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Online communities and entrepreneuring mothers: practices of 
building, being and belonging
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ABSTRACT
Informed by contributions of Professor Alistair Anderson to the social 
perspective of entrepreneurship, rooted in social relationships and social 
capital, this article examines how members of an online community 
collectively interpret and negotiate the challenges of pursuing entrepre-
neurship alongside parenthood. This article adopts a multi-staged 
research design, incorporating netnography, participant observation, 
and qualitative semi-structured interviews. The analysis reveals the critical 
role of networking in how entrepreneuring women construct and main-
tain community connections and distinguishes between three dimensions 
of community engagement: Building, Being and Belonging. Drawing on 
communities of practice as an analytical lens, we offer new insights into 
the form and function of communal entrepreneurial practices facilitated 
by the digital environment.
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Introduction

In his inspirational works, Professor Alistair Anderson envisioned entrepreneurship as a phenomenon 
that is multi-faceted, a complex social construct that could be enacted in a variety of contexts by 
different actors. Many of his articles define entrepreneurship as the creation or extraction of value 
(Alvarez and Busenitz 2001; Diochon and Anderson 2011; Gaddefors and Anderson 2017) that 
emerges from connections to, and between, processes, people and places (Anderson, 
Drakopoulou Dodd, and Jack 2012) and relies on relatedness and interaction of these elements. 
Prior research has established that entrepreneurship is produced in social interactions (Chell, 2000); 
and that entrepreneurship relies on change in the context of the opportunity as well as the outcomes 
that it produces (Jack, Dodd, and Anderson 2008). Alistair Anderson (Anderson, Drakopoulou Dodd, 
and Jack 2012; Gaddefors and Anderson 2017) also noted that the context shapes the entrepreneurs, 
whilst the entrepreneurs also shape the context through entrepreneurial actions and practices, 
something he referred to as entrepreneuring. Entrepreneuring can also be defined as efforts to 
bring about new economic, social, institutional, and cultural environments through the actions of an 
individual or a group of individuals (Rindova et al. 2009). Professor Anderson drew his inspiration 
from the perspective that entrepreneurship is a socially situated, collective practice (Johannisson 
1988).

In this paper, we take our inspiration from the totality of Alistair Anderson’s contributions to the 
field of entrepreneurship scholarship and adopting a social science perspective, we focus on 
a specific set of entrepreneurial actors – women, who are mothers, who engage in entrepreneuring. 
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The profile of the quintessential entrepreneur has been represented as the heroic male (Essers and 
Benschop, 2007; Ahl and Marlow 2012; Marlow and McAdam 2015), who is driven solely by economic 
gain (Ahl and Marlow 2012). Accordingly, little is known about the processes that underpin success-
ful identity management and adaptation for women entrepreneurs in general and entrepreneuring 
mothers in particular who must negotiate their affiliation with multiple and not always complimen-
tary domains of social accountability (Ekinsmyth 2013).

The field of entrepreneurial identity adaptation represents a dynamic and rapidly developing area 
within women’s entrepreneurship (Chasserio, Pailot, and Poroli 2014; García and Welter 2013; Hoang 
and Gimeno 2010; Swail and Marlow 2018; Meek and Wood 2016). Such scholarly endeavours have 
underscored that the challenges associated with reconciling the incongruent identities of being an 
entrepreneur and its associated masculine identity and being a mother are also influenced by social 
expectations of women. This is of significance as becoming an entrepreneur for mothers shifts the 
importance from the identity negotiation towards acceptance through identity reconciliation (Swail 
and Marlow 2018; Radu-Lefebvre et al. 2021; Duberley and Carrigan 2013; Ekinsmyth 2011).

Within this article, we are specifically interested in how online communities may support identity 
adaptation for entrepreneuring mothers. Building on key scholarly contributions by Anderson and 
Gaddefors (2016) which presents entrepreneurship as a community phenomenon and the commu-
nities of practice literature (Lave and Wenger 1991; Wenger 1999; Wenger, McDermott, and Snyder 
2002), we argue that (CoP) theory provides a useful analytical frame as it seeks to explain how 
individuals learn through co-participation in the shared and situated practices of their ‘lived-in’ 
world. This is particularly relevant for entrepreneuring mothers who may face significant practical 
and psychological barriers to belonging that may hinder their participation in more traditional 
business networks and entrepreneurial communities. We view CoPs as places where shared interests 
and passion drive social interaction between individuals and interactions are replete with opportu-
nities for social learning and identity negotiation (Lave and Wenger 1991; Wenger 1999; Wenger, 
McDermott, and Snyder 2002). Accordingly, the aim of this article is to examine how entrepreneuring 
mothers create and maintain community connections in an online environment that may facilitate 
the development of entrepreneurial competencies, support identity adaptation and potentially 
reconcile role tension.

The empirical setting for our study is Mumsnet.com, the UK's biggest online community for 
parents, which attracts 9.4 million unique visitors per month (Mumsnet 2017). Within its Mumsnet 
Talk section, the network hosts a range of discussion topics. We conceptualize the specific 
thematic discussion groups that are focused on start-ups and business as a community of practice 
(Wenger 1999); we do so because Mumsnet.com enables individuals to congregate – united by 
common goals and meaning – and to share knowledge and act collectively via agreed modes of 
communication (Lave and Wenger 1991; Wenger 1999). Aligning to our research aim, we adopt 
a multi-staged research design, incorporating participant observations (Spradley 1980) at 
Workfest – a physical event organized and promoted by Mumsnet (Jorgensen 1989; Gaddefors 
and Anderson 2017); a series of qualitative interviews with delegates and contributors attending 
Workfest, and elements of a netnographic approach to examine online community interactions 
(Kozinets 2002, 2019).

Within this article, we offer the following theoretical contributions. First, we contribute to the 
literature on entrepreneurship as a community phenomenon (Anderson and Gaddefors 2016) by 
revealing how social media platforms provide opportunities for women to collectively interpret and 
navigate the challenges they encounter in combining parenthood and entrepreneurship. In so doing, 
we propose a conceptual model of three overlapping domains of community engagement akin to 
ontological processes in entrepreneurship (Wade, Smith, and Anderson 2003), building (productive 
networking and information exchange), belonging (support and social anchorage) and being (identity 
adaptation and self-narrative co-creation). Second, we contribute to the literature on entrepreneurial 
identity (Ladge, Clair, and Greenberg 2012; Stryker and Burke 2000; Watson 2009) by illuminating 
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patterns of engagement in an online community associated with ongoing identity adaptation of 
entrepreneuring mothers. We identify the specific characteristics of the community host and of the 
supporting technology that combine to alleviate identity dissonance and facilitate self-disclosure.

This paper is structured as follows: It commences with a discrete analysis of the key theoretical 
constructs at the intersection of entrepreneurship and motherhood pertaining to identity adaptation, 
the online environment and entrepreneurial communities of practice. This is followed by its metho-
dological rationale and method. We then present a critical evaluation of our empirical evidence. Finally, 
we consider the implications of the arguments presented in terms of the contribution to women’s 
entrepreneurship research and practice and conclude with recommendations for future research.

Our theoretical framework

Identity, entrepreneurship and motherhood

Historically, entrepreneurship has been viewed as a male activity, with Connell (1995) presenting 
conceptions of the entrepreneur through the lens of hegemonic masculinity (Bruni, Gherardi, 
and Poggio 2004; Collinson and Hearn 1996; Dodd and Anderson 2007). Critics of the inherently 
individualistic perspective of ‘entrepreneur as a hero’ (Anderson and Warren 2011) contest this 
notion through linking the socially constructed notions of gender and entrepreneurial practice 
as a gendered practice, thereby describing entrepreneurship as a set of processes that position 
entrepreneurial actors – ‘men’ and ‘women’ within the business practice as ‘entrepreneurs’ 
(Bruni, Gherardi, and Poggio 2004), hence shifting the gaze towards the performative aspects 
of these processes. With regard to ‘gender as a performance’, it is important to highlight the 
relevance of the ‘gender display’ perspective developed by Goffman (1976) which precedes the 
‘doing gender’ perspective adopted in studies of entrepreneurship (Butler 1990; Gherardi 1995; 
Kessler and McKenna 1978; West and Zimmerman 1987), which in fact specifies that gender is 
a socially embedded practice and not an individual biological attribute.

Employing a social construction perspective reflects the appreciation that entrepreneurs can be 
understood better in their social milieu (Dodd and Anderson 2007). The experience of traversing 
a complex entrepreneurial landscape, where women are positioned as the ‘other’ (Ahl and Marlow 
2012; Oseen 1997) whilst maintaining a coherent sense of self may be particularly difficult. According 
to Watson (2009), the entrepreneurial identity is a cultural stereotype; with the cultural stereotype of 
an entrepreneur marked by masculinity (Giazitzoglu and Down 2017; Ufuk and Özgen 2001). Indeed, 
the image of a white middle-aged male typifies the entrepreneurial identity in most theoretical and 
practical discussions (Marlow and McAdam 2015; McAdam, Crowley, and Harrison 2020). Despite this, 
little is known about the processes that underpin successful identity management and adaptation for 
women entrepreneurs. Such identity negotiation may be particularly challenging for entrepreneuring 
mothers who must negotiate their affiliation with multiple and not always complimentary domains of 
social accountability (Ekinsmyth 2013). While not all mothers who set up businesses around children 
choose to identify with a distinctive entrepreneurial category, this work highlights the value of 
feminized worker-identity positions insomuch as they enable group-identity formation.

Identity theory is a social psychological theory that emerged from structural symbolic interaction-
ism (Burke and Stets 2009; Stryker and Burke 2000). From this perspective, the self is fundamentally 
inter-subjective: as Baldauf, Develotte, and Ollagnier-Beldame (2017) argue, the answer to the 
question, ‘who am I’ can only be understood in comparison to a ‘you’. Identity management requires 
an engagement in ongoing impression management, as individuals position themselves in align-
ment or opposition to others according to both internalized social norms and individual beliefs and 
values (Swan 2002; Stryker and Burke 2000). Weber and Mitchell’s (2008, 44) term ‘identities-in- 
action’ aptly captures the extent to which identity is something we do, not who we are; a very real 
form of work – especially when tensions arise between different or conflicting identity positions 
during major life transitions.

