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Abstract
Slovenia as one of the most successful transition economies in Europe has become attractive also for immigration. As the most developed republic of former Yugoslavia, Slovenia has traditionally been a destination for economic immigration from areas with lower economic standard. These relationships seem to be kept to nowadays. From the viewpoint of ethnically based entrepreneurship, Albanians originating from Kosovo and FYR Macedonia seem to play the most significant socio-economic role among all minorities evidenced. The Albanian ethnic minority seems to be the most closed group comparing to other former Yugoslav nationalities which live in Slovenia. Although quite numerous, some estimations vary from 50 to 80 thousands, they seem to form a kind of parallel cultural and economic system. This may be partly consequence of their mother tongue. The Albanian language is not of Slavic origin as other languages thus, rarely understood and spoken and very difficult to be learned by other language native speakers. They are seldom publicly recognized in ethnic associations and rarely included into ordinary business chains. Albanians, if treated as a homogenous supplier group, seem to play a leading role in the oligopoly markets of small pastry shops and fruit and vegetables wholesale and retailing.

Eleven Albanian businesses, ten of them which are regarded as family businesses and one which is not a family business from four different cities were examined in this paper. This was a case study qualitative research approach with the utilization of grounded theory to find answers to several research questions. The data collection was based on interviews with the family bosses as well as with their family members when it appeared to be feasible.

The knowledge and understanding of Albanian businesses operating in Slovenia has been so far limited to more anecdotic observations and interpretations rather than a subject to the more scientific research approach. The findings of the research will improve understanding of the specific life and business models of an ethnic minority that inhabitants live and trade with but, they know so little about them. The study is the first contribution to better understanding the ethnically based entrepreneurship in Slovenia and probably one of the first pieces of the research of the kind in European transition economies. Lessons learned from the Albanian cases may become a good role model and best practice for other ethnic groups, not only from the parts of former Yugoslavia but elsewhere. The value of the study is in building new knowledge on research methodologies on ethnic entrepreneurship in transition economies which do not experience that long history as in the other countries with longer and unbroken capitalistic tradition.
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1. Introduction

Ethnic entrepreneurship has become a popular research concept in a modern multi-cultural society. Slovenia as a part of former Yugoslavia, which had been a multi-national, multi-religion and consequently multi-cultural, still experiences an influence of last 60 years’ history facing a new socio-economic momentum. Thus, apart from ethnic groups which have been traditionally seeking for opportunities in the most developed republic of the former Yugoslavia, Slovenia as one of the most propulsive transition economies has also become more and more attractive for intensified immigration, not only from former republics but also from other countries, mainly from Balkans and Eastern Europe.

There is a general lack of empirical evidence on this issue in Slovenia and also broader in transition economies. The present paper aims to start fill this gap by addressing in particular the critical success conditions for ethnic entrepreneurs of Albanian nationality. The focus of the research is on variations in business issues in different regions. By means of structured personal interviews with eleven ethnic entrepreneurs, a nucleus of systematic qualitative data base was created. The paper sets out to identify empirically the driving forces for business success, such as the role of informal networks, strong family commitment and important socio-economic ties with the country of origin. This approach appears to be able to identify various important factors for the motivation and performance of ethnic enterprises. 

The aim of the study is to provide the first piece of evidence-based understanding of Albanian minority economic activities in Slovenia. The objectives of the study are therefore mainly two. First, the research has an ambition to verify some anecdotic-based paradigms about the Albanian way of running business, i.e. businesses are embedded into the extended family, strong economic and social ties with the entrepreneurs’ place of origin and high reliance upon ethnic-based socio-economic networks. The second objective of the study is to compare possible findings with those form the research literature discussed below which, although quite extensive, has for now been mostly ignoring Albanian minorities worldwide. Thus, possible common patterns and differences in ethnic based entrepreneurship of different ethnic groups in different surroundings are observed.

