main communication channels between customers and 

producers. With such channels, entrepreneurs can communicate their vision and history, and 

attract the niche of potential customers that might be interested in their offer. Thanks to such 

fast communication channels, entrepreneurs can quickly act on feedback and adapt their 

offers accordingly.  
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The internet seems to be a crucial tool even for artisans living in marginalized or indigenous 

communities. According to one of the entrepreneurs interviewed, “the internet and mobiles 

are ubiquitous…and have democratized things in many ways, especially after the global 

pandemic, which pushed many people into the mobile work. And artisans don’t fear the 

internet anymore”. Additionally, thanks to social entrepreneurial projects, they can be trained 

to commercialize their products directly, which eliminates the need for intermediaries and 

increases independence and empowerment (See section 6.2.3). According to one of the 

interviewees, artisans “sell their products online mainly…as a way to survive in a hostile 

environment and be recognized and valued” for their efforts. However, as one of the 

entrepreneurs interviewed points out, while the online channel is valuable to increase 

visibility, setting up a physical store in a strategic location means she does not “sell so much 

online anymore” (see section 6.5.1). 

Lastly, e-commerce gives entrepreneurs the possibility to access the foreign market (See 

section 6.3). Despite the difficulties (and sustainable concerns) involved with delivering their 

products across the world, most of the entrepreneurs interviewed recognize the higher success 

of their products among foreign customers, who do not have the same socio-economic 

barriers Mexican clients experience. Setting up online stores can give continuity to the 

relationship with foreign customers that might not be able to visit the physical store more than 

once.  

So, all in all, the internet is seen as a tool that opens up several opportunities that most 

entrepreneurs are exploiting and working with. However, as the data shows, it is not the only 

way entrepreneurs can communicate their brand’s vision and raise awareness. Using a 

mixture of the strategies explored through the interviews might help increase success in 

communicating the brand’s vision and establishing a stronger presence in the market.  

6.6 Entrepreneurial Journey  

Finally, from the interviews, it seems clear that the entrepreneurial journey has an impact on 

the way entrepreneurs engage with their activities and the impact they have on society. Using 

Khanin et al’s (2021) framework such a theme is a combination of all the constraints 

identified: indeed, it includes cognitive-psychological, socio-institutional, and economic-

operational barriers both at the opportunity identification and opportunity realization stages.  

This theme is connected to all of the others because it contributes to shaping the direction 

entrepreneurs take with their activities. After all, while entrepreneurship and innovation are 

widely associated with wealth generation and economic development (Khanin et al, 2021), 

their development is highly dependent on the context, which does not only involve personal 

factors (such as fear, necessity, and financing), but also external ones (including the role of 

the government, the competition in the industry, and the available opportunities). As the 
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literature suggests, barriers and opportunities to the establishment of entrepreneurial activities 

can arise from psychological trains and the political, social, and economic context (Khanin et 

al, 2021). This seems to be clear in the data, as entrepreneurs share their journey and the 

barriers and the opportunities they face during the process of establishing their enterprises.  

Figure 6 below summarizes the identified codes under the theme of “entrepreneurial journey” 

and their connections with each other.  

 

6.6.1 Fear  

The interviewed entrepreneurs all mention certain levels of “fear” associated with engaging in 

entrepreneurial activity. It is a cognitive psychological constraint that results in hindrances in 

opportunity identification (as it spurs from low levels of expertise and the inability to 

recognize patterns and opportunities) and opportunity realization (because it results in 

adaptation difficulties, stress, regrets about missed opportunities, insufficient managerial 

skills and capabilities, and perceived work-life imbalances) (Khanin et al, 2021).  

University education contributes to providing entrepreneurs the tools to navigate in the 

industry by removing the barriers or “inability to recognize patterns and opportunities”, 

“incorrect beliefs and prejudices”, and “low levels of self-esteem”. However, economic-

operational and socio-institutional barriers cause uncertainty about what it means to be an 

entrepreneur (“insufficient skills”, “excessive economic turbulence or resource scarcity”, and 

the “liability of newness”) that result in fear of formalizing (with the challenges of taxes) and 

are evident in the little acceptance of new ventures in the industry, and the need to unify 

Figure 6 Mindmap summarizing the codes identified under the theme of “entrepreneurial 
journey” and their connections to each other. 
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forces with other entrepreneurs are all concepts that arise as barriers in the entrepreneurial 

journey.  

For instance, one entrepreneur interviewed mentions that artisans “don’t want to 

formalize…because most of them are scared of taxes. Everyone in Mexico is…because 

everyone in Mexico has at least one friend or someone they know who had problems with 

taxes…for messing up with the declarations…”. Such a claim is in line with that of another 

entrepreneur who mentions that learning about taxes “is challenging”.  

Artisans entrepreneurs seem to confront fears involved with the formalization of their 

activities. The social entrepreneurial organization part of the study identified that as an 

opportunity to introduce workshops about personal finance. But besides the financial barriers 

that transform into fear, entrepreneurs mention a feeling of fearing the new, which stops many 

artisans from growing. For instance, using the words of one of the interviewed entrepreneurs 

“everything new we tried to introduce was welcomed with fear and uncertainty…they were 

afraid of making mistakes and not being able to create the products”. Such a cognitive barrier 

(Khanin et al, 2021) when using new processes or techniques can be linked with the lower 

levels of innovation in the industry (see section 6.4.3).  

Additionally, the fear of formalizing might spur from a lack of trust in the government and a 

lack of education, which results in many entrepreneurial activities remaining informal. 

Entrepreneurs with higher education levels understand the need for formalizing and, where 

possible look for beneficial tax regimens to alleviate the burden (see Section 6.6.3). This 

seems to confirm the theory according which entrepreneurs usually operate in conditions of 

extreme uncertainty (Ferreira et al, 2019) but individuals that lack the education knowledge, 

and experience to detect patterns might miss out on the opportunities for business 

development (Khanin et al, 2021).  

Also, it is worth pointing out that most entrepreneurs interviewed are between 24 and 35 years 

old and young entrepreneurs tend to face more obstacles along their way, including 

skepticism towards their initiatives due to their lack of credible track record and their limited 

personal wealth (Manolova et al, 2019). While there seems to be a lack of entrepreneurial 

education in the Mexican context, some entrepreneurs fill that gap by taking courses. 

However, the majority learn their way through trial and error.  

Entrepreneurs confront their “fears” and psychological limitations differently depending on 

their context and the support of their families and friends. One entrepreneur mentioned that 

she was “a bit scared to start because I didn’t have much to invest in and everything I put into 

the store was from my work…but I said yes to my friend (regarding setting up a store)”. The 

interviews shed light on various examples where the entrepreneurs interviewed do not work 

alone, but get together with their friends to share risks and divide the investment. Some have 



72 
 

been able to overcome the fear of initiating their activities (knowing they would probably not 

earn profit for some time) thanks to the support of their families or by engaging in other 

activities on the side.  

However, none of the entrepreneurs interviewed made use of loans or other financing 

infrastructures, which seems a result of the economic-operation constraint resulting from the 

context in which Mexican entrepreneurs operate (Khanin et al, 2021). As one of the 

entrepreneurs interviewed puts it “people can ask for loans from a bank…but that scares me a 

lot”. This finding seems to be in line with the theory according to families are a key source of 

startup capital in emerging countries with weak institutional regimes (Monolova et al, 2019). 

For entrepreneurs, another way of overcoming the fear of failure is to engage in 

entrepreneurial activities with other partners (often friends) that divide the cost and share the 

risks.  

6.6.2 Necessity 

It is also clear how necessity drives entrepreneurs to take different decisions. For instance, in 

the case of artisans, their need to make a living causes them to use their skills and sell their 

products, even without making much of a profit from them or being exploited by 

intermediaries. That might also be a result of the lack of education in indigenous and 

marginalized communities (see section 6.2). However, that necessity pushes such 

entrepreneurs to keep working under such conditions and results in a lack of opportunity 

realization due to cognitive-psychological and economic-operational constraints (Khanin et al, 

2021). 

For other entrepreneurs, with different socio-economic backgrounds, the need of growing 

their brands causes them to invest all of their profits in the company, which means, most of 

the time, the entrepreneurs have to find other sources of income in the meanwhile (see section 

6.6.1). But that could also be interpreted as the results of opportunity realization and the 

entrepreneurial drive to exploit it. So, both the socio-institutional and the economic-

operational constraints (Khanin et al, 2021) seem to have an impact on the type of 

entrepreneurial activities entrepreneurs engage in and their degree of opportunity realization. 

In line with the literature, it seems clear that the gap between opportunity and necessity-

driven entrepreneurship determines why people start businesses, which kind of activities they 

engage in, and what decisions they make to survive and thrive (Hui et al, 2018).  

Also, the data seems to confirm that individuals that start a business by choice (opportunity-

driven) have higher abilities to innovate and usually take higher risks compared to necessity-

driven entrepreneurs (Pinazo-Dallenbach and Castello-Sirvent, 2020) while limited access to 

basic resources triggers necessity-based entrepreneurship (Hui et al, 2018).  
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6.6.3 Financing and the Government Role  

Financing and access to funds are crucial elements to the successful development of 

entrepreneurial activities (Khanin et al, 2021). For all the entrepreneurs interviewed, personal 

funds are the only method of investing in their companies and growing their brands. That is 

often a consequence of fear or mistrust in other organizations such as banks or the 

government. Most of the time, entrepreneurs mentioned that they have not looked into getting 

support. In one example, the entrepreneurs claim that “we never looked into that. Maybe there 

is something out there, but our journey was more about using our resources to create our 

brand.” Another mentions that “we haven’t gotten any support from the government yet…I 

am grateful for having support from my family”. While there seem to be policies and projects 

initiated by the government to support entrepreneurial activities, most entrepreneurs are 

unaware of them, which highlights a need for better communication of such policies.  