ENTREPRENEURSHIP & REGIONAL DEVELOPMENT 3



According to Ladge, Clair, and Greenberg (2012), liminal periods like the transition to motherhood 
require considerable identity adaptation, as women seek to reconcile professional and maternal 
identities and minimize identity dissonance. Such identity adaptation can be understood in relation 
to the dynamic interplay between one’s own self-reflection (i.e. self-identity) and engagement with 
the ‘cultural, discursive or institutional notions’ that define one’s selves (i.e. social identities) (Watson 
2008, 131). This relational view recognizes identity as a fluid ongoing project that is shaped through 
discourse (Anderson, Park, and Jack 2007; Watson 2009). Entrepreneurial mothers are further obliged 
to negotiate the dissonance between their ascribed femininity and the masculinity inherent within 
entrepreneurship. Indeed, Duberley and Carrigan (2012) have highlighted the incompatibility of 
a normative entrepreneurial identity and attachment to parenting ideals. Whereas the pursuit of 
work–life balance is often cited by successful female entrepreneurs as justification for the pursuit of 
an entrepreneurial career path, this is rarely achieved in practice (Eddleston and Powell 2012) and 
mothers’ entrepreneurial ambitions may be stifled by geographically and temporally restrictive 
domestic routines (Ekinsmyth 2013). Therefore, entrepreneurship for mothers is not just an activity 
(building a business) but also a significant and sustained identity project (becoming an entrepre-
neur) (Warren 2004). Marks 2021, 19) identifies ‘being able to consider yourself a good mother’ as 
one explicit gendered ‘reward’ of entrepreneurship that is often a key component of some of the 
more contrived performances of successful female entrepreneurs who are often invited to act as role 
models to promote female entrepreneurship. However, as Marks argues convincingly, a woman’s life 
and goals are apt to change faster than their business’s; thus, it is important that psychological 
rewards such as identity congruity (Eikhof, Summers, and Carter 2013) do not overshadow the 
importance of sustainable financial business performance or create a false promise for aspirant 
entrepreneurs (Ahl and Marlow 2021).

Communities of practice – the relationship between practice, identity, belonging and 
meaning

The examination of entrepreneurial activity through the lens of community highlights the collabora-
tive nature of entrepreneurship and underscores its social embeddedness (Anderson and Gaddefors 
2016; Jennings and Brush 2013). According to communities of practice theory, the production of 
knowledge is the result of situated, contextual and social engagement with practices and learning 
(Lesser and Storck 2001; Wenger, McDermott, and Snyder 2002). This is particularly appropriate when 
considering entrepreneurship, which research has shown to be both embedded in and shaped by 
multiple structural and institutional contexts including family and gender (Aldrich and Cliff 2003; 
Brush, De Bruin, and Welter 2009; Marlow and Martinez Dy 2018).

Seen as a community-based phenomenon, entrepreneurship is embedded in the place, and it is 
being continuously recreated and moulded in interactions between social practices and the spatial 
environment (Anderson and Gaddefors 2016; Cresswell 2013). Indeed, in their view, place can be 
viewed as a community, and they argue that places are the source of community persistence. From 
sociology, we know that community is intrinsically connected with place (Barrett 2014) and therefore 
exhibits the characteristics of propinquity, population stability and continuous interaction patterns. 
Indeed, places have the ability to shape the agency and offer structure to its participants. Whilst the 
communities may be seen as places where people connect and interact, communities also develop as 
social entities with connections that can be greater than kinship (Cohen 2013). Other authors also 
describe communities as a place that precipitates shared sentiments and expectations, and generates 
strong feelings of community attachment (Markey, Halseth, and Manson 2010). Anderson and 
Gaddefors (2016) also suggest that communities may act as centres of meanings, and for an individual 
to belong to a community requires sharing of some of these meanings and practices.

CoP emphasizes the relationships between what we do, who we are and the extent to which we 
perceive ourselves to belong, thus underscoring the dynamic nature of identity that is constructed 
and reconstructed through ongoing negotiation in social systems (Wenger and Snyder 2000). In 
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earlier stages of the evolution of CoP theory, learning was presented as a process of becoming 
a form of trajectory into a particular community (Lave and Wenger 1991). More recent develop-
ments stress the requirement for ongoing identity adaptation, with increasing onus placed on the 
individual to negotiate their identification with multiple, interconnected and overlapping constel-
lations of communities that make up more complex, contemporary landscapes of practice (Wenger 
2009; Omidvar and Kislov 2014). Despite the early efforts of Eckert and McConnell-Ginet (1992, 95), 
who argued that ‘gender is produced (and often reproduced) in differential memberships in 
communities of practice’, to date, gender has rarely been discussed in relation to CoPs. 
Individuals produce themselves as ‘gendered’ subjects by habitually engaging in those social 
practices of a community – i.e. in different CoPs – that are practically and/or symbolically 
associated with that community’s notions of masculinity or femininity (Eckert and McConnell- 
Ginet 1992). Just as women or men will become involved in ‘gendered’ CoPs, they will also 
experience identity-related communal practices differently.

Online communities and identity adaptation

There is an increasing body of research suggesting that online communities may support processes 
of identity negotiation and adaptation that are ongoing in liminal periods and also provide extensive 
opportunities for social learning that is central to successful communities of practice (Phillips and 
Broderick 2014; Warren 2004). The online environment may also reduce geographical and temporal 
constraints and enhance some of the relational aspects of identity adaptation, for example, by 
increasing perceived similarity of interaction partners (Walther 1993, 1996). As discussed above, 
identity management requires that individuals draw on a range of communicative resources 
(Goffman 1976) to anticipate the impact an identity performance will have on the intended audience 
and strive to engage in behaviours that align with the meanings associated with a particular identity 
norm (Fiske 1989; Keltner 1995) in a particular social context.

A propensity for anonymous interaction online might be expected to reduce social inhibition 
potentially facilitating self-disclosure (and/or more candid feedback on the identity performances of 
others). More control over time and pace of interactions, the ease of identifying similar others, and 
more control over the content of social exchanges might also be expected to facilitate selective (or 
strategic) self-presentation (Bareket-Bojmel, Moran, and Shahar 2016). Alternatively, the anonymity 
afforded in many online environments may make it easier (for those who wish) to express the ‘real 
me’, an alternative internal conception of self not usually expressed in social life (Bargh and McKenna 
2004) contributing to feelings of authenticity. As Ibarra and Barbulescu (2010) argue, successful self- 
narratives are those that are both internally and externally validated and more likely to be retained. 
Hennekam (2016) showed how expectant working mothers engage in trial and error identity 
experimentation in order to arrive at a version of the self-narrative that balances the desire for social 
acceptance with the need for authenticity – a process found to be facilitated by the availability of 
relatable and realistic role models.

We must also consider social media effects on the socio-psychological processes of identity 
adaptation, not least the extent to which digital traces of lived experiences may enhance their 
accessibility – to both ourselves and others. When experiences are selected and articulated for 
sharing online, ‘they tell the user your activity is this/”These actions are yours and they have 
meaning“’ (Baldauf, Develotte, and Ollagnier-Beldame 2017, 29). Moreover, in the context of 
online communities, recounting experiences invites a response, whether that is confirmation, 
correction or denial. Battarbee and Koskinen (2005) introduce the concept of co-experience that 
emphasizes the social dimension of individual experience online. The authors go on to describe 
how subconscious experience migrates to become ‘an experience’ when events are lifted up from 
the stream of events in everyday life and are evaluated as meaningful enough to be told to others. 
Interaction partners may reciprocate experiences by empathizing or sharing similar stories of their 
own (Licoppe and Heurtin 2001; Battarbee and Koskinen 2005); thus, the experience (and the 
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teller) is validated as meaningful. Alternatively, experiences brought to the attention of others 
may be rejected or ignored by others if it is uninteresting or even offensive although attempts 
may be made to soften the blow, for example, through humour or teasing or by changing the 
subject.

On an ongoing basis, by participating in online community discussions and sharing experiences, 
individuals may ‘test-run’ provisional identities by making identity claims, observing and eliciting 
feedback and interpretations and reshaping how they see themselves and how they imagine others 
perceive them (Weber and Mitchell 2008). There are clear parallels between the negotiation of 
meaning associated with communal and collaborative practice (Anderson and Gaddefors 2016) 
discussed above and the negotiated experiences of self that underpin identity adaptation that 
seem particularly pertinent to entrepreneuring mothers. There is synergy here also with the con-
ceptualization of the self as an ongoing reflexive project proposed by Giddens (1991, 54), for whom, 
‘a person’s identity is not to be found in behaviour, nor – important though this is – in the reactions 
of others, but in the capacity to keep a particular narrative going’.

Methodology

This research adopts a qualitative methodology whereby we deliberately sought to give ‘voice’ to 
women’s lived experiences (Hill, Leitch, and Harrison 2006). Our research design included three 
stages (datasets are detailed in Table 1). Stage 1: Community orientation involved non-participant 
online observation of business-related mumsnet.com discussion fora over an initial period of three 
weeks and participant observation at the real-world Mumsnet Workfest event held in London on 
14 May 2016. In Stage 2: Follow-up interviews, researchers conducted thematic analysis of transcripts 
from semi-structured phone and Skype interviews with participants recruited at Workfest. Stage 3: 
Online discussion thread analysis involved a more systematic sampling approach and deep analysis of 
mumsnet.com discussion threads based on keyword search terms appearing in thread titles. In this 
stage, elements of netnography (Kozinets 2002, 2019) were adopted to examine patterns of com-
munity engagement in more depth. Such an approach is appropriate for the collection and analysis 
of data pertaining to social processes as it enables insights into critical sociocultural patterns 
(Arnould and Wallendorf 1994), particularly around those shards of knowledge and experiences, 
shared by members of a community, that have an influence on entrepreneurial practice and 
processes that underpin identity adaptation.

Empirical setting

The empirical setting for this research was Mumsnet.com; the UK’s largest online network for parents, 
which attracts 9.4 million unique visitors per month (Mumsnet 2017). Online, Mumsnet’s Talk fora 
include thematic discussion boards focused on work and business start-ups. Mumsnet also organizes 
real-world educational and networking events, including Workfest, a popular event, held for two 
years running in London and advertised as offering ‘advice and inspiration for women in – or 
returning to – the workplace’ (About Us – Mumsnet 2017). Whilst there are many other women in 
business research contexts that might have been selected, we argue that the mumsnet.com context 
might mitigate pressure to suppress the mother role identity whilst talking ‘business’. Our prelimin-
ary observations confirmed that mumsnet.com (in comparison to traditional masculinized business 
contexts) presents relatively low barriers to entry for mothers’ embarking on an entrepreneurial path, 
providing a relatively safe space in which to openly share lived experiences of combining mother-
hood and business ownership thus providing a valuable novel context in which to examine how 
women collectively interpret and negotiate the challenges of pursuing entrepreneurship and 
parenthood. The opportunity to examine patterns of engagement across both on and offline plat-
forms within the context of the same community host was also a significant factor in the selection of 
mumsnet.com as our empirical setting.
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Data collection

Each stage of our research design provided insights that informed the design of subsequent steps 
(see Table 1).

Stage 1 provided a preliminary assessment of the potential of mumsnet.com to enable 
a community of practice. As per ethical guidelines, we introduced ourselves to mumsnet.com 
administrators via email with a brief explanation of the project and its research aims and were 
granted authorization to post information about our project online, observe online discussions 
and attend Workfest and recruit interview participants at the event. This approach allowed data 
to be collected efficiently and unobtrusively. Two members of the research team were mem-
bers of mumsnet.com (and thus familiar with general community norms, abbreviations and 
protocols) but had not previously engaged in business-related discussions. Preliminary online 
observations focused on discussion threads that provided insights pertaining to each of the 
three defining characteristics of a CoP, namely the Domain (the learning needs that members 
have in common), the Community (how this is perceived by members and the extent to which 
collective learning bonds members over time) and Practice (how interactions might produce 
a repertoire of shared resources pertaining to entrepreneurship). During this process, we 
identified important, oft-signposted and therefore highly discoverable ‘seminal’ threads that 
were downloaded for coding.