2. Literature review

Immigrant entrepreneurship has become a fashionable research topic. Most studies betray a distinct Anglo-American bias - first in their emphasis on social capital and ethnic networks, second in their disregard for the institutional dimension, and third in their implicit economic liberalism. On the other side, there is a lack of a more neutral conceptual framework to aid comparative research (Engelen, 2001). A Weberian opportunity based ethnic entrepreneurship view is challenged as a main source for solving the structural unemployment problems of ethnic groups in cities as seen by Masurel et al. (2002). With the relevance for the present situation in Slovenia their findings seem to be important: (1) performance conditions vary across ethnic groups, and (2) informal networks are crucial for business success (Masurel et al., 2002). The role of social capital is emphasized by several other authors (Farmbry, 2001) also as a crucial dimension for a minority business growth and also growth of non-minority businesses (Carswell and Rolland, 2004). Lazardis and Koumandraki (2003) demonstrate that ethnic businesses comprise a mosaic of formal and informal activities depending on legal status, economic resources and access to informal networks of support. These are defined as an interaction amongst individual, ethnic group characteristics and structures of opportunity.

There is certain diversity in business entry motives, sources of start-up capital and family involvement in business among the different ethnic groups. These may be explained by differences in family background, migration motives, religion, family links, business experience, educational attainment and other factors. Some research suggests that the interaction between culture and entrepreneurship is stronger in the case of some ethnic groups than others. For example, culture, in the form of a family tradition in business and close family ties, has a strong influence on the business entry decision of East African Asian entrepreneurs. The evidence also suggests that the interaction between culture and entrepreneurship may change with time, that is, between business entry and later business operation (Basu and Altinay, 2001).

Ethnic minority populations throughout the world suffer from chronic poverty, lower education levels, poor health and consequently social exclusion. As important factor, also linguistic isolation is recognized in some cases (Mora and Davila, 2005). However, there are currently two theoretically controversial issues concerning immigrant and ethnic entrepreneurship, one on its causes and one on its consequences (Min and Mozorgmehr, 2000). The "second wave" of indigenous development after direct economic assistance from outside lies in efforts to improve their lives through entrepreneurial activities (Peredo et al., 2004). Notions of social inclusion and the need to combat social exclusion have become popular areas of attention in academic and policy circles. The importance of small firms and entrepreneurship as a means to raising inclusion has been emphasized in these new agendas. There are a number of reasons why small businesses may be regarded as providing opportunities for social inclusion. However, it may be that the expectations of the role of small firms and entrepreneurship in combating social exclusion are over optimistic (Hjerm, 2004). Some of the assumptions on which these expectations are based are questioned. Individual economic strategies, in the form of small business activity, can make some contribution but because of the complex multidimensional nature of social exclusion, over-inflated claims should be avoided (Blackburn and Ram, 2006).

The research by Brundin et al. (2001) is concerned with immigrant entrepreneurship in Sweden and with comparisons between immigrant and native businesses. Immigrant entrepreneurs are defined as individuals starting a business by themselves, or whose mothers/fathers are born in a country other than Sweden. It comes out that unemployment is not the main reason for immigrants to start a business, and it also kills the myth of immigrants lacking proper education, and immigrants are sometimes better equipped with human capital than native Swedes. The importance of recognizing the impact of cultural and gender differences on the development and application of policies and practices designed to stimulate and sustain entrepreneurship and enterprise is highlighted also by Ritchie and Brindley (2005). Also differences between the first and higher generation start-ups seem to be relevant, distinguishing the first-generation start-up as more motivated by discrimination and higher generations as more motivated by opportunities (Masurel and Nijkamp, 2004).

Social network analysis, in contrast to looking at physical space, can be used to trace the social and economic location of ethnic enclaves. Cultural theories play up immigrants' interest in using their cultural resources to pull themselves ahead. Social network analysis as a single framework can bring together elements from materialist-structural and cultural theories. The position of people and firms in these networks gives us a view of the kinds of jobs immigrants get and the businesses they set up. To understand the ethnic economy, one should understand how networks of social and economic relations intersect each other. By seeing the ethnic economy embedded in social networks, a more general explanation of the social space of the ethnic economy can be provided in contrast to its physical location. Ethnic entrepreneurs find specific ways to link their activities to the mainstream economy (Greve and Salaf, 2005) and very often perceive opportunities for their industry and specific businesses as positive, but perceive remedies and provided services as neutral to negative in addressing their major growth barrier of capital (Thompson and Harris, 2001). Ethnic businesses are predominantly seen as family businesses (Bhalla, Henderson and Watkins, 2006) and very often more entrepreneurial in the sense of activity than native inhabitants’ businesses (Constant and Zimmermann, 2006).
Some analysis points to the existence of a link between business performance and social capital in the case of ethnic entrepreneurs. Social capital in specific forms such as membership in ethnic organizations and reliance on co-ethnic workforce seems to be most useful in identifying a link with business performance. Such a link can be positive in the case of membership in ethnic organizations or negative when social capital is depicted by the entrepreneur’s reliance on co-ethnic workforce (Perrealt et al., 2004)