Also, some entrepreneurs point out that the support of the government and the strategies 

aimed at improving the socio-economic issues in marginalized communities and among 

entrepreneurs is limited. The projects have a date limitation and do not allow for the creation 

of a long-lasting impact. Using the words of one of the entrepreneurs interviewed “these types 

of projects (that involve developing marginalized communities) are developed by the 

government… but have a sort of due date…once the project is over, the efforts do not 

follow… it is hard (for indigenous people) to keep going in that direction without the help 

they received for a couple of months…it is challenging to make an impact”. Plus, they are 

often dependent on the government in charge and do not seem to include follow-ups (“many 

projects are linked with who’s in power and once the person changes, there are new 

projects… there isn’t a follow-up…all the efforts go to waste”).  

Also, the presence of tax-regimens alleviation for entrepreneurs is not widely known. Only 

two of the entrepreneurs interviewed mention it, but the information does not seem clear. For 

instance, according to one of the entrepreneurs, her “fiscal regimen allows entrepreneurs to 

gradually pay taxes…which is very beneficial because it allows me to save money I would 

pay on taxes and re-invest it in my company”. However, the requirements to be eligible seem 

to be strict (“it is a benefit that doesn’t apply to everyone…those who have worked for a long 

time on another regimen cannot switch…things have changed again, there is now another 

regiment, which is not as good as the one I got”). For most entrepreneurs, engaging with the 

bureaucracy and understanding the changing requisites to be considered for such alleviation is 

more of a burden than a help. This also highlights the need for a more standardized procedure 

to make the process less challenging and is in line with the idea of Khanin et al (2021) 

according to which bad laws and bureaucracy, together with a lack of state support are 

relevant socio-institutional barriers that hinder the process of opportunity identification.  
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Consequently, the data suggests that governmental policies play a role in fostering the 

development of entrepreneurial projects by decreasing entry barriers (through, for instance, 

the creation of tax alleviations for entrepreneurs, lowering minimum capital requirements, and 

decreasing the cost of permits (1); reducing the barriers on SMEs by improving access to 

credit, limiting difficulties for hiring and firing, and facilitating the process of venture 

formalization (2); and managing the use of public funds to start and support established SMEs 

(3) (Flores Yagual et al, 2017).  

It might be worth highlighting the need for projects initiated by the government and the 

creation of a support structure for entrepreneurs to be consistent and more durable. After all, a 

proper institutional framework fostering high-quality and consistent government interventions 

can contribute to increasing entrepreneurs’ ambitions (Amoros et al, 2019) and create a 

stronger entrepreneurial culture.  

Luckily, despite the country’s support system being young, there are multiple organizations in 

Mexico offering support for start-ups and entrepreneurs (Sandoval, 2019). What seems to be 

missing is transparent communication on such initiatives to the entrepreneurs. Interestingly 

enough, most of the entrepreneurs interviewed recognize that even without financial support, 

the investment needed to start an entrepreneurial activity is not the main barrier to its success. 

Instead, the lack of entrepreneurial education seems to be a more recognized problem. So 

while there might not be many issues with opportunity identification at the cognitive 

psychological level, there are at the opportunity-realization one which spurs from adaptation 

difficulties and are a consequence of legitimacy barriers (Khanin, 2021). So, policies and 

programs should be focused on creating an entrepreneurship culture rather than enabling them 

through financial incentives (Conteras Cueva et al, 2021). In that sense, creating a strong 

culture can contribute to the formation of capable entrepreneurs whose motives might 

contribute to increased economic and social impact on society with their actions.  

6.6.4 Opportunity Identification and Opportunity Realization 

The entrepreneurial journey and the personal education and experience are factors that affect 

the difference between opportunity identification and opportunity realization, together with 

the socio, economic, and political context (Khanin et al, 2021). The motivations that push 

entrepreneurs to engage with their activities have also an impact. Most entrepreneurs in the 

fashion industry seem to engage more with opportunity discovery than creation (see section 

6.6.2). The interviewed entrepreneurs that came up with novel solutions to address problems 

(Feliz Gonzales et al, 2017) did so creatively and with the tools they had on hand (see section 

6.2).  

In general, entrepreneurs in the fashion industry in Mexico seem to exploit the institutional 

uncertainty and create value by solving problems related to it. Also, it seems that most 
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entrepreneurs interviewed would agree that the needs and opportunities of developing 

countries are more widespread and markets are not so crowded as in developing countries 

(Pennisi, 2012). This creates an ideal environment for entrepreneurs, where entry barriers and 

competition are generally low (even if the latter seems to be increasing).  

For instance, most entrepreneurs interviewed recognize the lower initial investment to start an 

activity as an opportunity that motivates them to engage with their projects (see section 6.6.3). 

For instance, one entrepreneur claims that “the lower costs allow many entrepreneurs to start 

their companies without the need to invest as much as someone in the United States or 

Europe”. Another confirms such claims by stating that “the amount of money you need to 

invest here (in Europe) is very high, especially when compared to the amount that you pay 

when creating your own business in Mexico”.  

Plus, in the context of the fashion industry, the access barriers are low, even if some 

entrepreneurs struggle with sourcing high-quality materials at lower volumes compared to 

other established brands (see section 6.2.2). This results in most entrepreneurs having to use 

creativity and problem-solving skills to circumnavigate the problem and find solutions that 

turn such barriers into opportunities, which is what the theory identifies as a success factor in 

entrepreneurial activities (Johnson and Schaltegger, 2019). Also, the identified market gap of 

local brands that attack a medium-low socio-economic class is seen as an opportunity (see 

section 6.2.1). The interviewed entrepreneurs seem to understand the need for differentiation 

through the creative and sustainable use of local resources (both material and human). And 

identify the presence of opportunities in the industry. For instance, using the words of one of 

the entrepreneurs interviewed, “Mexico has its challenges but it is full of opportunities”. 

Another identified opportunity seems to be the possibility of exporting their products to other 

markets. Due to the cultural and economic barriers that inhibit access to most local 

consumers, exporting seems to be a solution for many. After all, many entrepreneurs agree 

that the acceptance of their brands seems to be higher in international markets (see section 

6.3.1).  

However, it is worth pointing out that most entrepreneurs’ strategies involve establishing a 

strong local presence before expanding. For instance, one entrepreneur states that “once you 

position yourself in the local market, you can start expanding”. Another one claims that “I 

would love to get to the whole world…but I think positioning in Mexico first will give me the 

basis to expand”. That seems to be due to the identification of a switch in the market and an 

overall change in the customers’ perception of local and sustainable brands, which might not 

have reached the desired levels, but that many assume to be on the right path to do so. Such a 

concept is an opportunity identification (Khanin, 2021), which the entrepreneurs are trying to 

realize using their skills and current knowledge in the field.  
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7 Discussion  

This Chapter includes a discussion of the analysis presented in the previous chapter 

concerning the theoretical framework outlined in Chapter 3 of this thesis.  

The theoretical framework allowed for a thorough analysis of the barriers and opportunities to 

entrepreneurship in the fashion industry in Mexico. While the identified constraints seem in 

line with those outlined by Khanin et al (2021), the findings specify how the framework could 

be applied to the Mexican context. Table 3 below summarizes the identified Barriers to 

Entrepreneurs in the fashion industry in Mexico, using the framework by Khanin et al (2021).  

Constraints Stages 

 Opportunity Identification Opportunity Realization 

Cognitive-
pyschological 

Discovery lifestyle barriers: 

• Lack of education which results in the inability to 
recognize patterns and opportunities; 

• Cultural barriers; 

• Personal Fear (fear of failure, fear of the new, fear 
of engaging with entrepreneurship); 

• Low level of expertise; 

• Difficulty of Assembling and Coordinating the 
Team. 

Growth-wellbeing barriers: 

• Insufficient information about 
entrepreneurship; 

• Insufficient education in 
entrepreneurship in families and 
education system; 

• Perceived work-life imbalance; 

• Work stress; 

• Regrets about missed opportunities. 

Socio-
institutional 

Access barriers: 

• Bad (or inexistent) laws and bureaucracy; 

• Lack of communication about government 
policies; 

• Inequality in access to education; 

• Lack of trust in the government; 

• Global competition and lack of support for local 
entrepreneurial activity. 

Legitimacy barriers: 

• Liability of newness; 

• Unstable venture and adaptation 
difficulties; 

• Incorrect beliefs and prejudices; 

• Low purchasing power; 

• Risks to potential suppliers, buyers, or 
allies. 

Economic 
operational 

Location barriers: 

• Excessive economic turbulence or resource 
scarcity; 

• Poor transportation and logistics services; 

• Unstable Financial System. 

Magnitude barriers: 

• Limited production capacity and time 
constraints; 

• Insufficient number of experts in the 
organization; 

• Knowledge deficiency in various areas of 
operations. 

Table 3 (Expanded) Barriers to entrepreneurs in the Fashion Industry in Mexico, as identified during 

the analysis, using the framework outlined by Khanin et al, 2021 as presented in Table 1 (see Chapter 

3). 
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For instance, the analysis highlights a need to explain the role of education in the opportunity 

identification and opportunity realization stage and how that creates constraints that fall under 

the cognitive-psychological, socio-institutional, and economic-operational categories 

depending on the individual’s context. For instance, in the Mexican context education is a 

barrier to opportunity identification for the marginalized and indigenous communities, with 

little access to education (and that is a result of access barriers that are a consequence of 

socio-institutional constraints). However, while university education eliminates such barriers, 

the lack of information and training about entrepreneurship causes problems at the 

opportunity realization stage.  

Additionally, instead of talking of insufficient managerial skills and capabilities, it might be 

more suitable to the Mexican context to define “insufficient information and training about 

entrepreneurship” as a growth-wellbeing barrier at the opportunity-realization stage, even for 

university-educated entrepreneurs. Such a barrier is closely linked with socio-institutional and 

economic-operational constraints. Indeed, in the analysis, it seems clear how “insufficient 

socialization to entrepreneurship in families and the education system” is more of a growth-

wellbeing barrier than an access barrier. As the analysis points out (see section 6.1.3), the 

Mexican context offers little education about taxes, brand registering, and managing a 

venture, even to university-educated entrepreneurs.  