Through participant observations at the Workfest event, we drew further insights into how 
mothers experienced a sense of community and the role of mumsnet.com in enabling a CoP. 
Workfest was a pivotal event that had drawn us to mumsnet.com community members who 
gathered to discuss and seek employment and entrepreneurship options to investigate their career 
options beyond motherhood, and we had wondered if what type of entrepreneurship was on offer 
for the participants. By the end of the event, we were convinced that the conceptions of entrepre-
neurship conveyed to participants were typical of the enterprise discourse and support offered in the 
UK. What was striking, in hindsight, about our participation in the event was that we observed the 
relationality and connection with the participants, and our intituion brought to the surface the 
questions relating to the role of this community in motivating entrepreneurial endeavour.

Table 1. Stages of research design.

Stage 1: Community orientation

Non-participant online 
observation

January–May 17 Observation sheets and research ‘field’ notes 
Focal threads downloaded

● Who wants to be an entrepreneur? Start here . . . (and those who 
are, help here please!?) (410 Posts)

● How might I earn £1000 a month working from home? (421 Posts)
● entrepreneur buddies? (27 Posts)

Participant observation at 
Workfest event

14 May 2017 Audio recording, scratch notes, full field notes, keynote presentation 
vignette

Stage 2: Interviews
Semi-structured 

interviews
May–November 2016 6 interviews between 60 and 90 minutes long 

Audio recordings and verbatim transcripts

StagE 3: Mumsnet.com discussion thread analysis
Sample 1: Keywords in 

thread titles
Entrepreneur 
Mumpreneur 
Start-up

20 threads reviewed 7 downloaded 
13 threads reviewed and 5 downloaded 
187 threads reviews and 72 downloaded 
*total downloaded data (text only) 1.06 megabytes

Sample 2: Keywords 
occurring anywhere in 
member posts in 
relevant topics

Topic Keywords Threads
Start-ups Entrepreneur 31
AIBU *(Am I being unreasonable) Entrepreneur 500
Back to work Start-up 269
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Scratch notes obtained during the event were then developed into full field notes in June and 
July 2016 (Bryman and Bell 2015) with the help of the audio recordings of all panel discussions. In 
order to agree on key themes and provide independent scrutiny of the interpretation of the data, 
discussions took place among the research team both during and after the event, and during the 
development of full field notes and a keynote presentation vignette.

Insights from Stage 1 informed the development of the interview schedule employed in Stage 2 
designed to probe mothers’ experiences of entrepreneurship and parenthood and use of and 
attitudes towards mumsnet.com. Interviews were conducted over Skype and by phone after the 
event at a time convenient for the participants. The interviews lasted between 60 and 90 minutes 
and were recorded and transcribed verbatim. Two members of the research team were present for 
each interview. A purposive sample size of six, though small, was deemed appropriate, given that our 
aim was not to generalize findings from a representative sample or reach saturation from our 
content analysis, but instead to extend and contextualize findings from Stage 1 observations. 
There were both Workfest event contributors (including a business host who hosted a workshop 
on business planning but is not herself a mother) and delegates in the sample. See Table 2 for 
profiles of interviewees.

Finally, selected insights from analysis of interview transcripts informed a further stage of more 
systematic sampling and analysis of discussion threads, which represents our main dataset that 
revealed deeper insights into patterns of interaction within the online community engaged in 
entrepreneurship. In the first instance, we identified threads featuring keywords entrepreneur, 
mumpreneur and start-up in the title as these are most likely to be discovered by newcomers to 
the site using the main search bar functionality. Second, we used the advanced search functionality 
within the Talk section of the site to identify member posts occurring anywhere in a discussion 
thread featuring keywords entrepreneur or start-up occurring in the most relevant topic categories. 
These data sets were rendered more manageable by prioritizing the most recent active threads, but 
by this point, we were already close to the point of saturation. Many of the new threads identified 
included passing references to ‘entrepreneur’ and so were discarded. Key themes were then 
discussed and agreed upon, and a purposive sample of focal threads was downloaded, printed, 
and coded by three researchers. The similarities and differences in interpretation were discussed and 
resolved and codes revised. The data collection and analysis continued until new threads disclosed 
no significant new features, thereby signalling theoretical saturation (Strauss and Corbin 1998).

Data analysis

In analysing our rich data set, we followed Braun and Clarke’s (2006) protocol for thematic data 
analysis. The research team began by compiling all the textual data including online archival data, 
interview transcriptions, and field notes documenting events, conversations, and observations. This 
process resulted in the generation of a comprehensive database that facilitated the subsequent 
analysis framework to be implemented. In the first stage of the data analysis, the research team 

Table 2. Interviewees’ demographic information.

Code
Age 

group
Owner/ 
founder Industry No. of employees No of children

IV1 45–54 Founder Manufacturing and retail of luxury 
goods

2 p/t and 3 interns 2 (4 years and 6 years)

IV2 35–44 Founder Online retail 1 f/t and 3 p/t 2 (3 years and 4 years)
IV3 45–54 Co-founder Digital education services 3 co-founders and 2 interns 2 (5 years and 8 years)
IV4 35–44 Founder Online teaching solutions 0 1 (2 years)
IV5 35–44 Founder Business planning support 0 0
IV6 55–64 Founder Psychological support services 0 3 (23 years and 

36 years)

8 N. VERSHININA ET AL.



members re-familiarized themselves with the data by iteratively reading the transcripts and field 
notes. In the second stage, the open coding of the data was performed to enable the identification of 
codes, which were then clustered together to form categories.

The third stage led to the development of emergent themes that highlighted preliminary 
connections between the data. The fourth stage was characterized by a consistent comparison 
analysis in which data fragments were compared for similarities and differences (Strauss and Corbin 
1998). In the fifth stage of analysis, the three themes of building, being and belonging emerged as 
relevant to our research aim.

Our analysis of three data sets that were centred on the role of Mumsnet as a mother’s community 
hub enabled us to explore, in particular, how online communities might enable women to collec-
tively interpret and negotiate the challenges they encounter when combining parenthood and 
business development. Our Workfest participant observations provided validation of the locus of 
enquiry at the community level; revealing strong evidence of the affinity and camaraderie that 
existed between the entrepreneuring mothers and of their appreciation of a community context in 
which their mother role-identities need not be hidden. The follow-up interviews provided in-depth 
insights into the mothers’ experiences of combining entrepreneurship and parenthood and the 
impact of the latter on work-related attitudes and underscored the benefits of community engage-
ment with respect to developing entrepreneurial competencies. In the final stage of the analysis, 
which was informed and shaped by the earlier ones, we performed extensive analysis of online 
discussion threads using Braun and Clarke (2006) stages of qualitative data and distinguished 
specific community practices and patterns of interaction of entrepreneuring mothers enabled by 
Mumsnet that supported their identity transformation, revealing how the characteristics of the 
medium influence specific community practices.

Findings

Our findings are summarized in Figure 1, which illustrates the first-order concepts, second-order 
themes and the emergent aggregate dimensions of building, being and belonging.

Whilst these headings have emerged from our data, the work on these dimensions already exists in 
the literature on entrepreneurship (Wade, Smith, and Anderson 2003), who in their original philoso-
phical study of the practice of entrepreneurship identified the ontological process of becoming, being 
and belonging. Indeed, prior authors have coined these terms in relation to entrepreneurship. For 
instance, Bygrave and Bygrave (1989, 21) posited that entrepreneurship is ‘a process of becoming 
rather than a state of being, evolving over time’; and for Chia (1996) it is one of ‘becoming’ and ‘being’. 
Another eminent scholar in the field, Gartner (1988, 12) argued that entrepreneurship entails a ‘state 
of being’ and this is one of the main reasons for a narrow focus on individual qualities not creation in 
the study of entrepreneurship. Furthermore, Hjorth (2001, 83) also presented the ontological process 
of becoming and pointed out the importance of investigating how a concept becomes. 
Consequentially, Hjorth (2001, 99/258) refers to the ‘having become’ of things and to ‘becoming 
other’. All these elements aptly describe the entrepreneurial process. This offers a theoretical founda-
tion to our empirical findings on how mothers who engage in entrepreneurship transition through 
becoming entrepreneurial, to being an entrepreneur and belonging to the entrepreneurial commu-
nity. However, in our case, the data reveal a different sequence to the emergence of a mother who 
becomes an entrepreneur by firstly building the social learning through community to belonging to 
the entrepreneurial community to becoming an entrepreneur. For the purposes of efficient presenta-
tion of findings, first-order concepts are expressed in abbreviated terms, whilst remaining true to the 
informants’ experience of the phenomenon (Gehman et al. 2018). A further table of illustrative direct 
quotes from online discussion threads may be found in the Appendix.

By contrast, second-order themes and the aggregate dimensions that emerged from them 
are informed by our understanding of the literature and, in particular, communities of practice 
as the principal analytical frame. The Building dimension aligns with the social learning focus of 
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CoPs – the exchange of tacit knowledge, development of shared resources and practical 
problem solving. The Belonging dimension aligns with the importance of affiliation and social 
exchange within a relational network that CoP theory makes explicit. The Being dimension 
focusses on the importance of identity; becoming an entrepreneur whilst simultaneously being 
a (good) mother. In the analysis below, we attempt to present evidence that both distinguishes 
key dimensions of community engagement but also highlight the extent to which these 
dimensions overlap – as anticipated in the context of a CoP in which personal and professional 
development opportunities are embedded within communal action, discussion and social 
exchange. Selected extracts and analytical commentary highlight the linkages between multiple 
themes embedded in discussion threads. Where data and insights from each of the three 
phases of collection ae combined below; we use the codes [WF] Workfest [IV] interviews and 
[ON] online discussion for to identify the source if not explicitly stated.

Building
Strong evidence from both interviews and online observation supports our conjecture that entre-
preneuring mothers derive significant utilitarian value from engaging with members of the mums-
net.com community in business-themed online discussions and events. Discussion fora search 
functionality, mumsnet’s diverse membership and high levels of traffic and participation in mumsnet 
TALK fora enabled very efficient exchange of tacit knowledge, development of shared tools and 
resources and practical problem solving [IV, ON, WF]. One thread entitled Who wants to be an 
entrepreneur? generated more than 410 posts while ‘active’ between August 2016 and January 2017. 
It remains among the top five results for the keyword search ‘entrepreneur’ at the time of writing, 
underscoring the durability of content and its potential value to future ‘lurkers’ on the site long after 
the original conversation has petered out [ON].

We observed how women drew upon both their everyday parental and previous employment 
experiences as a source of new business ideas and readily collaborated to refine and develop ideas 
presented by members for feedback [ON and WF].