There has been quite some evidence about the relationship between religion and entrepreneurship and whether religious practice impacts on how individuals view the individual and societal contribution of business enterprise. Religion and enterprise have a complex interdependent relation, with the Western Protestant work ethic raising entrepreneurship to a privileged status. As ethnic diversity has increased within the western world, so too has the religious mix of value systems and religious belief systems that come with such diversity/religions (Carlswell and Roland, 2004).

Entrepreneurship is inherently a value-laden pursuit. Entrepreneurial activity can be found in all societies, under any political or economic system, and within every social, cultural and religious context. Yet, entrepreneurship seems to flourish where values such as competition, individualism, wealth generation, personal gain, a strong work ethic, acceptance of change, and economic advancement are prevalent. However, such values are not universal. Moreover, many ethnic groups hold unique values. As entrepreneurship is increasingly viewed as the prime vehicle for economic development throughout the world, understanding the implications of culturally-based values for the successful creation and growth of entrepreneurial ventures becomes critical (Moris and Minet, 2003)

Based on the research literature review on ethnic businesses in several countries and several ethnic minorities, although not Albanians, and also basing on subjective estimation from preliminary anecdotic research, the following research questions were put forward: 

1. Is high level of family involvement also evident for Albanian in Slovenia?

2. To what extend may the speculation that Albanians form a sort of parallel economic system in Slovenia be regarded as true?

3. What are the connections of owner/managers with the countries of their origin?

4. What is the role of women in Albanian businesses?

5. To what extent do owner/managers rely on ethnic-based socio-economic networks, regarding business contacts and both, social and financial capital?

3. Methodology and sample
Our research has been concentrated on eleven businesses operated by owners/managers of Albanian nationality. The examined businesses are located in four different cities in Slovenia. Maribor, Celje and Ljubljana (capital of Slovenia, eight businesses) are three biggest cities in Slovenia and Piran is one of the best known tourist destinations. A case study method was used as a qualitative research approach in order to answer the research questions. The sample was defined on the basis of knowledge, information and personal network the authors have of Albanian businesses operating in different cities in Slovenia. There seem to be two reasons for this: one is in the character of the target minority group which as proposed functions in a closed socio-economic system and second, researching ethnic minority business has become a new approach in the field of academic interest for small business and entrepreneurship thus, even enhancing the common problems with establishing trust between all parties in the research.

The research was conducted in a period from January to June 2007. Data collection was based on semi-structured personal interviews with the owners of businesses and in two cases accomplished with a wife and with one of the sons of the interviewees. Interview encompassed 24 specific questions for owners and from additional questions for possible other family members involved in the business. One of the reasons for choosing the particular qualitative research is that this appears to be a prevailing methodology in the ethnic minority business research worldwide. However, the lack of the data base on Albanian businesses which would include contact details (i.e. name, phone and address) determined the need for developing a flexible and cost effective methodology which would allow the researchers to identify, reach and communicate with the target population and the adapt the techniques of data collecting to the circumstances found. On the other hand, quantitative approaches would be challenged with conditioning sampling methodology and in terms of potential bias.

Six interviews were conducted by teams of the two researchers and five were conducted by one researcher. It has been estimated that voice- or video-taping may not be appropriate and would lead the respondents to aversion from revealing all the information and may distort other communication. Only hand written minutes were taken and the story was transcribed immediately after the interview. The research assistant who is Albanian nationality was present at all the interviews. It was estimated that this fact contributed substantially in introduction stage of the interview in a kind of warming-up or ice-breaking manner. In nine cases interviews took place at the premises of the company while in two cases it was more convenient for the interviewees to come to visit researchers. The interviews took place at various times of the day, during the working days and at the week-ends. It is believed the timing and place of the interview did not influence on the readiness and openness to reveal data and information.