Furthermore, it is worth pointing out that the empirical data eliminates “insufficient 

motivation” as a barrier to opportunity identification. Indeed, it seems that both opportunity-

driven and necessity-driven entrepreneurs have high drives to successfully establish their 

venture (or use their skills), even in the presence of socio-institutional barriers such as 

incorrect beliefs and prejudices regarding sustainable and local fashion (See section 6.2). The 

same applies to “low determination and perseverance” and, “low self-efficacy and self-

esteem” which, based on the empirical data, do not seem to be factored in the Mexican 

fashion industry. Instead, the entrepreneurs interviewed are mostly close to their vision and 

not open to compromise, even if that might mean attracting more clients (or reducing their 

costs along the supply chain).  

According to the analysis what was defined in the framework as “fear of failure”, becomes in 

the Mexican context, a “personal fear” that includes fear of failure, fear of the new, and fear 

of engaging with entrepreneurship. While “fear of the new” is entirely a cognitive-

psychological constraint, “fear of failure” and “fear of engaging with Entrepreneurial” result 

from socio-institutional barriers that arise from the particular context in which Mexican 

entrepreneurs operate.  

Also, it is worth pointing out that, according to the empirical data, the “adaptation 

difficulties” are, more often than not, barriers that arise due to the public’s inability or 

unwillingness to accept new ventures. So, rather than resulting from a cognitive-
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psychological constraint, they are a consequence of socio-institutional barriers (legitimacy 

barriers). As section 6.3 in this investigation points out, the role of customers is crucial in 

overcoming legitimacy barriers for entrepreneurs in the fashion industry in Mexico.  

The difficulties in trusting local brands create the risk to potential suppliers, buyers, and allies 

that Khanin et al (2021) identifies. However, the barrier of “incorrect beliefs and prejudices” 

seems to be more of an opportunity-realization barrier than an opportunity-identification one 

since entrepreneurs do not seem to have problems identifying the opportunities in the industry 

(see section 6.6.4). However, they have problems with their brand’s recognition and 

establishment (as outlined in section 6.3), which might be a consequence of the low 

purchasing power in the wider population.  

Socio-institutional constraints in Mexico include the bad (or inexistent) laws and bureaucracy 

but also a “lack of communications about government policies”, “lack of trust in the 

government”, “lack of support to local entrepreneurial activity”, and “inequal access to 

education” which are specific to the Mexican context and are apparent from the analysis.  

As Khanin et al (2021) suggest, economic turbulence and resource scarcity are location 

barriers that affect the opportunity-identification stage and are suitable to the Mexican 

context. The same applies to an unstable financial system, which limits the levels of 

innovation among many entrepreneurs (see section 6.4) and their growth. The “difficulty of 

finding qualified personnel or partners” does not seem to apply to the Mexican context, where 

resources both natural and human are rich, as outlined both in the literature review and in the 

empirical data.  

According to the empirical data, the magnitude barriers in the Mexican context are in line 

with the current framework by Khanin et al (2021). However, while Khanin et al (2021) put 

limited production capacity under the economic-operational constraints resulting from 

magnitude barriers, the empirics suggest that Mexican entrepreneurs overcome such barriers 

using creativity and problem-solving skills.  

The data suggest that, despite the barriers, entrepreneurs in the fashion industry in Mexico can 

identify and explore opportunities with their ventures, and do so successfully. Creativity, the 

differentiation through the application of sustainable and ethical practices, and the 

communications with their customers allow them to limit the barriers and exploit the 

opportunities that they identify.  

7.1 Research Question 1 

The findings help answer both research questions. The interviews provide enough material to 

assess the “barriers and opportunities” for entrepreneurs in the context of the Mexican fashion 

industry, while observations help get a sense of the response of the customer to sustainable 
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and local products. The answer to the first research question: “What are the opportunities and 

barriers entrepreneurs in the sustainable fashion industry face in establishing their activities in 

Mexico?" is here summarized.  

The investigation highlights that the current barriers entrepreneurs face fit Khanin et al’s 

(2021) framework. Additionally, they shed some light on the possibility for entrepreneurs to 

successfully develop their ventures even when the context suggests the presence of higher 

barriers than those that entrepreneurs find in developing markets, such as the higher risk 

perception and uncertainty (Pinazo-Dallenbach and Castello-Sirvent, 2020), the 

underdeveloped infrastructure (Auvinet and Lloret, 2015), and the little support from the 

government (Velasco Escobedo, 2019). Or, as Khanin et al (2021) would put it, despite the 

socio-institutional and economic-operational barriers arising from the context. As mentioned 

in the literature review, a large part of the wealth creation in Mexico results from the 

contribution of entrepreneurs (Gonzales Saucedo, 2013). Investigating the barriers and 

opportunities that entrepreneurs face in the fashion industry in the Mexican context might 

help understand the lower levels of innovation (Abayotes and Barth, 2020) and recognition of 

their efforts (Sancho, 2016).  

For instance, the level of education in the wider population which, as highlighted in the 

previous section results from a combination of cognitive-psychological and socio-institutional 

barriers, is one of the main barriers to the development of enterprises in the fashion industry 

in Mexico. It is also a barrier to innovation, as the public does not seem to be ready to accept 

innovative products made by local brands. While the need for further education for the wider 

majority of the Mexican population might limit the sophistication of the offering (Valliere and 

Peterson, 2010), the increasing awareness and the overall changes in consumer attitudes 

toward sustainability, social issues, and the importance of local production (Hye-Shin and 

Hall, 2015) become opportunities that entrepreneurs can exploit through alternative venture 

creation. As the empirical data collected through the interviews suggests, things are changing 

in Mexico.  

Additionally, regarding education, it seems that the current university preparation in Mexico 

is fostering entrepreneurship. However, it is also true that university studies are still a 

privilege among the majority of the population (Velasco Escobedo, 2019). Instead of defining 

that as a barrier, some entrepreneurs have transformed the lack of education (especially in 

marginalized and indigenous communities) as an opportunity to establish social 

entrepreneurial projects aimed at increasing education and improving the living standards of 

people in marginalized and indigenous communities while putting centuries of knowledge in 

textiles into practice (Heredia, 2020) and commercializing them, in an attempt to give them 

the recognition they are currently not getting. So, in line with the literature, a social 

opportunity becomes a potential business solution to address a particular social problem 

(Felix Gozales et al, 2017). Overall, it seems that creative problems solving and the ability to 
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identify and realize opportunities within a particular context seem crucial in turning barriers 

into opportunities. Such an ability is a characteristic that seems to define the degree of success 

of most of the entrepreneurs interviewed and refers back to the opportunity-recognition theory 

(Felix Gonzales et al, 2017) which applies to all types of entrepreneurship.  

The analysis also identified “access barriers” (using Khanin et al’s (2021) terminology), a 

theme that emerges from the literature review as well (Hernandez 2018), as a major barrier for 

entrepreneurs in the industry. However, according to the empirical findings, for some 

entrepreneurs, such a condition becomes an opportunity. This seems to suggest that being 

creative and using what is at hand (Wulleman and Hudon, 2015) is relevant not only to social 

bricoleur but to entrepreneurs in all fields. Furthermore, the access barrier resulting from the 

low volume of purchases is closely linked to the so-called “legitimacy barriers” identified as 

the liability of newness and instability of new ventures. That, together with the lack of 

government support to protect the rights of entrepreneurs, are major obstacles to the success 

of enterprises in the fashion industry in Mexico. However, as commented in the following 

section, such barriers can foster engagement with innovative and sustainable forms of 

production.  

Such a barrier is closely linked to another one, which is the lack of support structure to foster 

innovation in the industry that results from socio-institutional and economic operational 

barriers. As the literature suggests, low levels of innovation are usually associated with a lack 

of funding, which results in scarce use of new technologies in most new business models and 

ventures (Amoros et al, 2019) which the empirical data confirms. Additionally, studies show 

that a lack of consistency in policy and public programs and disconnection between research 

and development and new venture creation (Amoros et al, 2019) are other causes. While there 

is some mentioning about the minimal government support in the interviews, none of the 

entrepreneurs who participated in the study mentioned the disconnection with R&D. In 

essence, it seems that more than anything else, it is the little access to financial resources that 

limits local entrepreneurs’ engagement with innovation, thus their impact on the country’s 

economic and social development. Using Khanin et al’s (2021) words, that would fall under 

the economic-operational constraints previously identified. However, it is also true that many 

entrepreneurs engage with different types of innovation, including process and design 

innovations, as highlighted in section 6.4. So, while technological innovation might be limited 

in the Mexican fashion industry, the entrepreneurial drive to differentiate and create unique 

value propositions to engage with potential customers spur innovation. Such a condition 

seems to contribute to overcoming magnitude barriers that would otherwise negatively affect 

the opportunity realization stage.  

Additionally, the easiness of communicating with customers locally and internationally 

thanks to the internet is a major opportunity for the development of Mexican fashion brands. 

The internet has democratized access to information for the consumers and access to 
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consumers from the producers (Aguilar Ramirez, 2018). As the empirical data highlights, 

even people living in marginalized communities can now have higher independence from 

intermediaries and sell their products directly to the final consumers. Plus, the internet and 

social media in particular foster timely communication between producers and consumers. 

Producers use it as a channel to differentiate from the competition by sharing their vision and 

their brand history, while consumers, now have greater access to information and the 

opportunity to make more sustainable and ethical decisions thanks to the ubiquity of the 

internet. In essence, the internet and other communication methods are ways for most 

entrepreneurs in the Mexican fashion industry to overcome legitimacy barriers and establish a 

stronger presence in the market.  

Similarly, the creation of partnerships with other players in the industry is an opportunity for 

entrepreneurs in the fashion industry. Indeed, the low access barriers to such partnerships 

allow for less challenging ways to gain recognition and visibility in the public.  