Figure 1. Data structure – women’s engagement with online networks through building, being and belonging.
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Ranging from ‘crowdsourcing’ brand names to identifying partners or suppliers, to dealing with 
customers who are reluctant to pay, the nature of the challenges shared and problems discussed 
within the online fora varied. In particular, financial, technical, marketing and legal advice is 
commonly sought and offered, often from highly experienced individuals even in niche specialisms, 
in effect creating a best-practice barter network. As one interviewee (IV1 Workfest panellist and 
business owner – luxury goods manufacturing) explained, ‘One of the big adjustments to start-up [from 
a previous position in a large organization] [is that] you can still call in so many favors, but you can’t 
[afford to] pay for what I am used to pulling in other people [to do], and you realize that you need to skill 
up yourself. I learn a lot from other women in my networks. They are very clever in finding ways to 
skill up’.

Mumsnet does not allow self-promotion on public fora. Interviewees confirmed, however, that 
engagement in discussion fora helps with reputation building and lead generation, with free advice 
from knowledgeable experts prompting members to investigate member profiles and follow up with 
direct messaging functionality provided by Mumsnet.

As per Mumsnet’s norms, responses to advice requests from aspirant or early-stage entrepreneurs 
are largely supportive, but examples of ‘tough love’ are also abundant. Me-too ideas such as 
personalized baby vests or business plans that ‘do not stack up’ financially attract criticism [ON]. 
The community also effectively ‘outs’ any homeworking scams and pyramid schemes in the interests 
of its members.

The accessibility and availability of online networks may be particularly valuable during the early 
stages of venture development; barriers to entry are low, advice is free, and users may readily access 
information and resources on a wide range of topics. One interviewee

IV3 (Workfest Speaker and Digital Entrepreneur) had been signposted to a variety of online and 
offline sources including Mumsnet’s chat fora, which she described as a ‘first point of call when I need 
to know something, or to look something up business related, rather than ask people’.

While the exchanges between aspiring peers are typically encouraging and supportive, veterans 
are most likely to provide a ‘reality check’ as the below example demonstrates.

Extracts from Has anyone started their own business and NOT made any money? (46 Posts)

Am just starting out as self-employed. Have signed off JSA and am absolutely terrified that it will all go tits up. 
I won’t make a penny (online shop) and will end up not being able to support me and the DCs. Am I overthinking 
it all and the majority of new businesses succeed . . . . . . eventually? (Quoteinabizzlefam Fri 20 May 2016 22:38:53)

My experience is that many women have zero confidence about employability after being an sahm. I think 
you’ve shown huge resourcefulness already . . . making a full living from scratch from a home business is really 
tough. Hope it works out in your case. (allannandale Sat 21 May 2016 20:49:30)

Yes you will be able to claim Working Family Tax Credit . . . I have been doing that for five years, declaring 
earnings of five to six thousand. (MariaSklodowska Sat 21 May 2016 20:58:43)

Oh dear. Why did you sign off JSA [Job Seekers Allowance – an unemployment benefit]? I work with start-ups 
fairly often. Rule of thumb: 3-5 years before you make a living out of it. If you make minimum wage equivalent 
after a year, after taxes of course, then you are doing really well (do you know how to do your business taxes?) 
I hear lots of business cases built around the fact that the person really needs this to work because they need the 
money and/or they need it for their self-esteem. Sadly, that’s not how it works. (RunRabbitRunRabbit, Sat 
21 May 2016 22:02:44)

The OP (original poster) above feels sufficiently comfortable in the context of mumsnet to disclose 
her personal circumstances (single parent), precarious financial situation and feelings of self- 
doubt. Frequent use of mumsnet.com abbreviations (DC = darling children, SAHM = stay at 
home mum) suggest she feels a sense of affinity with the community. In response, practical 
advice, e.g. for maintaining an income stream whilst establishing the business and information 
on specific sources of financial support, is often interspersed with messages of encouragement 
and support. The OP’s authentically shared experiences prompt peers to reciprocate with their 
own stories that in turn serve to validate the OP’s decision to pursue an entrepreneurial path and 
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legitimize feelings of self-doubt following a period away from work. Professional contributors 
identify themselves, ‘I work with start-up’s fairly often’ and emphasize the importance of proper 
research and planning – often implicitly or explicitly opening the door, should the OP wish, to 
make contact via direct message.

Being
Our findings underscore the extent to which becoming a parent impacts work-related experiences, 
attitudes, and aspirations that prompt many individuals to make significant work-related changes 
[WF, IVs and ON]. For some, becoming a parent (or being a good parent) was incompatible with their 
previous careers, creating a push towards entrepreneurship as an alternative source of income, with 
many valuing the opportunity to work more flexible – although not necessarily fewer – hours [IV, 
ON]. While mothers may perceive business ownership as providing a more favourable work–life 
balance, there is far more evidence to the contrary in the reported experiences of the majority of 
active entrepreneurs participating in the online discussion fora, who, to get their businesses off the 
ground, typically report working longer and more unsociable hours for little financial reward. 
Entrepreneurial narratives reveal the complexity of mothers’ internal ‘cost-benefit’ analyses [IV and 
ON]. The answer to the question Is it ‘worth it’ to return to work? appears dependent upon highly 
individualized circumstances and associated identity projects [WF and ON].

Several interviewees and online discussion participants described how pregnancy and mother-
hood had created a desire to pursue more challenging, meaningful and personal goals through 
work, in effect raising the threshold of the intrinsic reward sought from work, especially when it 
requires time away from family. For others, who reported feelings of dissatisfaction before childbirth, 
becoming a parent had been a catalyst to pursue a path they had always considered [IV]. Strong 
evidence emerged from both the interviews and online discussions that attempts at ‘juggling’ 
responsibilities across multiple, and often incompatible, domains created considerable identity 
dissonance. Example thread titles include, ‘Anyone in startup and a SAHM [stay at home mum]’, 
‘Entrepreneur Mums – How do you juggle it all? Help!’ and ‘Are three kids too much if you run your own 
business?’.

The tensions between attachment parenting ideals and the importance of individual self- 
fulfilment could be detected particularly among middle-class women, for whom work was 
a choice, as they attempted to articulate a coherent self-narrative, as the below extracts demonstrate 
[evidence from IV and ON]. This may be interpreted as a genuine shift in priorities or, alternatively, as 
a desire to justify time away from home and family in terms of a purpose beyond profit – e.g. 
businesses that support women or children, employ staff on school hours or set a good example to 
children.

IV4 (educational services) “I want to be a role model for my daughter; a good one! I want to be able to show her 
what I can do, and how much I can do, and that it’s ok to make mistakes, but you sort of keep going”.

Pursuing an entrepreneurial career may therefore provide a self-synthesizing solution (to the extent 
that it is more readily internally validated as authentic) even if, in practice, the desired work–life 
balance is not forthcoming. The following is an extract from a lively discussion between a number of 
women working in (and seeking to leave) the legal profession in which tensions between personal 
and social expectations of being a good mother, ‘I just want to be with my daughter’ and changing 
priorities are evident, ‘I am wasting my life with it’ [a legal career that presumably took years of study 
and some commitment to achieve]

I’m on a career break at the moment but I really don’t want to return. It’s bad for my confidence and stress levels 
and I feel like I’m wasting my life with it. It’s not that I want to do something mega fulfilling (though that would 
be wonderful), just something that didn’t deaden me. Been thinking about getting a baby product manufac-
tured, but actually I just want to be with my daughter so am considering setting up as a child-minder with an 
Eco/Montessori twist. (donttrythisathome, Thu 8 September 2011 22:39:06)

12 N. VERSHININA ET AL.



The extent to which start-up stories are often interwoven with highly personal and poignant 
narratives of self-growth was evident in one noteworthy breakout session at Workfest. In the session, 
entitled What we did next, previous attendees were invited to reflect on their achievements one year 
later (all had pursued an entrepreneurial path). One researcher observed how several audience 
members and panellists were moved to tears as they shared the highs and lows of their entrepre-
neurial journeys [WF]. The extent of personal disclosure and the sense of intimacy created in the 
room may have enabled panellists and audience members to express their feelings and insecurities 
more freely.

Similarly, interviewees shared the extent to which hearing and comparing their stories and 
recognizing similarities in the feelings and experiences of others who had gone on to be successful 
in business had provided inspiration by helping them envisage a future entrepreneurial self, as the 
following extract shows.

IV6 (Mumsnet delegate and business owner – counselling and skills development) recalled how participa-
tion at a previous Workfest event had influenced her decision to start her business, “I was listening to her life 
story [Baroness Michelle Mone – Workfest speaker in 2015] and all the thingsthat she has been through and . . . 
when she’d finished, I put my hand up . . . because one of the things for me was that I just felt it was too late to go 
into business, being in my fifties was just too old. I was scared and did not feel the confidence. So I found that 
courage and said to her, ‘Next year, when I come back, I will have my own business up and running’. I’ve always 
taught my children, my girls, that there is no such word as ‘can’t’ . . . can’t means shan’t and won’t! But I never 
took this advice for myself. I got there [Workfest] and realized that I could, and I can! It took me a long time to 
realize this!”

We observed similar exchanges online, with Mumsnet’s discussion threads appearing to provide 
a safe space for mothers to reflect on and articulate their experiences to share (and compare) with 
the community.

Extracts from Entrepreneur Mums – how do you juggle it all? Help!! (9 Posts)

Is it possible to run your own biz with kids and a family to look after? My day NEVER ends! We moved back to 
London so I had to leave my previous job which I always thought was such hard work and I am now starting my 
own business. Aack! 12- 15 hour days! It’s fun and learning lots but it’s NUTS!! I feel like I never get to spend time 
with my kids. Has anyone gone this route? Will I ever get my life back?

You have to view your business as another child. You have to nurture it, love it and discipline it too. With the 
right mix it will grow into a successful individual. Personally I find a lot of the commonly used techniques for 
rearing children very useful in running a business particularly managing staff. Set your rules and be very clear 
about them, be consistent. 5 years down the line I am just beginning to reap the benefits of my business.

As the extracts above demonstrate, by selecting events to re-tell and share as an ‘experience’, 
members effectively lift these thoughts, feelings and actions up from the everyday. Thus, mothers’ 
entrepreneurial experiences are collectively maintained, supported and elaborated within the com-
munity, acquiring meaning through social exchange. Through this process, participants’ self- 
presentations as entrepreneurs and mothers are offered up for feedback providing fuel for ongoing 
identity adaptation and internal self-validation. These findings are consistent with conceptualization 
of CoPs as providing opportunities for participants to develop both personally and professionally 
(Lave and Wenger 1991).