Basic demographic data about the research sample has been collected and is summarized in the Table 1. All eleven interviewees are Albanians. Five out of eleven immigrated to Slovenia from Macedonia, five from Kosovo and one from Austria, but is Kosovo origin. They are on average 44,5 years old, six out of eleven have a high school or vocational education, two have a university degree in economics and law, three have a primary school education. Ten out of eleven are Slovenian citizens, one has not got the Slovenian citizenship yet but, the procedure is well on progress. All eleven are Muslim by religion, but only four out of eleven regularly practice their religion activities. Ten businesses are family businesses and one out of eleven is not a family business. Nine out of eleven businesses are considered to be small and local, one is medium-sized. Two other businesses are international. One out of eleven businesses is the fourth generation, five represent the third generation in Slovenia, one represents the second and four the first generation.

Table 1: Demographic data

	
	Activity
	Family

Business
	Location
	Origin
	Age
	Immi-grant
	Education
	Gene-ration
	Muslim

	C1
	Construction
	Yes
	Celje
	Kosovo 
	56
	Yes
	high school
	3
	Yes

	C2
	Pastry shop
	Yes
	Piran
	Macedonia
	50
	Yes
	high school
	2
	Yes

	C3
	Restaurant & fast food
	Yes
	Ljubljana
	Macedonia
	48
	Yes
	university degree – economics
	3
	Yes

	C4
	Fruits & vegetables & shoe repair
	Yes
	Maribor
	Macedonia
	44
	Yes
	primary school
	1
	Yes

	C5
	Pastry shop
	Yes
	Ljubljana
	Macedonia


	44
	Yes
	high school
	3
	Yes

	C6
	Fruit shops
	Yes
	Ljubljana
	Kosovo 
	43
	yes
	high school
	1
	Yes

	C7
	Construction, wood industry & travel agency
	No
	Ljubljana
	Kosovo 
	36
	yes
	high school
	1
	Yes

	C8
	Bakery
	Yes
	Ljubljana
	Kosovo 
	52
	from Austria
	university degree – law
	4
	Yes

	C9
	Bakery
	Yes
	Ljubljana
	Kosovo 
	21
	yes
	primary school
	3
	Yes

	C10
	Fruit retail
	Yes
	Ljubljana
	Kosovo 
	56
	yes
	primary school
	3
	Yes

	C11
	Bus tran-sport
	Yes
	Ljubljana
	Macedonia
	40
	yes
	high school
	1
	Yes


Source: Own research, 2007

Eight out of eleven interviewees see Slovenia as their first home country. Slovenia is perceived as a country of entrepreneurial opportunities where there, as pointed out one of the participants “… are almost no barriers for people who like to work, respect work, who want to establish and run their own business and are persistent in achieving their objectives.” On the other hand two respondents feel themselves being foreigners in Slovenia. Nine out of eleven find people very kind and tolerant and environment favourable for entrepreneurial activity and life, one is disappointed about the family values in Slovenia and lack of respect to older generations and one sometimes feels discriminated. Four out of eleven respondents plan to return to their country of origin – two to Kosovo and two to Macedonia after they retire and sell their business. This finding is in a way surprising because higher proportion of those who plan to move back to their place of origin was expected from the anecdotic evidence.

4. Results
Below key characteristics of entrepreneurial activity of the businesses included in our research are collected.

Case 1 (Construction business): It is a family business in the field of construction industry. The owner has a company in Slovenia and four stores in Kosovo. The Business was established and is managed by the owner. It is based on extensive experience of the owner in the field. It has been managed by the owner, his sons and his brother. Although most of decisions are made by the owner, they report that there are no conflicts among family members in running and managing the business. 32 out of 34 employees, who are full time employed, are immigrants, all, but four who are Bosnians, are Kosovo Albanians. Their turnover in 2006 is 3.5 millions Euro in Slovenia and 1.6 millions Euro in Kosovo. When the owner retires, the sons and his brother will take over the business. All the sons have university degrees. As the family of the owner lives in Kosovo, there is substantial financial flow from Slovenia to Kosovo. Women are not involved in the business, but if the daughter (age 16) decides to study business, she will be welcome to enter the business.