Lastly, other identified barriers include the presence of personal obstacles (such as fear of 

failure, and fear of formalizing an activity) that might be a result of low trust in the 

government, typical in developing markets. Such barriers fall under the cognitive-

psychological barriers. However, as mentioned in the previous section, it is closely linked 

with the socio-institutional and economic-operational barriers resulting from the context. It is 

mainly for such reasons that financial barriers result from minimal government support. Such 

a situation explains the reliance on personal finances mainly. However, it is worth pointing 

out that the lower investment needed to start a venture in Mexico compared to another market 

is a major opportunity for most entrepreneurs. In a sense, it is a way for many Mexican 

entrepreneurs to lower “access barriers”.  

To aid the collection of information and contribute to a clearer answer, the first question was 

followed by the sub-question: “What is the role of consumers in the successful development 

of fashion enterprises in Mexico that promote local and sustainable production practices 

against fast fashion brands or international fashion houses?”. Indeed as highlighted during the 

analysis, the role of the consumers in the creation of brands that support sustainable and 

location production is crucial. As the literature suggests, even if consumers might not be able 

to control or regulate the actions of companies (Johnson and Montgomery, 2017), their 

purchasing decisions have an impact on the industry’s direction. So, the empirical data 

confirms that consumers play a significant role in altering the standards of the fashion 

industry and engaging with the concept of sustainability (McKeown and Shearer, 2019). 

Unfortunately, the limited consumer power and the current cultural attitudes and traditions in 

Mexico are considerable limitations to the expansion of local brands. The data confirms a lack 

of trust in new brands due to the tendency of the Mexican population to aspire to fashion 

trends from the United States and Europe (Aboytes and Barth, 2020). The fact that many 
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entrepreneurs claim to experience difficulties selling their creations to foreign customers a 

further proof.  

Overall, consumer response determines the acceptance of a particular brand in the industry 

and it is one of the major barriers to the establishment of successful businesses in the Mexican 

fashion industry. The reason for such an overall negative response seems to spur from the 

socio-economic context of the country, which does not allow for high levels of sophistication 

regarding venture creation due to an overall lower purchasing power compared to other 

markets. Indeed, brands that promote local and sustainable production practices tend to be 

more expensive than fast-fashion brands. The observations made it clear that customers would 

be interested in a product or a project, but would rarely pay the price to support it. While the 

quality was recognized, the price was most of the time too high, especially when they 

compared it with similar offers from fast-fashion companies. 

Despite the negative impact the consumers’ economic barriers might have on the creation of 

sustainable and ethical fashion brands, cultural and educational barriers also affect the 

outcome. So, a mixture of all the constraints identified by Khanin et al (2021) is to blame. For 

instance, for some consumers, fashion is seen as a tool to communicate status. For them, 

purchasing from internationally recognized fashion brands, even if more expensive or at the 

same price as local brands, has a higher aspirational value. To overcome such an obstacle 

(which is, using Khanin et al’s words a legitimacy barrier), brands need to establish 

themselves in ways that might communicate similar aspirational values (but higher quality) 

that consumers associate with international or luxury brands while providing additional value. 

Creating a physical presence seems to be a successful strategy for Mexican fashion brands to 

gain visibility and increase their acceptance by the wider public. Doing so through suitable 

sales channels such as stores and boutiques with a reputation and with a vision that is coherent 

with that of the local fashion brand is a way to turn potential consumers into loyal customers.  

The presence of prejudices against local production, such as its association with poverty and 

low quality are other major barriers that entrepreneurs can do little about to change. 

Improving communication with customers might be a solution, but breaking stereotypes is 

often easier said than done.  

7.2 Research Question 2 

Answers to the first research question brought up the issue of the impact of customer attitudes 

towards sustainability and how their acceptance might push entrepreneurs to take decisions. 

However, the answer to the second question: “How do consumers attitudes and practices 

affect the prospects of developing fashion enterprises that promote local and sustainable 

production in Mexico?” is less straightforward than the first one. That is because generalizing 

from the collected data to the entire Mexican population is a challenging task. Also, despite 
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the data collected being clear on the role customers’ acceptance play in the success of 

sustainable fashion brands, there is more research needed in the field.  

Still, according to the data collected, customers in Mexico are interested (and increasingly so) 

in the use of sustainable practices. They value sustainable companies. However, the majority 

of the population is not ready to pay a premium price for such products. So, entrepreneurs 

must “adapt” their offer and slightly twist their brands’ vision to fit them to the market they 

operate in. As outlined in the literature review, it is worth noting that consumer behavior goes 

beyond the economic field and includes concepts linked to psychology and sociology (Aguilar 

Ramirez, 2018). So, as outlined in part in the previous section, cultural factors also play a 

role. Unfortunately, in Mexico, there is a considerable disparity between the level of 

awareness or concern about the environment and the consumer’s behavior (McKeown and 

Shearer, 2019). And while consumers might not have the power to directly  control or 

regulate the actions or choices of entrepreneurs (James and Montgomery, 2017), their 

purchasing choices can set trends in the industry and push business owners in a particular 

direction.  

For instance, the normalization of the rich culture and tradition that characterizes the artisanl 

work in Mexico results in many entrepreneurs directing themselves to the foreign market as 

well. Indeed, customers with a higher purchasing power (and coming from different cultures 

and traditions) seem to better accept the value of a sustainable and locally produced piece of 

clothes. Consequently, since customers purchase products not only for  what they do but also 

for what they mean (Aguilar Ramirez, 2018) and because of Mexico’s dependency on 

European and American trends (Aboytes and Barth, 2020), as foreign clients are interested in 

these kinds of products, local customers start to do the same. For many of the entrepreneurs 

interviewed, the internet is the crucial tool to educate consumers, raise awareness about their 

visions, and give voice to their thoughts and concerns.  

The use of social media is one of the favorite method among most of the entrepreneurs 

interviewd to establish their precense in the Mexican market and promoting local and 

sustainable fashion practices. Through such a channel, entrepreneurs can also better 

understand their consumers’ needs and update their offerings or focusing on some concepts 

rather than others. For instance, many entrepreneurs decide to establish a physical presence in 

Mexico to sell their products to local consumers who would otherwise never come into 

contact with the brand.  

7.3 Research Question 3 

Lastly, using the information outlined above, it is possible to answer the third research 

question: “How are fashion entrepreneurs with intentions to launch more sustainable fashion 

handling the barriers and opportunities to develop their ventures, and how do they address 
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consumers to align their respective interests?”. Such a question helps put the investigation 

into context and clarifies the practical consequences of this thesis.  

It is worth noting that according to the data, each entrepreneur seems to engage with either or 

one of them differently depending on their motivations and their socio-economic context. For 

instance, for some of the entrepreneurs interviewed, sustainability is an option they decide to 

engage with. For others, it is at the core of their vision and cannot be compromised. Still, the 

empirical findings make it clear that similar barriers and opportunities apply to entrepreneurs 

engaging with sustainability. Additionally, it makes it clear how entrepreneurs in the fashion 

industry in Mexico see engaging with sustainability as an opportunity to reduce the economic-

operational barriers and increase their brand’s acceptance over the competition. Still, as 

Hoogendoorn et al (2019) claim, sustainable entrepreneurs face additional challenges. For 

instance, they need to find ways to communicate the value of their brands to a public that does 

not seem to be ready yet to welcome (and purchase) local and sustainable production. For this 

reason, for many entrepreneurs, the use of social media and the establishment of a physical 

presence are crucial factors to their success. While the use of social media is undoubtedly an 

opportunity for many entrepreneurs, the low trust in new brands is a barrier that limits their 

possible success.  

The empirical data suggests that entrepreneurs in the fashion industry in Mexico engage with 

sustainable development and social entrepreneurship with what is at hand (Wulleman and 

Hudon, 2015). For instance, the data (as analyzed in section 6.2) brings examples of 

entrepreneurs reusing boxes for delivering their products and using recyclable labels. For the 

majority, engaging with sustainability is not only a way to minimize harm to the environment, 

but also to reduce expenses along the supply chain. After all, one of the identified barriers 

arises from the socio-economic context and manifests itself in a lack of institutional support 

and limited access to financial resources. This might explain why none of the entrepreneurs 

interviewed self-identifies as sustainable entrepreneurs.  

Still, the data suggest that they act as they were by exploiting opportunities in imperfect 

markets with high levels of failure resulting from inappropriate government intervention, 

imperfect information, and externalities (Hoogendoorn et al, 2019).  

In the case of Mexican entrepreneurs, most of the people interviewed acknowledges a gap in 

the market between the creation of luxury brands aimed at a particular socio-economic class 

and fast fashion brands. In such a context, local and sustainable sourcing becomes a crucial 

differentiating factor to create brands that stand out in an industry that becomes every day 

more crowded.  

The findings confirm that barriers to sustainable entrepreneurship can be financial and non-

financial. Indeed, besides the minimal access to resources, entrepreneurs mention the 
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challenges of making their products more popular with customers (as question 1.1 addresses), 

which seems to fit Khanin et al’s framework as well (“incorrect belief and prejudices” as a 

socio-institutional barrier). However, the data seems to suggest that such a barrier arises in the 

opportunity realization stage rather than during identification.  

Also, it is worth repeating that, more often than not, Mexican fashion entrepreneurs engage 

with sustainability creatively, as a way to reduce the impact of barriers to entrepreneurship, 

especially at the opportunity realization stage. For instance, as mentioned in the previous 

sections, the access barrier resulting from the low volume of purchases and the lack of 

government support would constitute major obstacles to the success of enterprises in the 

fashion industry in Mexico if it wasn’t for their creative problem-solving skills. Indeed, such 

barriers foster engagement with innovative and sustainable forms of production. For instance, 

the limited access to a constant supply of resources (textiles and fabrics of a particular quality 

or color) pushes entrepreneurs to engage with creative ways to circumnavigate the issue. 

From the creation of unique pieces (and the focus on differentiation, to the engagement with 

sustainability to reduce waste and optimize production, entrepreneurs look for ways to 

overcome barriers in the production of their garments by turning them into opportunities to 

explore novel ways to make clothes.  