It is important to note one distinctive interviewee who by contrast revealed a strong desire to 
distance herself from what she perceived to be negative associations of female entrepreneurship 
and the Mumsnet context. For her, Mumsnet.com was simply a means to an end, a networking 
platform she used versus a community with which she identified. This entrepreneur readily referred 
to other entrepreneuring women who she considered to be just playing at business and considered 
the mumpreneurship label ‘horrific’. In her responses, she continuously emphasized the respect and 
seniority she had enjoyed (and the resources she had at her disposal) in her previous business career, 
suggesting that maternal role identity is not always more self-salient for women pursuing an 
entrepreneurial path post childbirth.
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Belonging
Mumsnet’s Workest provided a strong indication of the sense of affinity that exists among 
entrepreneuring mothers. Despite most delegates attending alone, the informal and welcoming 
atmosphere made every break in the schedule an opportunity to chat to the person in the next 
chair. The researchers observed and participated in many such micro-exchanges during which, 
within minutes, the participants had exchanged life stories and career aspirations and had 
discussed the challenges associated with ‘juggling’ work and family. The convivial atmosphere of 
the event and its association with the Mumsnet online community seemed to mitigate any 
pressure the participants may have felt to hide or disguise their mother role-identities, providing 
a relatively ‘safe space’ in which their voices could be heard, their experiences legitimized, and 
their concerns and insecurities expressed without fear of judgement. Statements such as ‘mud-
dling through is an underrated skill’, ‘no one is exempt from working mother guilt’, and ‘you are 
only ever as happy as your unhappiest child’ stood out from the preliminary panel discussion. 
A successful media executive had shared her experience of missing her son’s first Harvest Festival 
concert due to an important business meeting – something she had been unable to forget despite 
having no recollection at all of the meeting itself. The panellists agreed unanimously that talking 
about these feelings helped relieve the guilt because, ‘knowing that it’s not just you that feels this 
way is important’.

Supporting evidence that entrepreneuring mothers experience a sense of affinity through com-
munity engagement emerged from the follow-up interviews. For example, IV5 explained how she 
had set up a successful Facebook community for her clients, while another former blogger turned 
online retailer had developed an extensive online network from which she derived both practical 
and emotional support.

It just means so much when somebody extends their hand to say, I found it hard too. It’s not [just] about saying 
I hope you are ok . . . We have a group of twelve of us [fellow entrepreneurs], and we are helping each other 
whenever we can; from moral support, to sitting down and listening, and sharing . . . [We help each other] 
working out how we exist, and how we grow and we are all in the same boat. (IV2 Workfest speaker: Online 
Retailer)

Similarly, the online exchanges were also characterized by spontaneity, openness, generosity, and 
reciprocity, which seemed to help sustain a sense of belonging and commitment to the community. 
One post, entitled AIBU1 [Am I Being Unreasonable] to be upset by a friend’s reaction to my business 
idea? exemplified the nature of the emotional support offered to members by virtual strangers 
connected by shared experiences. In the original post, one member had expressed her disappoint-
ment after a ‘professionally successful’ friend had made disparaging comments. Twenty-nine replies 
had been posted within 10 hours, many offering support through shared experiences and feelings. 
Some responses from those with direct experience of running their own businesses had also 
emphasized the importance of developing resilience.

Hard to say. It could be a case of her being the ‘successful’ one in your friendship and you might be upsetting the 
balance . . . but yeah, you need to toughen up a bit. I’m sure you’ll hear worse if you do start up. I started my own 
business late last year from home, now looking to move into commercial premises and it’s amazing how many 
people you’d think would be supportive offer a negative opinion (thanks mum!). I just smile sweetly, tell them 
my business plan stacks up, and cut the conversation there. (CleanLinesSharpEdges Tue 13 January 2015 
12:46:54)

Other posts implicitly and explicitly (as below) revealed the extent to which the mumnset context 
supported more honest and open self-disclosure as aspects of the mother role identity did not need 
to be ‘hidden’ as they might be in traditional business contexts.

Wow, thanks, loads of info and ideas . . . Will have a look at them amidst nit-combing . . . Grr. The kind of thing 
I definitely cannot mention on a ‘proper’ business forum! (breadandbutterfly Sun 12 June 2011 12:58:15)
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Discussion

In following the social perspective on entrepreneurship (Anderson, Drakopoulou Dodd, and Jack 
2012) and viewing entrepreneurship as a community-based phenomenon (Anderson and Gaddefors 
2016), in this study we set out to understand how entrepreneuring mothers create and maintain 
community connections that may facilitate development of entrepreneurial competencies, support 
identity adaptation and potentially reconcile role tension using on and offline engagement plat-
forms hosted by Mumsnet.com. Figure 2 illustrates our conceptual framework, in which the ontolo-
gically derived process of entrepreneuring: building, being and belonging are depicted as interrelated 
and overlapping dimensions of community engagement that enable women to develop a repertoire 
of shared tools and resources to enhance entrepreneurial practice by sharing their lived experiences 
of combining parenthood and business ownership, i.e. relational practices.

Mumsnet’s business-themed talk topics provide a rich, yet readily accessible source of informa-
tion and advice for women entrepreneurs, especially relevant for early-stage business development 
(building). Increasingly, as advice is sought and offered and interwoven with more personal stories 
and aspirations, a sense of affinity and consciousness of kind develops that underpins an ongoing 
commitment to the community (belonging). This, in turn, creates reciprocal trust and conditions 
conducive to authentic self-disclosure, providing a space in which a synthesizing self-narrative may 
be collectively and discursively developed (being), potentially enhancing mothers’ perceptions of 
entrepreneurial self-efficacy through exposure to relatable online others successfully pursuing an 
entrepreneurial path (Austin and Nauta 2016; Rocha and Van Praag 2020). We observed how mothers 
felt more confident discussing business aspirations with fellow mothers in a familiar context 
characterized by shared and well-understood norms and etiquette, showcasing the communal 
nature of entrepreneurship emergence (Anderson and Gaddefors 2016). By contrast, a perceived 
lack-of fit in traditional business networking contexts presents a barrier to entry, especially for early- 
stage or aspiring entrepreneurs (Ozkazanc-Pan 2014; Ozkazanc-Pan and Muntean 2018; Harrison, 
Leitch, and McAdam 2020). Mumsnet foregrounds the mother role-identity by default, facilitating 
self-disclosure and contributing to its participants’ sense of a consciousness of kind, reciprocal trust 
and a ‘safe space’ in which to share experiences.

Figure 2. Three circle model of the communal practices of entrepreneuring mothers.
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We propose that Mumsnet, as host, enables a community of practice of entrepreneuring mothers 
that is distinguished by connections distributed across both on and offline contexts. Whilst the form 
and function of the CoP are shaped by the key characteristics of the host and the particular 
engagement platform (discussed below), it is not constrained by the boundaries of a single web 
domain nor does depend on a single technological ‘solution’. Interviews with entrepreneuring 
mothers revealed how spin-offs or sub-groups continually form and disperse or migrate from one 
platform to another in order to better serve specific needs. While this results in a notion of cohort 
that is more ephemeral than that initially proposed by Wenger (2009), the mothers in our study 
nevertheless share common learning needs and experience a strong sense of belonging and 
commitment to the community even if they only contributed to online discussions sporadically. Of 
course, all networks may provide useful contacts and support the development of social capital 
(Anderson, Park, and Jack 2007; Jack, Dodd, and Anderson 2008; McKeever, Anderson, and Jack 
2014), but this does not necessarily make them CoPs. In a traditional business network, participation 
is predicated on the utility of contacts and the expectation of reciprocal exchange of value (Jack, 
Dodd, and Anderson 2008). By contrast, members of a CoPs engage in co-creation of shared 
resources presenting opportunities both for professional development and personal growth.

Our analysis shows how the community connections (Jack, Dodd, and Anderson 2008) estab-
lished by entrepreneuring mothers both fulfils and exceeds the functional requirements of a CoP 
proposed by Wenger (2009). Mumsnet.com hosted interactions enable the development of an 
extensive shared repertoire of resources and tools that may be drawn upon to enhance entrepre-
neurial practice and facilitate member perceptions of belonging and legitimacy (De Clercq and 
Voronov 2009; Anderson and Gaddefors 2016) – that is a particular challenge for entrepreneuring 
mothers. In more recent developments of CoP theory, there is greater emphasis on how identity is 
formed across practices and not just within practices (Omidvar and Kislov 2014). Our analysis reveals 
how participation in a diverse and distributed CoP supports development of individuals’ knowledge-
ability or capacity to know something about a wide range of practices without necessarily being able 
to claim competence in a specific niche. Through our analysis of this particular CoP of entrepreneur-
ing mothers, we have shown how individuals benefit from a wide range of practical resources and 
emotional support to rapidly upskill, pivot, plug gaps in knowledge and identify collaborative 
partners to support them in their pursuit of entrepreneurial goals. We thus contribute to under-
standing of how individuals modulate their relationships with complex and overlapping landscapes 
of practice that characterize the field of entrepreneurship in general but are further complicated for 
individuals positioned as contradictory to the ‘natural order’ (De Beauvoir 1949; Butler 1990; 
Anderson and Warren 2011; Ozkazanc-Pan 2014; Ozkazanc-Pan and Muntean 2018; Stead 2017).

In relation to the ongoing identity adaptation of entrepreneuring mothers, a strong sense of 
affinity and reciprocal trust, enhanced by the context of a ‘safe space in which to share’, 
underpins continued commitment to this particular CoP and facilitates ongoing identity adap-
tation. We observed evidence of shared purpose amongst entrepreneuring mothers, despite the 
pursuit of highly individualized business goals and diverse personal circumstances. Indeed, 
Anderson and Gaddefors (2016) proposed that communities can be the centres of shared 
meanings, and the community participants need to learn and share some of these meanings 
and practices in order to achieve belonging to this community. In articulating and sharing their 
entrepreneurial experiences, women in effect co-create a discursive repertoire that fuels the 
shared identity work of this specific entrepreneurial community. Importantly, we observed how 
interactions in on and offline engagement platforms are replete with gender role-identity cues, 
with the mother role identity central to members’ self-presentations. We thus argue that 
members are better equipped to ameliorate role tension in such focused communities, whist 
in contrast, gender role-identities are often suppressed in more traditional business networking 
contexts due to pervasive masculinized entrepreneurial ideals.
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Brown, Stacey, and Nandhakumar (2008) argue that narrating plays an important role in the 
sensemaking process, particularly during challenging life transitions. We propose that mumsnet. 
com serves as a co-experience platform that facilitates self-narrative experimentation and devel-
opment. As women reflect on and hold up selected experience to share with others, they are able 
to validate diverse experiences of juggling entrepreneurship and motherhood (being an entre-
preneur) supporting the development of the self-belief and psychological resilience required to 
start up and succeed on an entrepreneurial career path. Entrepreneuring mothers experience 
identity dissonance as they attempt to reconcile role performances in the often-incompatible 
domains of business ownership and parenthood. Given the stark differences between the con-
ventional context or ‘stage’ on which business and domestic life is performed, identity gaps are 
exaggerated and inevitable (Jung and Hecht 2004; Hecht, Jackson, and Ribeau 2003). 
Performance continuity becomes an issue whenever home and work collide – a constant chal-
lenge for home-based enterprises. Tensions may emerge in as the demands of a growing busi-
ness necessitate the reallocation of domestic responsibilities perpetuating internal narratives of 
guilt and self-doubt are perpetuated. We propose that participating in a CoP alleviates (even if 
only temporarily) these perceived identity gaps, thus reducing the cognitive load and emotional 
strain associated with maintaining a consistent self ‘performance’ or, as Swail and Marlow (2018) 
suggested, the guilt women find themselves dealing with for attenuating the feminine and 
accentuating the masculine. As women reflect on and articulate the actions, thoughts, and 
feelings they share with others online, they present their experiences in more relatable ways – 
potentially reflecting back the power of the online ‘others’ they encounter in a community 
context (Lopez 2009).