Case 2 (Pastry shop): It is a family business, a classic ice cream & pastry shop based on tradition (secrets learned and kept in the family), experience and knowledge (upgraded on numerous training programmes and seminars in Slovenia and in Italy). It is strictly local. The centre of the extended family is the business, which has supported establishment and development of businesses of interviewee’s brothers, but not sisters. The margins in this type of business are low, therefore it is very important that entire family is involved in everyday business operations – wife, two sons and one daughter in law work and contribute to management of the pastry shop. The secret of making ice cream is shared only by the owner, his wife and the older son. The owner respects proposals and advices of other family members but decides alone. His wife supervises the business in case he is absent. Otherwise she is responsible for the kitchen work. There are apparently no conflicts in running the business. Three Albanians are employed in the business – it is the matter of trust. After retirement of the owner the business will be taken over by the younger son who has a moral and financial obligation to support and pay off his older brother, but has no obligation to his sister.

Case 3 (Restaurant & fast food): It is a family business in catering industry – 3 fast food shops and a restaurant, locally concentrated, based on experience and tradition of the family. 3 fast food shops are run by the owner, additional one by his brother. Many relatives are involved in the everyday business operations. The business is managed by the owner. The employees are of different nationalities, mostly born to immigrants. The children all have university degrees. They all work in different companies in Slovenia and abroad. Only one son as economist assists the owner in the business. There is no financial flow to Macedonia. There is no succession plan in the business. The owner plans to sell the business when he retires and returns to his home country Macedonia.

Case 4 (Fruits & vegetables, shoe repair): It is a family business although stated different by the interviewee. He and his younger brother run two independent, but financially connected businesses – a stand with fruits and vegetables and a stand for making keys and for shoe repair. Businesses are not based on a family tradition or experience but on the best opportunity which enabled to develop economic independency with a very low initial investment. The brothers are responsible to manage each their own business, but financial responsibility is on the older brother. Only one employee per stand is involved next to the owners – one is Macedonian Albanian (immigrant), one is Slovenian. There is no financial flow to Macedonia. The interviewee does not see a bright future for his business. He has 4 daughters and one son and 2 of the oldest daughters are at the university and will look for jobs in other companies. There are no plans for succession but there is an option to sell the business. Women are strictly not involved in business. They only take care of the households.

Case 5 (Pastry shop): It is a family business, a local pastry shop based on a long tradition (70 years) and experience of the family members. Only the owner, who manages the business and his wife, are involved in everyday business operations. The sons are too young and their father plans a different career for them. The pastry shop is managed and decisions are made entirely by the owner. The owner's brothers run pastry shops in Ljubljana and in other Slovenian cities, but they do not cooperate, support or help each other. This is a small business, which employs only a few young workers, all immigrants from Macedonia. As the entire family lives in Slovenia, there is no financial flow to Macedonia. There are no succession plans for the business. After the retirement the shop will probably be sold and the owner will return to Macedonia.

Case 6 (Fruit shops): It is a family business, a local fruit shop which was started by the owner after he gained experience in his cousin’s fruit shop. His cousin helped him to find a location, linked him to suppliers and helped financially. Some of his brothers run fruit shops in other Slovenian cities. Two of three sons, although in school, are involved in everyday business operations. Also his wife is involved in the business, she works in a shop and she is also involved in decision making process. The owner is responsible for business operations. He employs two workers, both of Albanian nationality. He relies entirely upon his personal network when he is looking for workers. In the near future he plans to enter also bakery business. He has no exact plans for the future, but if one of the sons would be interested in taking over the business, it would make him happy. He would return to Kosovo, where he still feels home and maybe start another business there. He is involved in very strong network of Albanian fruit-shop owners, sharing knowledge and also supporting each other financially. In his growth plans he relies upon the network of bakery owners, while growth will be financed entirely by himself.

Case 7 (Construction, wood industry, travel agency): This entrepreneur does not consider his business as a family business. He started as a worker in construction business. When he felt had enough experience, he started on his own. He employs 93 workers, all Albanians from Kosovo, Bosnians and Slovenians. In 2006 he started a travel agency and now he employs four bus drivers. He established a branch office in Kosovo to support travel agency business in Slovenia. Since 2007 he provides workers of Albanian nationality for the shoe factory in Slovenia. He has built strong and successful partnerships with Slovenian companies. His children are too young to be involved in the business. His wife only takes care of the family. He plans to sell his business, if his children will not be interested to take it over. He keeps strong ties with his country of origin. He financially supports his family members in Kosovo. He has developed strong relationships with Slovenian companies. He has never received any financial support from the Albanian network, working in construction industry. He is financing business growth with bank loans and from retained profits.