Since entrepreneurship and ethical behavior are closely related (Hoogendoorn et al, 2019) and 

because Mexico has a long history in the fashion industry, but still displays major inequality 

(Deschamps et al, 2017), the study of sustainable development in the entrepreneurial context 

of the country must also include the current efforts in social sustainability. Many 

entrepreneurs work with artisans and engage, in one way or another, with social 

entrepreneurship. By working with communities with little access to basic services, some 

entrepreneurs contribute to catalyzing social change or addressing social needs (Belz and 

Binder, 2015). Despite the limited support from the government, some organizations are 

active in their pursuit to improve conditions in indigenous and marginalized communities, by 

offering educational workshops and other kinds of support to encourage financial 

independence. So, socio-institutional barriers do not seem to affect the entrepreneurial drive 

some entrepreneurs experience when connecting their ventures with higher values. In essence, 

some entrepreneurs identified an opportunity in the current social situation and identified a 

solution to meet social needs and contribute to the development of local communities. While 

only a couple of the entrepreneurs interviewed would fit the definition of a social 

entrepreneur, most display some of their characteristics. For instance, the concept of fair 

wages is close to all of the entrepreneurs interviewed and the drive to create social value as 

opposed to personal wealth (Phillips et al, 2015). In the interviews, some entrepreneurs 

mentioned how they made very little (if some) profit at the beginning. Despite such a 

situation, they would always aim at paying their employees or the artisans working for them 

fairly. Some engage with partnerships to increase awareness in the public (and thus, 

increment the perceived value of the products produced by new artisans) and foster 
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innovation in the traditional production methods through workshops aimed at perfecting their 

workers’ skills and “updating them”. Such a situation is in line with the definition in the 

literature according to which social entrepreneurs use innovative processes and combine 

resources to pursue opportunities to catalyze social change and address social needs (Belz and 

Binder, 2015).  

7.4 Current Gaps in the Literature and Theoretical Contributions of the Study  

The current research on barriers and opportunities is not extensive but investigations on the 

subject seem to be growing. While there is a consensus about how entrepreneurship and 

innovation contribute to wealth generation and economic development (Khanin et al, 2021), 

studies investigating the impact of the context on the success to generate new entrepreneurs 

are still lacking.  

Findings and conclusions on the subject seem to vary depending on the context. For instance, 

total entrepreneurial activity in developing countries does not seem to have the same impact 

on economic development and wealth creation as it does in developed countries (Valliere and 

Peterson, 2010). Because of that, understanding the barriers and opportunities entrepreneurs 

face when engaging with their activity in a developing market might shed some light on the 

reason for such a difference and fill the current gap in the literature. Additionally, with 

Mexico being one of the countries with the younger generations of entrepreneurs (Cantu et al, 

2020), filling the void on the subject might help understand the direction entrepreneurship and 

innovation might take in the future in developing markets.  

Similarly, while there are plenty of literature sources regarding sustainable fashion practices, 

especially concerning the use of organic materials and dyes, there is little shared knowledge 

about the current fashion situation in the entrepreneurial context of Mexico. And since the 

textile industry is a relevant one for the Mexican economy and society (and it has been for the 

last 150 years) (Esverri, 2020), investigating the progress that Mexican entrepreneurs are 

contributing to is relevant to better understanding the industry. Also, there is some 

investigation concerning the impact of consumer attitudes on the development of sustainable 

fashion products (Johnsons and Montgogmery 2017; McLaren and Goworek, 2017; 

McKeown and Sheararer 2019; Paco et al, 2021), but there is little, although relevant 

investigation of the consumption patterns of Mexicans and how the socio-economic contexts 

and the low, but increasing purchasing power (Aguilar Ramirez, 2018) might contribute to the 

spread of sustainable fashion consumption.  

Research about entrepreneurship and sustainable practices in emerging countries can help 

clarify the current level of development and assess the impact of local projects in the fashion 

world. However, in Mexico, interest in sustainable development tends to be focused on large 
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companies (De la Garza et al, 2020). Having a different approach and investigating the efforts 

of entrepreneurs in this field might further contribute to the current studies.  

A study involving first-hand interviews and observations is currently missing from the 

literature on the topic. Adding such a study to the current research could contribute to a better 

understanding of Mexican fashion entrepreneurship and an interpretation of the barriers and 

opportunities that shape such an industry. This information could be useful to current (or 

future) entrepreneurs, as well as researchers, incubators, private investors, and organizations 

that seek to positively contribute to Mexico’s economic and social development.  

By taking into account the defined barriers and opportunities to entrepreneurial activity in the 

fashion industry in Mexico, it will be possible for entrepreneurs, governments, and incubators, 

to minimize the barriers and exploit the opportunities in a way that will push a stronger local 

economy. In the practical sense, this thesis will provide entrepreneurs, researchers, and 

economists with a novel view on the “limits” to innovate and engage in entrepreneurial 

activities in Mexico, and possibly contribute to the creation of appropriate strategies that take 

into account the cultural, social, economic, and technical background of the market.  

There are works of literature focused on entrepreneurship in different contexts which will 

contribute to the development of a suitable theoretical framework. This work will contribute 

to the current literature by providing an overview of the fashion industry in Mexico and how 

the new generation of entrepreneurs is succeeding to create businesses that are sustainable 

across the three dimensions of environmental, economic, and social impact.  

Overall, the framework by Khanin et al (2021) is complete but lacks connections between the 

constraints, which are interlinked. This study contributes to the current literature by providing 

analysis regarding the barrier and opportunities in the fashion industry in Mexico and expands 

on the current framework by adapting it to the Mexican context and highlighting the 

connections between the different constraints and barriers.  

Additionally, the investigation in this thesis looks for links between Khanin et al’s framework 

and the current studies on barriers and opportunities to sustainability. Because of the 

increasing interest in sustainable fashion (and sustainable practices), expanding and 

connecting such studies is relevant. As mentioned in the previous sections, barriers and 

opportunities that entrepreneurs engaging with sustainability face can fit into Khanin et al’s 

framework. However, a closer look helps identify the relevant gaps in the framework.  
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8 Conclusion  

This conclusive chapter sums up the findings of the study and summarizes the answers to the 

research questions resulting from the investigation.  

This thesis aimed at identifying the barriers and opportunities faced by Mexican entrepreneurs 

in the sustainable fashion industry as well as determine local fashion brands’ engagement 

with sustainable practices and assessing the impact of consumers on the success of local 

brands. Through a thorough literature review and the collection of relevant empirical material 

(in the form of interviews and observations), such objectives are achieved. The identified 

barriers fall under the current framework developed by Khanin et al (2021) as commented in 

Chapter 7 (section 7.1). Following Khanin et al’s (2021) theory, the identified barriers and 

opportunities are categorized as cognitive-psychological, socio-institutional, and operational 

economical. They spur from the local context and are a result of the socio-economic 

conditions of the country. Besides that, the empirical material highlights the role of customers 

and the impact that a particular socio-institutional and economic operational context have on 

the success of a venture. Indeed, consumers, in one way or another, affect the direction 

entrepreneurs take in their venture creation. The low purchasing power among the Mexican 

population is a crucial barrier that entrepreneurs in the fashion industry need to address (as 

mentioned in the previous chapter). However, entrepreneurs can creatively solve the barriers 

they encounter along their way and successfully engage with sustainability. Such findings and 

analysis contribute to answering all of the research questions. Entrepreneurs in the fashion 

industry seem to creatively overcome the barriers in their path in such a way that allows them 

to turn them into opportunities. Chapters 6 and 7 contain several examples that illustrate such 

a behavior. This seems to suggest that a lack of resources (whether financial or institutional) 

does not limit the entrepreneurial drive. However, it might harm the overall impact that new 

venture creation can have on the country’s economy.  

Similarly, the investigation and the collection of data highlighted the need to introduce a 

section about sustainability. Indeed, this study is a result of an iterative process, where the 

direction of the study was adapted to the collection of data. Both the empirical data and the 

literature review mention the importance of adopting sustainable practices and engaging with 

social entrepreneurship as ways to differentiate from the global competition, reduce overall 

costs, and increase attractiveness in the market.  

The data makes clear that the level of engagement with sustainability is highly dependent on 

the educational, economic, and social context of the entrepreneur. However, it also highlights 

that, even if for different reasons, most entrepreneurs engage with either of them (or both). 

The truth is that, for most entrepreneurs, even those with “strict” values regarding 
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sustainability, engaging with it (and with social entrepreneurship) is an opportunity to 

differentiate their brands while contributing to social and economic change.  

Of course, there are limitations to this study which reflect on the possible conclusions. This 

study’s result might not be generalized to the entrepreneurial context in Mexico as a whole. 

However, the collection of information through interviews allowed to understand the general 

direction of many entrepreneurs. After all, saturation on certain topics was achieved, as many 

of the entrepreneurs interviewed would repeat similar things. Still, there is a need for further 

investigation into the subject to understand how the practicalities of venture creation fit (or 

not) in the current frameworks developed by researchers. Also, it might be of interest to 

investigate the future of sustainable and social development in Latin American contexts, 

where social issues are not unheard of and where the combination of local traditions and new 

technologies might spur a change in the system.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



90 
 

9 References 

Aguilar Ramirez, P.A., 2018, Sustainability in Fashion: consumer behavior and the greening 

of the garment industry in Mexico, Master Thesis, TH Koln: University of Applied Sciences.  

Alcazar, G. A., Garcia, M., Piedra, M., 2021, Designers Weave Tradition into the Future of 

Fashion Industry, Global Press Journal.  

Al-Qudah, A., Al-Okaily, M., Alqudah, H., 2022, The relationship between social 

entrepreneurship and sustainable development from economic growth perspective: 15 

“RCEP” countries, Journal of Sustainable Finance and Investment, pp. 44-61.  

Amoros, J.E, Borraz, F., Vega, L., 2016, Entrepreneurship and Socioeconomic indicators in 

Latin America, Latin American Research Review, 51 (4), pp. 186-201. 

Amoros, J.E., Poblete, C., Mandakovic, V., 2018, R&D transfer, policy, and innovative 

ambitious entrepreneurship: evidence from Latin American countries, The Journal of 

Technology Transfer, Vol.44, pp.1396-1415.  