Further, our analysis suggests a number of ways in which key characteristics of the host and 
the online environment might enhance some of the benefits women seek and derive from 
engagement in this distinctive CoP. As expected, the use of anonymous mumsnet ‘tags’ did 
appear to contribute to a degree of disinhibition online, potentially facilitating self-disclosure 
and also stimulating some very candid feedback on the shared experiences. The care with which 
both novice and more experienced contributors communicate their credentials and embed 
identity cues within their requests and responses is evident; the asynchronous communication 
context provides far more control over self-performances that in turn might be expected to 
enhance key processes of identity negotiation through social exchange. The extensive work on 
computer-mediated communication conducted by Walther (1993, 1996) illuminates some of the 
positive biases in play that may lead to idealized perceptions of online interaction partners and 
of their potential influence. When non-verbal communication cues are limited, those that are 
present (similar work frustrations and home circumstances or shared passions) may assume 
special significance. In addition, a strong sense of group affiliation (with the Mumsnet commu-
nity) may enhance self-categorization tendencies and lead to the online others being perceived 
as more similar and exerting greater influence (Phillips and Broderick 2014). Taken together, this 
may normalize entrepreneurship for parents, challenge gender stereotypes about what consti-
tutes appropriate work for mothers, and nurture perceptions of entrepreneurial self-efficacy.

Taken together, these largely technological affordances of this specific CoP appear to play a big 
part in creating a safe space for authentic disclosure and in which readily accessible emotional 
support and empathy is on offer at any time of day or night. We have shown that Mumsnet’s ‘nest of 
vipers’ provides support, challenging debate, inspiration, and encouragement but also tough love or 
a reality check when needed. Among the ‘witty banter’, a powerful emancipatory discourse emerges 
around the lightning rod label of ‘mumpreneurship’, as exemplified by the discussion thread AIBU 
[Am I Being Unreasonable] to want to stab someone whenever I hear the word mumpreneur. These 
discussions challenge the acceptance of gendered divisions of labour (what a woman’s work is or 
should be) and negative judgements of female entrepreneurial endeavours; the implication being 
that women cannot do ‘proper entrepreneurship’. Instead, our findings corroborate the argument 
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that mothers derive inherent satisfaction from creatively merging work and family (Brush, De Bruin, 
and Welter 2009; Ekinsmyth 2013) and finding values-congruent ways of conducting business 
(Jennings and Brush 2013).

Conclusion

This article was inspired by the totality of the work of Professor Alistair Anderson, who argued for 
social perspective on entrepreneurship and developed several seminal works that called for better 
accommodation of social interactions and appreciation of context in studies of entrepreneurship. 
This article focused on a specific group of entrepreneurial actors – women, who are also mothers – 
and their practice of entrepreneuring which they develop by seeking, receiving and giving help via 
a social networking site- mumsnet.com. In this paper, we show how entrepreneuring mothers create 
and maintain community connections with important others in an online environment that facilitate 
the development of entrepreneurial competencies, support identity adaptation and potentially 
reconcile role tension. Our article examined the characteristics of the community engagements 
facilitated by Mumsnet and shows how entrepreneuring mothers’ community engagement through 
interaction in the discussion fora responding to specific information seeking, as well as advice and 
emotional support giving may in fact support the development of a range of entrepreneurial 
competencies through facilitation of shared lived experiences of combining parenthood and busi-
ness ownership, and thereby showcasing the relational nature of the entrepreneurial practices that 
emerge from within the community. Our central theoretical contribution is the three dimensions of 
entrepreneurial community engagement that underpin this process: building (productive network-
ing and information exchange), belonging (support and social anchorage) and being (identity 
adaptation and self-narrative co-creation). Whilst in most CoPs, the cohort is united in pursuit of 
common business goals, mumsnet represents a context, where both business and identity goals are 
highly individualized, yet nevertheless a sense of togetherness in adversity emerges for members as 
women share their attempts to reconcile their role performances in competing and sometimes 
incompatible domains of motherhood and entrepreneurship.

We make two theoretical contributions in this article. Our first contribution is to the literature that 
views entrepreneurship as a practice originating in communities (Anderson and Gaddefors 2016) and 
its relational and social origins (Anderson, Drakopoulou Dodd, and Jack 2012), as we reveal a novel 
empirical setting of social media platforms which offers opportunities for women to collectively 
make sense, interpret and navigate the identity transitions and transformations that also merge the 
practices of parenthood and entrepreneurship. Our proposed conceptual model of three overlap-
ping domains of community engagement where entrepreneuring emerges: Building, Being and 
Belonging make identity transformations more explicit, as we were able to observe how women 
articulate and share their entrepreneurial experiences, and in effect co-create a discursive repertoire 
to help engage in the shared identity work of this specific entrepreneurial community. As mothers 
engage in productive networking and make sense of their work and family lives collaboratively with 
other members of the CoP, women enhance their entrepreneurial competencies whilst building 
a sense of belonging and entrepreneurial identity. This contribution is an important addition to the 
stream of works on the social science perspective in entrepreneurship and seeing entrepreneurship 
as a relational and situational practice (Anderson, Drakopoulou Dodd, and Jack 2012). Our second 
contribution is to the literature on entrepreneurial identity (Ladge, Clair, and Greenberg 2012; Stryker 
and Burke 2000; Watson 2009), whereby we underscore the patterns of engagement in an online 
community that entrepreneuring mothers activate during their ongoing identity adaptation. 
Specifically, in the article, we showcase the specific characteristics of the community host and of 
the supporting technology that combine to alleviate possible identity dissonance and help facilitate 
self-disclosure to seemingly similar others with whom people build relationships online.
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Therefore, our research underscores the significance of community at the heart of the entrepre-
neurial process (Anderson and Gaddefors 2016) and extends our understanding of CoPs incorporat-
ing but not being constrained to online platforms. Our study illuminates that women (and men) may 
reap the benefits of participation in CoPs at all stages of their venture development, but perhaps 
particularly when their entrepreneurial endeavour is motivated by self-actualization, identity dis-
sonance-reduction or a quest for more intrinsically satisfying, meaningful or value-congruent work. 
We have identified some of the properties of Mumsnet (solidarity, feminism, mother role identity) 
and its supporting technology (online disinhibition and potential for hyper-personal communication 
and perceptions of similarity with others) that create conditions conducive to authentic self- 
disclosure and may serve to alleviate identity gaps. We have shown how a productive network can 
also be a vital source of social anchorage, support, and empowerment – when women authentically 
share lived experiences (i.e. emotions, fears, hopes, dreams, and life stories). Further, we have 
explained how certain characteristics of the online medium may enhance the positive influence of in- 
group role models encountered online and inoculate against gender stereotypes, thus enhancing 
members’ sense of a ‘safe space’ in which their diverse experiences of juggling entrepreneurship and 
motherhood may be validated and legitimacy may be collectively conferred.

This research contributes more broadly to our understanding of alternative modes of entrepre-
neurial organizing and may offer some explanatory power in other contexts, such as the lifestyle 
oriented or pro-social enterprises that are also often associated with ‘smallness’. As such, future 
research could explore whether our proposed conceptualization of CoP engagement has explana-
tory power in other passion-driven, value-based and self-actualizing entrepreneurship contexts, for 
example, craft and creative businesses, lifestyle entrepreneurship and social enterprise.

Note

1. The popular Mumsnet acronym AIBU [Am I Being Unreasonable] is used by members to compare interpretations 
of reported experiences and events.

Disclosure statement

No potential conflict of interest was reported by the author(s).

ORCID

Natalia Vershinina http://orcid.org/0000-0002-7281-1043
Nichola Phillips http://orcid.org/0000-0002-9723-8327
Maura McAdam http://orcid.org/0000-0003-2203-5485

References

About Us – Mumsnet. (2017). Retrieved from http://www.mumsnet.com/info/aboutus 
Ahl, H., and S. Marlow. 2012. “Exploring the Dynamics of Gender, Feminism and Entrepreneurship: Advancing Debate to 

Escape a Dead End?” Organization 19 (5): 543–562. doi:10.1177/1350508412448695.
Ahl, H., and S. Marlow. 2021. “Exploring the False Promise of Entrepreneurship through a Postfeminist Critique of the 

Enterprise Policy Discourse in Sweden and the UK.” Human Relations 74 (1): 41–68. doi:10.1177/0018726719848480.
Aldrich, H. E., and J. E. Cliff. 2003. “The Pervasive Effects of Family on Entrepreneurship: Toward a Family Embeddedness 

Perspective.” Journal of Business Venturing 18 (5): 573–596. doi:10.1016/S0883-9026(03)00011-9.
Alvarez, S.A., and L.W. Busenitz. 2001. “The Entrepreneurship of Resource-based Theory.” Journal of Management 27 (6): 

755–775. doi:10.1177/014920630102700609.
Anderson, A., J. Park, and S. Jack. 2007. “Entrepreneurial Social Capital: Conceptualizing Social Capital in New high-tech 

Firms.” International Small Business Journal 25 (3): 245–272. doi:10.1177/0266242607076526.
Anderson, A. R., and L. Warren. 2011. “The Entrepreneur as Hero and Jester: Enacting the Entrepreneurial Discourse.” 

International Small Business Journal 29 (6): 589–609. doi:10.1177/0266242611416417.

ENTREPRENEURSHIP & REGIONAL DEVELOPMENT 19

http://www.mumsnet.com/info/aboutus
https://doi.org/10.1177/1350508412448695
https://doi.org/10.1177/0018726719848480
https://doi.org/10.1016/S0883-9026(03)00011-9
https://doi.org/10.1177/014920630102700609
https://doi.org/10.1177/0266242607076526
https://doi.org/10.1177/0266242611416417


Anderson, A.R., S. Drakopoulou Dodd, and S.L. Jack. 2012. “Entrepreneurship as Connecting: Some Implications for 
Theorising and Practice.” Management Decision 50 (5): 958–971. doi:10.1108/00251741211227708.

Anderson, A. R., and J. Gaddefors. 2016. “Entrepreneurship as a Community Phenomenon; Reconnecting Meanings and 
Place.” International Journal of Entrepreneurship and Small Business 28 (4): 504–518. doi:10.1504/IJESB.2016.077576.

Arnould, E. J., and M. Wallendorf. 1994. “Market-oriented Ethnography: Interpretation Building and Marketing Strategy 
Formulation.” Journal of Marketing Research 31 (4): 484–504. doi:10.1177/002224379403100404.

Austin, M J., and Mm. Nauta. 2016. “Entrepreneurial Role-Model Exposure, Self-Efficacy, and Women’s Entrepreneurial 
Intentions.” Journal of Career Development 43 (3): 260–272.