Case 8 (Bakery): It is a family business, started only two years ago, but built on the strong family tradition and know-how. The owner has worked for years in Germany and Austria and has built a strong basis for the new business. His family is involved into business operations, also his wife and cousins, who came from Kosovo to work in his bakery shop. He has three children and one of them helps in bakery. The other is a student who will start his own business in a different industry. His wife and workers are involved in decision making process. He has developed partnerships with many Slovenian, but not Albanian businesses. He feels he has enough knowledge and money, so it is not necessary to rely upon them. He helps his brothers and relies upon them if he runs into some financial difficulties. He also keeps strong ties with his country of origin, sending money to his parents. He plans to return to Kosovo when he retires.

Case 9 (Bakery): It is a family business, started only two years ago by a young Albanian, who has lived in Germany for 10 years and already worked four years. He entered bakery business because of a family tradition and was supported by his father financially and also by his uncle and cousin, who also run several bakery shops in Slovenia. He employs mostly relatives who came to work to Slovenia from Kosovo. Women are not involved in business. Strong financial flows have been established between Slovenia and Kosovo as they support their relatives and also often visit Kosovo, as they have real estate property there. He is involved in the informal network of Albanian owners of bakery shops which is very important for opening doors to supplier channels, providers of machinery and finances, when needed. When he runs into financial problems his uncle is the one who eventually takes loans from banks.

Case 10 (Fruit shops): it is a family business started after its owner had gained experience in the field at his father in law and opened his own business, to which he invited his 3 brothers. Now he runs three shops in Ljubljana, while his brothers run shops in other places. His four sons are already involved in the business. While he helped three older sons to establish their own businesses and supplies them, the youngest son stayed with him. There are strong links and financial support among them when needed. Employees are of different nationalities, but mostly Albanians. Succession plan has already been implemented. Women are involved in a business, but not in decision making processes. He is involved in a strong network of Albanian fruit sellers. He has also developed strong relationships with partners from Macedonia, Bosnia, Slovenia, Italy and Spain. He plans to expand into bakery business because he has a great location for this type of business. The family network is playing a crucial role when discussing new business.

Case 11 (Bus transportation): It is a family business of the first generation, which involves owner's nephews. The owner has gained experience while working with his father in fast food and fruit stands. He decided for his own business – a bus agency five years ago. The agency is linked to another agency in Macedonia, owned by a relative. He employs workers of Albanian origin, Slovenians and from Monte Negro. His children are too young to be involved in business. His wife is not included either. He is strongly involved in a network of Albanians, who contacts to bus drivers. He started his business with help of his brother and when he needs financial help, he relies on his closest relatives or friends. He started to expand his business internationally organizing bus transportations to Germany and Italy.

The research has pointed out that only three out of eleven interviewees have their extended families – parents, wife and children in Kosovo and this is the reason which underlies a strong cash flow to the country of origin. These owners/managers appear to be the key providers for their family members back home. The earnings of ordinary people in Kosovo are generally low. Pensions are not paid out on regular basis. The level of registered unemployment is around 50% and is still quite usual that women do not take regular jobs. Three interviewees have established international business between the two/or more countries which results in frequent and to a certain extent intensive flows of supplies, services and finances between the two/or more countries.

The research has shown that practice which has been typical for the past, where broader family or family network or network of Albanian businesses supports individual businesses of family or network members financially. Money lending has always been based upon trust and word of mouth and is still very common. In some cases (three out of eleven) entrepreneurs already seek financial assistance from banks, which means that they have to respect formal agreements and contracts. The financial structure of the business is very much based on Islamic values which do not recognize western banking systems (based on interest payment for loans) but, rather see finance as a nucleus of the mutual trust between the lender and the borrower in the joint business effort. However, because of the only western type of finance supplied in Slovenia, some of the participants are forced to adapt to this kind of deal structure in order to remain competitive on the market.

A statement by the pastry shop owner from Piran supports the above finding: »It is so typical that a broader family is united until businesses are developed, but when the time comes to harvest, problems start and they separate.«

It was strongly confirmed in ten out of eleven cases that Albanian businesses in Slovenia are predominantly family businesses based on tradition, experience and specialized knowledge especially about preparing some foods (e.g. ice cream, pastries, breads) or on the traditional fields of activity e.g. construction. 