Amorós, J.E., Cristi, O., Naudé, W., 2021, Entrepreneurship and Subjective well-being: Does 

the motivation to start up a firm matter?, Journal of Business Research, Vol.127, pp.389-398.  

Aparicio, S., Urbano, D., Gomez, D., 2016, The role of innovative entrepreneurship within 

Colombian business cycle scenarios: a system dynamics approach, Futures, Vol.81, pp. 130-

147.  

Atkin, D., 2016, Endogenous Skill Acquisition and Export Manufacturing in Mexico, 

American Economic Review, Vol 106, No.8, pp- 2046-2085.  

Auriol, E., 2013, Barriers to formal entrepreneurship in developing countries, Toulouse 

School of Economics.  

Autio, E., Pathak, S., Wennberg, K., 2013, Consequence of cultural practices for 

entrepreneurial behaviors, Journal of International Business Studies, Vol.44, pp. 334-362.  

Autio, E., Kenney, M., Mustar, P., Siegel, D., Wright, M., 2014, Entrepreneurial Innovation: 

The Importance of Context, Research Policy.  

Auvinet, C., Lloret, A., 2015, Understanding social change through catalytic innovation: 

Empirical Findings in Mexican Social Entrepreneurship, Canadian Journal Of Administrative 

Sciences, 32(4), pp. 238-251.  



91 
 

Ayuso, S., Navarrete-Báez, F.E., 2017, How does entrepreneurial and international orientation 

influence SMEs' commitment to Sustainable Development? Empirical evidence from Spain 

and Mexico, Corporate Social Responsibility and Environmental Management, 25(1), pp 80-

94.  

Azmat, F., Samaratunge, R., 2009, Responsible Entrepreneurship in Developing Countries: 

Understanding the Realities and Complexities, Journal of Business Ethics, 90:437-452. 

Backs, S., Jahnke, H., Lupke, L., Stucken, M., Stummer, C., 2018, Supply chain strategies of 

the apparel industry in research: A literature review, Bielefeld University, Department of 

Business Administration and Economics.  

Baker, C. D., 2001, Handbook of Interview research, SAGE Publication.  

Baron, R.A., Ensley, M.D., 2006, Opportunity recognition as the detection of meaningful 

patterns: evidence from comparisons of novice and experienced entrepreneurs, Management 

Science, Vol.52, pp.1331-1344.  

Belz, F.M., Binder, J.K., 2017, Sustainable Entrepreneurship: A convergent process model, 

Business Strategy and the Environment, Vol.26, pp. 1-17.  

Bernhard, I., Grasjo, U., Karlsson, C., 2021, Unlocking Regional Innovation and 

Entrepreneurship: The Potential for increasing capacities, Edward Elgar Publishing.  

Buchel, S., Hebinck, A., Lavanga, M., Loorbach, D., 2022, Disrupting the status quo: a 

sustainability transitions analysis of the fashion system, Sustainability: Science, Practice, and 

Policy, Taylor and Francis.  

Cantu, F.J., Galeano, N., Mora-Castro, P-. Fangmeyer, J., 2017, Spreading Academic 

Entrepreneurship: Made in Mexico, Business Horizons, 60(4), pp 541-550.  

CEMDA, 2019, Promotion of Circular Economy in the Mexican apparel industry, Centro 

Mexicano de Derecho Ambiental.  

Charmaz, K., 2003, Coding in Grounded Theory, Constructing Grounded Theory.  

Charmaz, K., Belgrave, L. L., 2016, Qualitative Interviewing and Grounded Theory Analysis, 

EBCo Publishing.  

Cirera, X., Maloney, W.F., 2017, The Innovation Paradox: developing countries capabilities 

and the unrealized promise of technological catch-up, World Bank Group.  



92 
 

Contreras Cueva, A.B., Macías Alvarez, P., Gonzáles-Morales, O., 2021, Las políticas de 

emprendimiento en México, International Review of Economic Policy, Universidad de 

Valencia.  

Coolhuntermx, 2021, Malacate: taller experimental Textil, retrieved from 

https://coolhuntermx.com/malacate/.  

Cornett, A.P., Sorensen, N.K., 2021, Activating and redirecting regional potentials through 

innovation and entrepreneurship: an explorative study of European regions, Edward Elgar 

Publishing. 

Cultural Survival, 2018, Observation of the State of Indigenous Women’s Rights in Mexico, 

Prepared for the 70th session of the committee on the Elimination of Discrimination Against 

Women.  

D’Este, P., Iammarino, S., Savona, M., von Tunzelmann, N., 2012, What hampers 

innovation? Revealed barriers versus deterring barriers, Research Policy, Vol. 41, pp. 482-

488.  

De La Garza, M.T., Guzmán-Soria E., López-Lemus, J.A, Sierra, A.C., 2020, Social 

Entrepreneurship Innovation: A study from Mexico, Entrepreneurial Business and Economics 

Review, Vol. 8, No. 4.  

Del Monte, A., Moccia, S., Pennacchio, L., 2020 Regional Entrepreneurship and Innovation: 

historical roots and the impact on the growth of regions, Springer Science Business Media.  

Deschamps, T. C., Carnie, B., Mao, N., 2017, Public consciousness and willingness to 

embrace ethical consumption of textile products in Mexico, Textiles and clothing 

sustainability, Vol.2.  

Dimov, D., 2007, From opportunity insight to opportunity intention: the importance of 

person-situation learning match, Entrepreneurial Theory in Practice, Vol.31, pp. 561-583.  

Eagan, M., 2020, Indigenous Women: the Invisible Victims of Feminicide in Mexico, Harvard 

International Review.  

Eckhard J.T., Shane S., 2003, Opportunities and Entrepreneurship, Journal of Management, 

Vol. 29, pp. 333-349.  

Erns, C., Hernandez Ferrer, A., Zult, D., 2005, The end of the multi-fiber arrangement and its 

implication for trade and employment, Employment Strategy Papers.  

https://coolhuntermx.com/malacate/


93 
 

Feliz Gonzales, M., Husted, B.W., Aigner, D.J., 2017, Opportunity Discovery and Creation in 

Social entrepreneurship: an exploratory study in Mexico, Journal of Business Research, 

Vol.81, pp. 212-220.  

Fischer, B., Queiroz, S., Vonortas, N.S., 2018, On the location of knowledge-intensive 

entrepreneurship in developing countries: lessons from Sao Paulo, Brazil, Entrepreneurship 

and Regional Development, Vol-30, Issue 5/6, p. 612-638.  

Flores Yagual, G.A., Parra Garces, J.C., Reyes Soriano, M.A., 2017, Como algunas barreras 

y cargas afectan la actividad emprendedora motivada por oportunidad y necesidad, 

PODIUM, No.32, pp. 44-60.  

Foss, N.J., Klein, P.G, 2020, Entrepreneurial opportunities : who needs them?, Academy of 

Management Perspective, 34(3), pp. 366-377.  

Frederick, S., Lopez-Acevedo, G., Robertson, R., Vergara Bahena, A., 2021, From Jobs to 

Careers: apparel Exports and Career Paths for Women in Developing Countries, World 

Bank Group.  

Gardetti, M.A., Rahman, S., 2016, Sustainable Luxury Fashion: A Vehicle for Salvaging and 

Revaluing Indigenous Culture, Springer Science+ Business Media.  

Gallagher, K.P., Zarzky, L., Gottlieb, R., 2007, The Enclave Economy: Foreign Investment 

and Sustainable Development in Mexico’s Silicon Valley, MIT Press. 

Gartner, W. B., 1989, Who is an entrepreneur is the wrong question, Entrepreneurship Theory 

and Practice.  

Gonzales Saucedo, M., 2013, El estudio del emprendimiento en Mexico, Retos de las ciencias 

administrativas desde las economías emergentes: evolución de las sociedades, 

Tecnológico de Monterrey.  

Gomez-Galvarriato, A., 2013, Industry, and Revolution: Social and economic change in the 

Orizaba Valley Mexico, Harvard University Press.  

Gompers, P.A., Lerner, J., 2004, The venture capital cycle, MIT press, Cambridge.  

Grajales, M., 2021, Industria de la moda en Mexico estrecha lazos con la sostenibilidad, 

Forbes Mexico.  



94 
 

Grazzini, L., Acuti, D., Aiello, G., 2020, Solving the puzzle of sustainable fashion 

consumption: the role of consumers’ implicit attitudes and perceived warmth, Journal of 

Cleaner Production, Vol. 287.  

Groot, K., Pinkse, J., 2015, Sustainable entrepreneurship and corporate political activity: 

Overcoming market barriers in the clean energy sector, Entrepreneurship Theory and 

Practice, 39(3), pp. 633-654.  

Gonzales Saucedo, M., 2013, El estudio del emprendimiento en Mexico, Retos de las ciencias 

administrativas desde las economías emergentes: evolución de las sociedades, Tecnológico de 

Monterrey.  

Gubrium, J.F., Holstein, J.A., 2003, From the Individual Interview to the Interview Society, 

New Horizons.  

Gwilt, A., Rissanen, T., 2012, Shaping Sustainable Fashion: changing the way we make and 

use clothes, Earthscan from Routledge.  

Hall, J., Daneke, G.A., Lenox, M.J., 2010, Sustainable development and entrepreneurship: 

Past contributions and future directions, Journal of Business Venturing, Vol. 25, pp. 439-448.  

Hammond, M., Wellington, J., 2021, Research Methods: the Key Concepts, Second Edition, 

Routledge.  

Heredia, F.J., 2020, Las Artesanías en Mexico: Situación actual y retos, Centros de Estudios 

Sociales y de Opinion Publica.  

Hernandez, G.J, 2018, Patterns in International ICT entrepreneurship : Mexico’ case, 

Academic Revista Latinoamericana de administración, 31(4), pp. 663-650.  

Hirschauer, S., 2007, Putting things into words: ethnographic description and the silence of 

the social, Springer Science + Business.  