Baldauf, H., C. Develotte, and M. Ollagnier-Beldame. 2017. “The Effects of Social Media on the Dynamics of Identity: 
Discourse, Interaction and Digital Traces.” Alsic. Apprentissage Des Langues Et Systèmes d’Information Et de 
Communication 20 (1). https://journals.openedition.org/alsic/3004#quotation 

Bareket-Bojmel, L., S. Moran, and G. Shahar. 2016. “Strategic self-presentation on Facebook: Personal Motives and 
Audience Response to Online Behavior.” Computers in Human Behavior 55: 788–795. doi:10.1016/j.chb.2015.10.033.

Bargh, J.A., and K.Y. McKenna. 2004. “The Internet and Social Life.” Annu. Rev. Psychol 55 (1): 573–590. doi:10.1146/ 
annurev.psych.55.090902.141922.

Barrett, G. 2014. “Deconstructing Community.” Sociologia Ruralis 55 (2): 182–204. doi:10.1111/soru.12057.
Battarbee, K., and I. Koskinen. 2005. “Co-experience: User Experience as Interaction.” CoDesign 1 (1): 5–18. doi:10.1080/ 

15710880412331289917.
Braun, V., and V. Clarke. 2006. “Using Thematic Analysis in Psychology.” Qualitative Research in Psychology 3 (2): 77–101. 

doi:10.1191/1478088706qp063oa.
Brown, A. D., P. Stacey, and J. Nandhakumar. 2008. “Making Sense of Sensemaking Narratives.” Human Relations 61 (8): 

1035–1062. doi:10.1177/0018726708094858.
Bruni, A., S. Gherardi, and B. Poggio. 2004. “Entrepreneur-mentality, Gender and the Study of Women Entrepreneurs.” 

Journal of Organizational Change Management 17 (3): 256–268. doi:10.1108/09534810410538315.
Brush, C. G., A. De Bruin, and F. Welter. 2009. “A gender-aware Framework for Women’s Entrepreneurship.” International 

Journal of Gender and Entrepreneurship 1 (1): 8–24. doi:10.1108/17566260910942318.
Bryman, A., and E. Bell. 2015. Business Research Methods. USA: Oxford University Press.
Burke, P. J., and J. E. Stets. 2009. Identity Theory. New York: Oxford University Press.
Butler, J. 1990. Gender Trouble: Feminism and the Subversion of Identity. London: Routledge.
Bygrave, W.D., and W D. Bygrave. 1989. “The Entrepreneurship Paradigm (1): A Philosophical Look at Its Research 

Methodologies.” Entrepreneurship Theory and Practice 14 (1): 7–26. doi:10.1177/104225878901400102.
Chasserio, S., P. Pailot, and C. Poroli. 2014. “When Entrepreneurial Identity Meets Multiple Social Identities: Interplays 

and Identity Work of Women Entrepreneurs.” International Journal of Entrepreneurial Behavior & Research 20 (2): 128– 
154. doi:10.1108/IJEBR-11-2011-0157.

Chell, E. 2000. “Towards Researching The''Opportunistic Entrepreneur'': A Social Constructionist Approach and Research 
Agenda.” European Journal of Work and Organizational Psychology 9 (1): 63–80.

Chia, R. 1996. “Teaching Paradigm Shifting in Management Education: University Business Schools and the 
Entrepreneurial Imagination.” Journal of Management Studies 33 (4): 409–428. doi:10.1111/j.1467-6486.1996. 
tb00162.x.

Cohen, A. P. 2013. Symbolic Construction of Community. London: Routledge.
Collinson, D. L., and J. Hearn. 1996. “Breaking the Silence: On Men, Masculinities and Managements.” In Men as 

Managers, Managers as Men: Critical Perspectives on Men, Masculinities and Managements, edited by D. L. Collinson 
and J. Hearn, 1–24, London: Sage Publications.

Connell, R. W. 1995. Masculinities. Berkeley: University of California Press.
Cresswell, T. 2013. Place: A Short Introduction. Malden, USA: John Wiley & Sons.
De Beauvoir, S . (1949). The Second Sex, translated byC. Borde and S. Malovany-Chevallier. New York: Vintage
De Clercq, D., and M. Voronov. 2009. “Toward a Practice Perspective of Entrepreneurship Entrepreneurial Legitimacy as 

Habitus.” International Small Business Journal 7 (4): 395–419. doi:10.1177/0266242609334971.
Diochon, M., and A.R. Anderson. 2011. “Ambivalence and Ambiguity in Social Enterprise; Narratives about Values in 

Reconciling Purpose and Practices.” International Entrepreneurship and Management Journal 7 (1): 93–109. 
doi:10.1007/s11365-010-0161-0.

Dodd, S.D., and A.R. Anderson. 2007. “Mumpsimus and the Mything of the Individualistic Entrepreneur.” International 
Small Business Journal 25 (4): 341–360. doi:10.1177/0266242607078561.

Duberley, J., and M. Carrigan. 2012. “The Career Identities of ‘Mumpreneurs’: Women’s Experiences of Combining 
Enterprise and Motherhood.” International Small Business Journal 0266242611435182.

Duberley, J, and M Carrigan. 2013. “The Career Identities of ‘Mumpreneurs’: Women’s Experiences of Combining 
Enterprise and Motherhood.” International Small Business Journal 31 (6): 629–651.

Eckert, P., and S. McConnell-Ginet. 1992. “Think Practically and Look Locally: Language and Gender as Community-based 
Practice.” Annual Review of Anthropology 21 (1): 461–469. doi:10.1146/annurev.an.21.100192.002333.

Eddleston, K. A., and G. N. Powell. 2012. “Nurturing Entrepreneurs’ Work–Family Balance: A Gendered Perspective.” 
Entrepreneurship Theory and Practice 36 (3): 513–541. doi:10.1111/j.1540-6520.2012.00506.x.

20 N. VERSHININA ET AL.

https://doi.org/10.1108/00251741211227708
https://doi.org/10.1504/IJESB.2016.077576
https://doi.org/10.1177/002224379403100404
https://journals.openedition.org/alsic/3004#quotation
https://doi.org/10.1016/j.chb.2015.10.033
https://doi.org/10.1146/annurev.psych.55.090902.141922
https://doi.org/10.1146/annurev.psych.55.090902.141922
https://doi.org/10.1111/soru.12057
https://doi.org/10.1080/15710880412331289917
https://doi.org/10.1080/15710880412331289917
https://doi.org/10.1191/1478088706qp063oa
https://doi.org/10.1177/0018726708094858
https://doi.org/10.1108/09534810410538315
https://doi.org/10.1108/17566260910942318
https://doi.org/10.1177/104225878901400102
https://doi.org/10.1108/IJEBR-11-2011-0157
https://doi.org/10.1111/j.1467-6486.1996.tb00162.x
https://doi.org/10.1111/j.1467-6486.1996.tb00162.x
https://doi.org/10.1177/0266242609334971
https://doi.org/10.1007/s11365-010-0161-0
https://doi.org/10.1177/0266242607078561
https://doi.org/10.1146/annurev.an.21.100192.002333
https://doi.org/10.1111/j.1540-6520.2012.00506.x


Eikhof, D. R., J. Summers, and S. Carter. 2013. ““Women Doing Their Own Thing”: Media Representations of Female 
Entrepreneurship.” International Journal of Entrepreneurial Behaviour & Research. 19(5): 547-564.

Ekinsmyth, C. 2011. “Challenging the Boundaries of Entrepreneurship: The Spatialities and Practices of UK 
‘Mumpreneurs’.” Geoforum 42 (1): 104–114. doi:10.1016/j.geoforum.2010.10.005.

Ekinsmyth, C. 2013. “Managing the Business of Everyday Life: The Roles of Space and Place in “Mumpreneurship”.” 
International Journal of Entrepreneurial Behaviour & Research 19 (5): 525–546. doi:10.1108/IJEBR-10-2011-0139.

Essers, C, and Y Benschop. 2007. “Enterprising Identities: Female Entrepreneurs of Moroccan or Turkish Origin in the 
Netherlands.” Organization Studies 28 (1): 49–69.

Fiske, S.T. 1989. “Examining the Role of Intent: Toward Understanding Its Role in Stereotyping and Prejudice.” 
Unintended Thought 253: 253–283.

Gaddefors, J., and A. R. Anderson. 2017. “Entrepreneursheep and Context: When Entrepreneurship Is Greater than 
Entrepreneurs.” International Journal of Entrepreneurial Behavior & Research 23 (2): 267–278. doi:10.1108/IJEBR-01- 
2016-0040.

García, M. C. D., and F. Welter. 2013. “Gender Identities and Practices: Interpreting Women Entrepreneurs’ Narratives.” 
International Small Business Journal 31 (4): 384–404. doi:10.1177/0266242611422829.

Gartner, W. 1988. “‘Who Is an Entrepreneur?’ Is the Wrong Question.” American Journal of Small Business 12 (1): 11–32. 
doi:10.1177/104225878801200401.

Gehman, J., V. L. Glaser, K. M. Eisenhardt, D. Gioia, A. Langley, and K. G. Corley. 2018. “Finding Theory–MEthod Fit: 
A Comparison of Three Qualitative Approaches to Theory Building.” Journal of Management Inquiry 27 (3): 284–300. 
doi:10.1177/1056492617706029.

Gherardi, S. 1995. Gender, Symbolism and Organizational Culture. London: Sage.
Giazitzoglu, A., and S. Down. 2017. “Performing Entrepreneurial Masculinity: An Ethnographic Account.” International 

Small Business Journal 35 (1): 40–60. doi:10.1177/0266242615599244.
Giddens, A. 1991. Modernity and Self-Identity: Self and Society in the Late Modern Age. Cambridge: Polity Press.
Goffman, E. 1976. “Gender Display.” In Gender Advertisements, 1–9. London: Palgrave.
Goffman, Erving. 1976. “Gender Display.” Studies in Visual Communication 3 (2): 69–77..
Harrison, R.T., C.M. Leitch, and M. McAdam. 2020. “Woman’s Entrepreneurship as a Gendered Niche: The Implications for 

Regional Development Policy.” Journal of Economic Geography 20 (4): 1041–1067. doi:10.1093/jeg/lbz035.
Hecht, M. L., R. L. Jackson, and S. A. Ribeau. 2003. African American Communication: Exploring Identity and Culture. 

Mahwah, NJ: Erlbaum.
Hennekam, S. 2016. “Identity Transition during Pregnancy: The Importance of Role Models.” Human Relations 69 (9): 

1765–1790. doi:10.1177/0018726716631402.
Hill, F. M., C. M. Leitch, and R. T. Harrison. 2006. “‘Desperately Seeking Finance?’ The Demand for Finance by women- 

owned and -led Businesses.” Venture Capital 8 (2): 159–182. doi:10.1080/13691060600555347.
Hjorth, D. (2001). “Rewriting Entrepreneurship Enterprise Discourse and Entrepreneurship in the Case of Re-organising 

ES”, PhD thesis, Vaxjo University Press.
Hoang, H., and J. Gimeno. 2010. “Becoming a Founder: How Founder Role Identity Affects Entrepreneurial Transitions 

and Persistence in Founding.” Journal of Business Venturing 25 (1): 41–53. doi:10.1016/j.jbusvent.2008.07.002.
Ibarra, H., and R. Barbulescu. 2010. “Identity as Narrative: Prevalence, Effectiveness, and Consequences of Narrative 

Identity Work in Macro Work Role Transitions.” Academy of Management Review 35 (1): 135–154.
Jack, S., S. D. Dodd, and A. R. Anderson. 2008. “Change and the Development of Entrepreneurial Networks over Time: 

A Processual Perspective.” Entrepreneurship and Regional Development 20 (2): 125–159. doi:10.1080/ 
08985620701645027.