It was also strictly confirmed in all eleven cases that people of Albanian nationality are seldom included in the labor force market and mostly seek their opportunity in ethnically based businesses. It is in their culture and it is about family values that male adults feel responsible for the economic wellbeing of the entire family, support each other’s businesses and employ their relatives, friends, acquaintances. The reason for informal exclusion of Albanian people from labor force market cannot be seen from the viewpoint of potential discrimination from employers which would favor native born inhabitants but is more seen as a cultural issue of Albanian nation. To underpin the statement above we cite one of the interviewees: »It is a typically family business, it could not exist otherwise as margins are small, turnover has to be large, there is no other way but to involve all family members into business operations«. The other reason for putting such an importance to family as a source of labour force to build a business may lay in a typical paradigm of a family business sustainability, which is unlimited trust among family members. Following the theoretical background on ethnic minorities saying that these are typically closed systems with limited networking spread, it may turn out that a family form of a business is a logical decision to follow.

It came out to be true in three out of eleven cases, definitely true in five cases and in three cases the answer was indifferent, that the Albanian families still live a sort of double-life, nurturing strong ties with their country of origin. The connections are still emphasized through supply channels to Slovenia and earnings flow out of Slovenia as some anecdotic research shows for the past when we look at the answers of Kosovo Albanians. Families are seldom separated. Mostly more then one generation live together in Slovenia, therefore there is no need for such a strong financial support for extended families back home. It has become evident that the strong financial support, which was in the past typical in informal manner, is still present in the group of Kosovo Albanians, but has been replaced by rather formal forms of financial support in case of Macedonian Albanians. It is evident that most (six out of eleven) of Albanian businesses are, although locally limited, linked as in the past with the businesses of the extended family members.

It was highly evident in five and confirmed in two cases that the businesses and families are run in a patriarchate way and the family structures are dynastic. There is always a male owner who establishes or succeeds the business, develops, manages and makes all decisions independently. Female family members are usually not involved. In four cases, women are present in traditional businesses like pastry shops, bakeries, fruit shops and restaurants as manual workers and advisers, but mostly in the background where they take more “traditional female type” of work (i.e. kitchen, cleaning etc.). However, in the three cases they are involved in business decisions and managing other people. This finding can be again explained by a more patriarchate values and culture which seem to prevail traditional way of living of people of Albanian nationality where the role of women is subordinated. However, the mentioned subordination is not expressed by participants. It is an observation from the researchers. As a matter of fact, what would be regarded as a subordination in the western culture may in Albanian culture be put no attention at all because this is one of the pieces of their tradition.

The following statement underlies the finding above: “I don't find it hard to let my children run the business on their own, but I am an old shark and I have been through a lot of challenges that almost destroyed me, so when I see my children go in the same way of destruction I stop them and show them the right way.”

Surprisingly, the research has shown that children do not behave exclusively within objectives of the family business including their education, marriages etc. anymore. In most of the cases children of both genders, are given opportunities to go to college or university and develop their own careers outside the family business. If children agree to succeed the business, they usually have responsibility and liability to pay off their brothers. Sisters are on responsibility of the family only until they get married. In none of the cases evidence of agreed and parents’ planned marriages has been proved.

5. Conclusions and implications

The knowledge and understanding of Albanian businesses operating in Slovenia has been so far limited to more anecdotic observations and interpretations rather than a subject to the more scientific research approach. The findings of our research contribute to improved understanding of the specific life and business models of an ethnic minority that native-born inhabitants live and trade with but, they know so little about them. However, the research shares a common weakness of a qualitative research, thus putting forward a danger of over-generalizing certain observations from the small pattern included in the qualitative research. A research challenge for the future would therefore be to go into deeper and more reliable investigation of some more important issues by utilization of quantitative analytical tools. However, the highest obstacle to the relevance of such investigation may be hidden in a compilation of a research sample or, better in design of criteria to form the sample.

The research has brought the following findings:

· The role of informal networks and strong family commitment are the driving forces for business success. Socio-economic ties with the country of origin, especially with Kosovo, still play a strong role as in the past.