Hoffman, S., Hutter, K., 2021, Carrotmob as a new form of ethical consumption: the nature of 

the concept and avenues for future research, Journal of Consumer Policy, 35 (2), pp 215-236.  

Hoogendoorn, B., van der Zwan, P., Thurik, R., 2019, Sustainable entrepreneurship: the role 

of perceived barriers and risk, Journal of Business Ethics, Vol.157, pp-1133-1154.  

Hsu, D.K., Shinnar, R.S., Anderson, S.E., 2019, “I wish I had a regular job”: an exploratory 

study of entrepreneurial regret, Journal of Business Research, Vol.96, pp.217-227.  



95 
 

Huerta Barrientos, A., Vera Morales, A. E., Vazquez Gonzales, T., 2018, Mexican Rural 

Communities’ Metabolism and Its Impact on Socioeconomic Indicators, IntechOpen.  

Hui, J., Toyama, K., Pal, J., Dillahunt, T., 2018, Making a Living My Way: Necessity-driven 

entrepreneurship in Resource-Constrained communities, Proc ACM Hum-Comput Interact. 2, 

CSCW, Article 71.  

Hye-Shin, K., Hall, M.L., 2015, Green Brand Strategies in the Fashion industry: leveraging 

connections of the consumer, brand, and environmental sustainability, Chapter in Sustainable 

Fashion Supply Chain Management Book, Springer Series in Supply Chain Management.  

Iakovleva, T., Kolvereid, L., Stephan, U., 2011, Entrepreneurial intentions in developing and 

developed countries, Education + Training, 53(5), pp. 353-370, Emerald Group Publishing 

Limited.  

IDB, 2016, Study of Social Entrepreneurship and Innovation Ecosystems in the Latin 

American Pacific Alliance Countries: Mexico, Fundacion Ecologia y Desarrollo.  

INEGI, 2020, Conociendo la Industria textil y de la confección, Instituto Nacional de 

Estadística y Geografía, accessed at 

https://www.inegi.org.mx/contenido/productos/prod_serv/contenidos/espanol/bvinegi/product

os/nueva_estruc/702825195649.pdf .  

Iyigun, N.O., 2015, What could entrepreneurship do for sustainable development? A 

corporate Social Responsibility-Based approach, Procedia Social and Behavioral Sciences, 

Vol.195, pp. 1226-1231.  

IWGIA, 2021, Indigenous People in Mexico, accessed at 

https://www.iwgia.org/en/mexico.html.  

Jain, R., Ali, S.W., 2013, A Review of Facilitators, Barriers, and Gateways to 

Entrepreneurship: directions for future research, South Asian Journal of Management 20:122.  

James, A.M., Montgomery, B., 2017, Connectivity, Understanding, and Empathy: how a lack 

of consumer knowledge of the fashion supply chain is influencing socially responsible fashion 

purchasing, Textile and Clothing Sustainability, Springer.  

Johnson, M. P., Schaltegger, S., 2019, Entrepreneurship for sustainable development: A 

review and multilevel causal mechanism framework, Entrepreneurship Theory, and Practice.  

Kalinina, A., 2016, Artisan’s limitations for developing own businesses: the case of 

Queretaro Mexico, University of Twente. 

https://www.iwgia.org/en/mexico.html


96 
 

Kantis, H., Federico, J., Angelelli, P., Ibarra Garcia, S., 2016, Business Performance in Young 

American Firms, Firm Innovation and Productivity in Latin America and the Caribbean, Inter-

American Development Bank.  

Kantis, H., Federico, J.S., Ibarra Gracia, S., 2020, Entrepreneurship policy and systemic 

conditions: evidence-based implications and recommendations for emerging countries, Socio 

Economic Planning Sciences, Vol.72.  

Kenton, W., 2021, Maquilladora, Investopedia, accessed at 

https://www.investopedia.com/terms/m/maquiladora.asp#:~:text=Key%20Takeaways,United

%20States%20and%20other%20countries. 

Khanin, D., Rosenfield, R., Mahto, R.V., Singhal, C., 2021, Barriers to entrepreneurship: 

opportunity recognition vs. opportunity pursuit, Review of Managerial Science, Springer.  

Khanna, T., 2018, Trust: Creating the foundation for entrepreneurship in developing 

countries, Harvard Business School, Berrett-Koehler Publishers. 

Khrisna, R., Kummitha, R., 2017, Social Entrepreneurship, and Social Inclusion: Processes, 

Practices, and Prospects, Palgrave Macmillan.  

Kwapisz, A., 2019, Do government and legal barriers impede entrepreneurship in the US? An 

exploratory study of perceived vs. actual barriers, Journal of Business Venturing Insights, 

Vol.11.  

Lyons, T.S., Hamlin, R.E., Hamlin, A., 2018, Using entrepreneurship and social innovation 

to mitigate wealth inequality, Walter de Grutyer, GmbH.  

Malecki, E. J., 1994, Entrepreneurship in Regional and Local Development, International 

Regional Science Review, Vol 16, No 1 & 2, pp. 119-153.  

Maguirre, M.V., Portales, L., Velasquez, I., 2018, Indigenous Social Enterprises as Drivers of 

Sustainable Development: Insights from Mexico and Peru, Critical Sociology, Vol. 44 (2), pp 

323-340.  

Manolova, T.S., Edelman, L.F., Shirokova, G., Tsukanova, T., 2019, Youth Entrepreneurship 

in emerging economies: can family support help navigate institutional voids?, Journal of 

East-West Business, 25:4, pp. 363-395.  

Masciarelli, F., Leonelli, S., 2020, Sustainable Entrepreneurship: how entrepreneurs create 

value from sustainable opportunities, Emerald Publishing Limited.  



97 
 

McKeown, C., Shearer, 2019, Taking sustainable fashion mainstream: Social media and 

institutional celebrity entrepreneur, Journal of Consumer Behavior, Vol. 18, pp. 406-414.  

McLaren, A., Goworek, H. 2017, Sustainability in Fashion: Investigating the Relationships 

between consumer attitudes and sustainable fashion product development, pp. 171-192, DOI 

10.1007/978-3-319-51253-2_9.  

Medina del Valle, A., Armas Arevalos, E., 2009, La construcción del sector artesanal, para 

un desarrollo comunitario, ONU for Education.  

Montiel, I., Husted, B. W., 2009, The Adoption of voluntary environmental management 

program in Mexico: first movers as institutional entrepreneurs.  

Moon, Z.K., Farmer, F.L., Miller, W.P., Abreo, C., 2014, Identification and attenuation of 

barriers to entrepreneurship: targeting new destination Latino migrants, Economic 

Development Quarterly, 28(1), pp-61-72.  

Mouraviev, N., Avramenko, A., 2020, Entrepreneurship for Deprived Communities: 

Developing Opportunities, Capabilities, and Enterprise Culture, Emerald Publishing Limited. 

NAPS, 2019, The Past, the Present, and Future for the Textile Industry in Mexico, accessed at 

https://napsintl.com/mexico-manufacturing-news/the-past-present-and-future-for-the-textile-

industry-in-mexico/.  

Nunis, V., 2015, Mexico tries to fashion a better international image, BBC News, 5 

November 20115, accessed at https://www.bbc.com/news/business-34639400.  

OECD, 2013, Knowledge-based start-ups in Mexico, OECD Reviews of Innovation Policies.  

OECD, 2017, Unlocking the Potential of Youth Entrepreneurship in Developing Countries: 

From Subsistence to Performance, Development Centre Studies, OECD Publishing, Paris, 

https://dx.doi.org/10.1787/9789264277830-en.  

O’Neill, A., 2022, Age distribution in Mexico 2010-2020, Statista.com, accessed at 

https://www.statista.com/statistics/275411/age-distribution-in-

mexico/#:~:text=In%202020%2C%20around%2025.84%20percent,were%2065%20years%2

0or%20older. 

O’Reilly, K., 2011, Ethnographic Methods, Second Edition, Routledge.  

Paco, A., Filho, W.L., Avila, L., Dennis, K., 2021, Fostering sustainable consumer behavior 

regarding clothing: assessing trends on purchases, recycling, and disposal, Textile Research 

Journal, Vol. 9, pp. 373-384.  

https://napsintl.com/mexico-manufacturing-news/the-past-present-and-future-for-the-textile-industry-in-mexico/
https://napsintl.com/mexico-manufacturing-news/the-past-present-and-future-for-the-textile-industry-in-mexico/
https://dx.doi.org/10.1787/9789264277830-en
https://www.statista.com/statistics/275411/age-distribution-in-mexico/#:~:text=In%202020%2C%20around%2025.84%20percent,were%2065%20years%20or%20older
https://www.statista.com/statistics/275411/age-distribution-in-mexico/#:~:text=In%202020%2C%20around%2025.84%20percent,were%2065%20years%20or%20older
https://www.statista.com/statistics/275411/age-distribution-in-mexico/#:~:text=In%202020%2C%20around%2025.84%20percent,were%2065%20years%20or%20older


98 
 

Pader, E., 2015, Seeing with an Ethnographic sensibility: explorations beneath the surface of 

public policies, Accessing and Generating Data.  

Papathanasiou, T. T., Perlatti, A., 2018, Textile and Fashion Education in Mexico.  

Parcerisa, C., 2020, Consumo local y tecnología: claves para que la moda mexicanan avance, 

Fashion United, accessed at https://fashionunited.mx/noticias/moda/consumo-local-y-

tecnologia-clave-para-que-la-moda-mexicana-avance/2020071729389.  

Phillips, W., Lee, H., Ghobadian, A., O’Regan, N., James, P., 2015, Social Innovation and 

Social Entrepreneurship: a systematic review, Group & Organization Management, 

Vol.40(3), pp.438-461.  

Pennisi, E., 2012, Understanding Entrepreneurship in Developing Countries, Global Edge, 

accessed at https://globaledge.msu.edu/blog/post/1273/understanding-entrepreneurship-in-

develo.  