· Unemployment is not the main reason for immigrants of Albanian nationality to start a business. As evident from responses of our interviewees seven out of eleven have stepped into their fathers' shoes. The other four were motivated by opportunities at the market (construction, trade with fruits & vegetables).

· Only three out of eleven entrepreneurs are not well educated, the other eight have at least a high school education or even university degree which is somehow in compliance with the average education of entrepreneurs in Slovenia as figured out in some previous research (Vadnjal, 2005).

· It is very important to understand the impact of cultural and gender differences on the development and everyday operations of Albanian businesses – female family members of are seldom present in business, only if their business is a pastry shop, bakery or a restaurant (a traditional field of activity), women work in the business, their advise is respected but they are mostly not involved in decision making.

· Serious poverty in countries of origin shows the possible reason for decision for economic immigration of Albanians from Kosovo or Macedonia. However, this was not well supported in our research. Our evidence shows that stronger decision factors for pursuing entrepreneurial careers are opportunity rather than necessity driven.

· Indigenous development of Albanian businesses lies in efforts to improve theirs and their family lives through entrepreneurial activities.

· The relationship with religion practice impacts on how individuals view the individual and societal contribution of business enterprise. Religion and enterprise have a complex interdependent relation. Albanian entrepreneurs believe that their cultural and family values which are strongly connected with their religion e.g. strong Weberian work commitment and acceptance of change are very important for development and operations of their businesses. This can be emphasized with the statement of one interviewee: »There is no excuse for failure. The will and love for work, belief to make a difference, makes human being the one that it should be«

· Social capital in specific form such as reliance on co-ethnic workforce is a very strong indicator of business performance. In all studied cases which have been studied Albanian entrepreneurs first invite and involve their family members and then friends into their businesses. They state that they can be more successful when they have people whom they can trust, who are reliable, who understand Albanian culture and family values.

· Access to finance for Albanian businesses relies very much upon ethnic group based and family based networking. Although some of the businesses already shift from their traditional sources of finance and try to obtain commercial loans, it is evident from the cases that majority of the businesses would first approach people from their networking for additional finance. As one of the interviewees pointed out: "It is more convenient. When I need money I do not need to feel in any forms and produce balance sheets and such. The only documentation I need is trust that I have been building with these people for years."

· Culture in the form of a family tradition in business and close family ties, has strong influence on the business entry decision, motivation is higher to continue tradition.

The study is the first contribution to understanding the ethnically based entrepreneurship in Slovenia and probably one of the first pieces of the research of the kind in European transition economies. Lessons learned from the Albanian cases may become a good role model and best practice for other ethnic groups, not only from the parts of former Yugoslavia but elsewhere e.g. Turkey. The value of the study is also in building new knowledge on research methodologies on ethnic entrepreneurship in transition economies which do not experience long tradition of integration of ethnic minority businesses into the one country's economy and, particularly in the SME sector. The importance of the early knowledge on this special chapter of entrepreneurship lies in readiness for possible increased immigrant inflow in the following decades, especially into new member states.

Albanians as an ethnic group in Slovenia do not face any evident problems which are perceived as classical ones in the research literature on ethnic entrepreneurship. Thus, one would regard their venture start-ups as more opportunity rather than necessity driven. The social exclusion does not appear to be a problem since there is no evidence of immigration of entire families (together with young children) to Slovenia. Only owner/managers and possibly few male individuals whoa are high enough in the companies’ hierarchies can afford to have families living with them. From what was heard and observed in the interviews, the following conclusion may be speculated. A typical immigrant of Albanian nationality to Slovenia would be a male, who has provision of the job (very often a seasonal one) secured well before the departure of the home place. Thus, the decision to immigrate to Slovenia is not just a simple looking-for-fortune process but, in opposite very well planned operation with clearly defined rules based very much on family ties and tradition. Having this in mind, making recommendations for policy implications regarding Albanian ethnic group in Slovenia would, at present, be an odd act. However, the basic knowledge and understanding of the pecularrities of their style of running businesses my fit well into overall knowledge of SME sector in Slovenia. Various stakeholders, like business partners of those companies, customers, suppliers, professional service providers, but also consultants and educators may be, with the aid of this knowledge and understanding, able to adopt their operations with the aim of the mutual synergy achieved in the joint business activities. Thus, making policy implications because of the policy implications are somehow fashionable in the research papers like these is evaluated to be an unnecessary action of the research team.
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