Pinazo-Dallenbach, P., Castello-Sirvent, F., 2020, The effect of insecurity and corruption on 

opportunity-driven entrepreneurship in Mexico: a fsQCA analysis, Academia Revista 

Latinoamericana de Administración, 34(1), pp. 105-121.  

Pitelis, C.N., 2009, The sustainable competitive advantage and catching up of nations: FDI, 

clusters and the liability (asset) of smallness, International Management Review, Vol.49, 

pp.95-120.  

Poma, A., Gravante, T., 2017, Protest, Emotion, and Change: an analysis of two women’s 

collectives fighting against machismo in Oaxaca, Mexico, Journal for and About Social 

Movements, Vol.9(1), pp. 204-229.  

PROFECO, 2021, Moda Sostenible Slow Fashion, 25th July 2021, accessed at 

https://www.gob.mx/profeco/es/articulos/moda-sostenible-slown-fashion?idiom=es. 

Raghuvanshi, J., Agrawal, R., 2019, Revitalization of Indian SMEs for sustainable 

development through innovation, Business Strategy And Development, DOI: 

10.1002/bsd2.109 

Resnik, D.B., 2020, What is Ethics in Research and Why is it Important?, National Institute of 

Environmental Health Sciences.  

Rey, P., 2021, 30 Diseñadores Mexicanos que reescriben las reglas de la moda, Vogue 

Mexico, 9th of August 2021.  

https://fashionunited.mx/noticias/moda/consumo-local-y-tecnologia-clave-para-que-la-moda-mexicana-avance/2020071729389
https://fashionunited.mx/noticias/moda/consumo-local-y-tecnologia-clave-para-que-la-moda-mexicana-avance/2020071729389
https://globaledge.msu.edu/blog/post/1273/understanding-entrepreneurship-in-develo
https://globaledge.msu.edu/blog/post/1273/understanding-entrepreneurship-in-develo
https://www.gob.mx/profeco/es/articulos/moda-sostenible-slown-fashion?idiom=es


99 
 

Robertson, R-. Halliday, T.J., Vasireddy, S., 2020, Labour Market Adjustment to third party 

competition: Evidence from Mexico, The World Economy, Volume 43, Issue 7.  

Rodriguez, F., 2020, La industria de la moda en Mexico se reinventa tras la crisis del 

coronavirus y se vuelve más resiliente, Fashion Network.  

Ryan, J. C., Daly, T. M., 2018, Barriers to Innovation and Knowledge Generation: the 

challenges of conducting business and social research in an emerging country context, 

Journal of Innovation and Knowledge, Vol. 4, pp. 47-54.  

Rodriguez, J.G.A., Barth, M., 2020, Learning process in the early development of sustainable 

niches: the case of sustainable fashion entrepreneurs in Mexico, Sustainability MDPI, Vol. 

12. 

Saebi, T., Foss, N.J., Linder, S., 2019, Social Entrepreneurship Research: Past Achievements 

and Future Promises, Journal of Management, Vol.45, No.1, pp.70-95.  

Sanchez, M., 2012, The Mexican Economy: now and in the future, Banco de Mexico, BBVA 

Investor Conference “LATAM- Growth at your fingertips”.  

Sancho, A., 2016, Creative Manufacturing: A driving force behind Mexico City’s Future as a 

Creative Cluster, Economia Creativa, No. 5, pp.31-73.  

Sandoval, H., 2019, Barriers to hybrid social entrepreneurship in Mexico, Cairn.Info, 

Numero 2019/2, pp-43-61.  

Sargent, J., Matthews, L., 2015, High-growth entrepreneurship in Mexico, Latin American 

Business Review, Issue 16, pp. 143-163. 

Saucedo Delgado, 2013, La industria textil en Mexico, TLCAN, China y la Globalización: un 

análisis a favor de una estrategia de desarrollo integral, Levi Strauss-Anahuac.  

SEDESOL, 2018, Artesanos y artesanías, una perspectiva económica.  

Silva, J.A, 2017, Small and Medium-sized businesses in Mexico, Revista Espacios, Vol.38, 

No. 57.  

Silverman, 2015, Interpreting Qualitative Data, SAGE Publications Ltd.  

Smallbone, D., Welter, F., Ateljevic, J., 2013, Entrepreneurship in emerging market 

economies: contemporary issues and perspectives, International Small Business Journal.  



100 
 

Smith, H. L., 2021, Entrepreneurs, Entrepreneurship Policy and Regional Innovation Systems 

Unlocking Regional Innovation and Entrepreneurship: The Potential for Increasing Capacity, 

Elgar Online.  

Soluk, J., Kammerlander, N., Darwin, S., 2021, Digital entrepreneurship in developing 

countries: the role of institutional voids, Technological Forecasting and Social Change, 

https://doi.org/10.1016/j.techfore.2021.120876.  

Someone Somewhere, 2020, Reporte de Impacto, 2020.  

Taylor, S. J., Bogdan, R., De Vault, M., 2016, Introduction to Qualitative Research Methods: 

a guidebook and resources, 4rth Edition, Wiley.  

The Critical Methodologies Collective, 2021, The Politics and Ethics of Representation in 

Qualitative Research: Addressing moments of discomfort, Routledge. 

Tracey, P., Phillips, N., 2011, Entrepreneurship in emerging markets: strategies for new 

venture creation in uncertain institutional contexts, Management International Review, Vol. 

51, pp 23-39.  

Truett, L. J., Truett, D. B., 2010, Globalization Challenges for the Mexican Textile Industry, 

International Review of Economics and Finance, Vol. 19, pp-733-741.  

Ukobiz, D., Faullant, R., 2021, Leveraging 3D Printing Technologies: The case of Mexico’s 

Footwear Industry – Mexico’s fashion footwear industry serves as an example of how 

companies in traditional sectors that adopt 3D printing can realize benefits along their value 

chain, Research-Technology Management, 64(2), pp 20-30.  

UNESCO, 2003, Intangible Heritage: Traditional Craftmanship, accessed at 

https://ich.unesco.org/en/traditional-craftsmanship-00057.  

Valliere, D., Peterson, R., 2010, Entrepreneurship and economic growth: evidence from 

emerging and developed countries, Entrepreneurship and Regional Development – An 

International Journal, Vol.21(5), pp. 459-480.  

Van Auken, H., Stephens, P., Fry, F.L., Silva, J., 2006, Role Model Influences on 

entrepreneurial intentions: a comparison between USA and Mexico, Entrepreneurship 

Management, pp. 325-336.  

Velasco Escobedo, S., 2019, The entrepreneurial ecosystem in Mexico, accessed at 

https://medium.com/hapday-group/the-entrepreneurial-ecosystem-in-mexico-4e9e3ba1dcb7. 

https://doi.org/10.1016/j.techfore.2021.120876
https://ich.unesco.org/en/traditional-craftsmanship-00057
https://medium.com/hapday-group/the-entrepreneurial-ecosystem-in-mexico-4e9e3ba1dcb7


101 
 

Villanueva Santillan, C.E., 2016, Essay on Entrepreneurship in the informal economy in 

Mexico City, EGADE Business School Tecnologico de Monterrey.  

Warr, D., Gullemin, M., Cox, S., Waycott, J., 2016, Ethics and visual research Methods: 

theory, methodology, and practice, Palgrave MacMillan.  

Wasserman, N., 2012, The founder’s dilemmas: anticipating and avoiding the pitfalls that can 

sink a startup, Princeton University Press, Princeton.  

Wassink, J., 2020, International Migration Experience and Entrepreneurship : Evidence from 

Mexico, Elsevier.  

World Bank Organization, 2022, Mexico Overview, accessed at 

https://www.worldbank.org/en/country/mexico/overview#1.  

Wulleman, M., Hudon, M., 2016, Models of Social Entrepreneurship: Empirical Evidence 

from Mexico, Journal of Social Entrepreneurship, 7:2, pp. 152-188.  

Yukanaev, A., Fallon, G., Baranchenko, Y., Ansimova, A., 2015, An investigation into the 

formal institutional constraints that restrict entrepreneurship and SME growth in Russia, 

Journal of East-West Business, Vol.21, pp-313-341.  

Zacarías, M., Aguiñaga E., Lagunas, E., 2017, Sustainable Entrepreneurship in Industrial 

Ecology: the Cheese Case in Mexico, International Journal of Trade and Global Markets, 

10(1), pp 19-27.  

Zahra, S., Gedajilovic, E., Neubaum, D.O., Shulman, J.M, 2009, A typology of social 

entrepreneurs: motives, search processes and ethical challenges, Journal of Business 

Venturing, Vol. 24, pp.519-532.  

Zwanziger, J.R., 2020, Mexico’s entrepreneurship: a funding issue, Mexico Business News, 

accessed at https://mexicobusiness.news/entrepreneurs/news/mexicos-entrepreneurship-

funding-issue. 

 

 

 

 

 

https://www.worldbank.org/en/country/mexico/overview#1
https://mexicobusiness.news/entrepreneurs/news/mexicos-entrepreneurship-funding-issue
https://mexicobusiness.news/entrepreneurs/news/mexicos-entrepreneurship-funding-issue


102 
 

10 Appendix 
10.1 Appendix A. Semi-Structured Interview Questions 

1. How did you become an entrepreneur in the fashion industry? (background, motivations…)  

2. What pushed you to enter this industry in particular? (understanding if there were previous 

contacts, personal interest, personal history… interesting way to get a different sense behind 

motivation) 

3. Did you receive support (financial) from the government or other private organizations? If not, do 

you think getting some support would have helped you develop your enterprise differently?  

4. What is the role of your educational background in your journey of establishing your activity? 

What would you change?  

5. What areas of opportunities do you see in your industry? What about innovation, is that something 

you think about, or what are your priorities in developing your business?  

6. What do you think about the use of sustainable practices? Do you think there is an opportunity for 

that in your industry? And how do you perceive the response of your customers concerning 

sustainability?  

7. What barriers did you experience (or are you experiencing) with your business (could be financial, 

social, lack of technology, knowledge…)  

8. How do you give visibility to your business? What is the current response of your customers?  

 