Jennings, J. E., and C. G. Brush. 2013. “Research on Women Entrepreneurs: Challenges to (And From) the Broader 
Entrepreneurship Literature?” The Academy of Management Annals 7 (1): 663–715. doi:10.5465/ 
19416520.2013.782190.

Johannisson, B. 1988. “Business Formation: A Network Approach.” Scandinavian Journal of Management 49 (3–4): 83–99. 
doi:10.1016/0956-5221(88)90002-4.

Jorgenssen, Dl. 1989. Participant Observation: A Methodlogy for Human Studies. Newbury Park, CA: Sage.
Jung, E., and M. L. Hecht. 2004. “Elaborating the Communication Theory of Identity: Identity Gaps and Communication 

Outcomes.” Communication Quarterly 52 (3): 265–283. doi:10.1080/01463370409370197.
Keltner, D. 1995. “Signs of Appeasement: Evidence for the Distinct Displays of Embarrassment, Amusement, and 

Shame.” Journal of Personality and Social Psychology 68 (3): 441. doi:10.1037/0022-3514.68.3.441.
Kessler, S.J., and W. McKenna. 1978. Gender: An Ethnomethodological Approach. Chicago, IL: University of Chicago Press.
Kozinets, R. V. 2002. “The Field behind the Screen: Using Netnography for Marketing Research in Online Communities.” 

Journal of Marketing Research 39 (1): 61–72. doi:10.1509/jmkr.39.1.61.18935.
Kozinets, R. V. 2019. Netnography: The Essential Guide to Qualitative Social Media Research. London: SAGE Publications 

Limited.
Ladge, J. J., J. A. Clair, and D. Greenberg. 2012. “Cross-domain Identity Transition during Liminal Periods: Constructing 

Multiple Selves as Professional and Mother during Pregnancy.” Academy of Management Journal 55 (6): 1449–1471. 
doi:10.5465/amj.2010.0538.

ENTREPRENEURSHIP & REGIONAL DEVELOPMENT 21

https://doi.org/10.1016/j.geoforum.2010.10.005
https://doi.org/10.1108/IJEBR-10-2011-0139
https://doi.org/10.1108/IJEBR-01-2016-0040
https://doi.org/10.1108/IJEBR-01-2016-0040
https://doi.org/10.1177/0266242611422829
https://doi.org/10.1177/104225878801200401
https://doi.org/10.1177/1056492617706029
https://doi.org/10.1177/0266242615599244
https://doi.org/10.1093/jeg/lbz035
https://doi.org/10.1177/0018726716631402
https://doi.org/10.1080/13691060600555347
https://doi.org/10.1016/j.jbusvent.2008.07.002
https://doi.org/10.1080/08985620701645027
https://doi.org/10.1080/08985620701645027
https://doi.org/10.5465/19416520.2013.782190
https://doi.org/10.5465/19416520.2013.782190
https://doi.org/10.1016/0956-5221(88)90002-4
https://doi.org/10.1080/01463370409370197
https://doi.org/10.1037/0022-3514.68.3.441
https://doi.org/10.1509/jmkr.39.1.61.18935
https://doi.org/10.5465/amj.2010.0538


Lave, J., and E. Wenger. 1991. Situated Learning: Legitimate Peripheral Participation. Vol. 521423740. Cambridge: 
Cambridge University Press.

Lesser, E.L., and J. Storck. 2001. “Communities of Practice and Organizational Performance.” IBM Systems Journal 40 (4): 
831–841. doi:10.1147/sj.404.0831.

Licoppe, C., and J. P. Heurtin. 2001. “Managing One’s Availability to Telephone Communication through Mobile Phones: 
A French Case Study of the Development Dynamics of Mobile Phone Use.” Personal and Ubiquitous Computing 5 (2): 
99–108. doi:10.1007/s007790170013.

Lopez, L. K. 2009. “The Radical Act of ‘Mommy Blogging’: Redefining Motherhood through the Blogosphere.” New Media 
& Society 11 (5): 729–747. doi:10.1177/1461444809105349.

Markey, S., G. Halseth, and D. Manson. 2010. “Capacity, Scale and Place: Pragmatic Lessons for Doing Community-based 
Research in the Rural Setting.” The Canadian 54 (2): 158–176.

Marks, S. 2021. “Performing and Unperforming Entrepreneurial Success: Confessions of a Female Role Model.” Journal of 
Small Business Management 59 (5): 946–975.

Marlow, S., and M. McAdam. 2015. “Incubation or Induction? Gendered Identity Work in the Context of Technology 
Business Incubation.” Entrepreneurship Theory and Practice 39 (4): 791–816. doi:10.1111/etap.12062.

Marlow, S., and A. Martinez Dy. 2018. “Annual Review Article: Is It Time to Rethink the Gender Agenda in 
Entrepreneurship Research?” International Small Business Journal 36 (1): 3–22. doi:10.1177/0266242617738321.

McAdam, M., C. Crowley, and R. T. Harrison. 2020. “Digital Girl: Cyberfeminism and the Emancipatory Potential of Digital 
Entrepreneurship in Emerging Economies.” Small Business Economics 55 (2): 349–362. doi:10.1007/s11187-019- 
00301-2.

McKeever, E., A. Anderson, and S. Jack. 2014. “Entrepreneurship and Mutuality: Social Capital in Processes and Practices.” 
Entrepreneurship & Regional Development 26 (5–6): 453–477. doi:10.1080/08985626.2014.939536.

Meek, W. R., and M. S. Wood. 2016. “Navigating a Sea of Change: Identity Misalignment and Adaptation in Academic 
Entrepreneurship.” Entrepreneurship Theory and Practice 40 (5): 1093–1120. doi:10.1111/etap.12163.

Mumsnet. 2017. Mumsnet for Parents by Parents. [online] available from: mumsnet.com
Omidvar, O., and R. Kislov. 2014. “The Evolution of the Communities of Practice Approach: Toward Knowledgeability in 

a Landscape of practice—An Interview with Etienne Wenger-Trayner.” Journal of Management Inquiry 23 (3): 
266–275. doi:10.1177/1056492613505908.

Oseen, C. 1997. “Luce Irigaray, Sexual Difference and Theorizing Leaders and Leadership.” Gender, Work, and 
Organization 4 (3): 170–184. doi:10.1111/1468-0432.00033.

Ozkazanc-Pan, B. 2014. “Postcolonial Feminist Analysis of high-technology Entrepreneuring.” International Journal of 
Entrepreneurial Behaviour & Research 20 (2): 155–172. doi:10.1108/IJEBR-12-2011-0195.

Ozkazanc-Pan, B., and C. S. Muntean. 2018. “Networking Towards (In) Equality: Women Entrepreneurs in Technology.” 
Gender, Work, and Organization 25 (4): 379–400. doi:10.1111/gwao.12225.

Phillips, N., and A. Broderick. 2014. “Has Mumsnet Changed Me? SNS Influence on Identity Adaptation and 
Consumption.” Journal of Marketing Management 30 (9–10): 1039–1057. doi:10.1080/0267257X.2014.927899.

Radu-Lefebvre, M., V. Lefebvre, E. Crosina, and U. Hytti. 2021. “Entrepreneurial Identity: A Review and Research Agenda.” 
Entrepreneurship Theory and Practice, 45(6): 1550-1590.

Rindova, V, D Barry, and Dj. Ketchen Jr. 2009. “Entrepreneuring as Emancipation.” Academy of Management Review 34 
(3): 477–491.

Rocha, V., and M. Van Praag. 2020. “Mind the Gap: The Role of Gender in Entrepreneurial Career Choice and Social 
Influence by Founders.” Strategic Management Journal 41 (5): 841–866. doi:10.1002/smj.3135.

Spradley, J. P. 1980. Participant Observation. New York. Holt: Rinehart and Winston.
Stead, V. 2017. “Belonging and Women Entrepreneurs: Women’s Navigation of Gendered Assumptions in 

Entrepreneurial Practice.” International Small Business Journal 35 (1): 61–77. doi:10.1177/0266242615594413.
Strauss, A., and J. Corbin. 1998. Basics of Qualitative Research: Techniques and Procedures for Developing Grounded Theory. 

Thousand Oaks: Sage Publications.
Stryker, S., and P.J. Burke. 2000. “The Past, Present, and Future of an Identity Theory.” Social Psychology Quarterly 63 (4): 

284–297. doi:10.2307/2695840.
Swail, J., and S. Marlow. 2018. “‘Embrace the Masculine; Attenuate the Feminine’ – Gender, Identity Work and 

Entrepreneurial Legitimation in the Nascent Context.” Entrepreneurship & Regional Development 30 (1–2): 256–282. 
doi:10.1080/08985626.2017.1406539.

Swan, K. 2002. “Building Learning Communities in Online Courses: The Importance of Interaction.” Education, 
Communication & Information 2 (1): 23–49. doi:10.1080/1463631022000005016.

Ufuk, H., and Ö. Özgen. 2001. “Interaction between the Business and Family Lives of Women Entrepreneurs in Turkey.” 
Journal of Business Ethics 31 (2): 95–106. doi:10.1023/A:1010712023858.

Wade, G., R. Smith, and A. R. Anderson (2003). “Becoming, Being and Belonging Entrepreneurial Establishment: 
Alternative Views of the Social Construction of Entrepreneurship.” Manchester Metropolitan University Business 
School Working paper Series, 1478-8209,WP03/17

Walther, J. B. 1993. “Impression Development in Computer-mediated Interaction. Western.” Journal of Communication 
57 (4): 381–398. includes Communication Reports.

22 N. VERSHININA ET AL.

https://doi.org/10.1147/sj.404.0831
https://doi.org/10.1007/s007790170013
https://doi.org/10.1177/1461444809105349
https://doi.org/10.1111/etap.12062
https://doi.org/10.1177/0266242617738321
https://doi.org/10.1007/s11187-019-00301-2
https://doi.org/10.1007/s11187-019-00301-2
https://doi.org/10.1080/08985626.2014.939536
https://doi.org/10.1111/etap.12163
https://doi.org/10.1177/1056492613505908
https://doi.org/10.1111/1468-0432.00033
https://doi.org/10.1108/IJEBR-12-2011-0195
https://doi.org/10.1111/gwao.12225
https://doi.org/10.1080/0267257X.2014.927899
https://doi.org/10.1002/smj.3135
https://doi.org/10.1177/0266242615594413
https://doi.org/10.2307/2695840
https://doi.org/10.1080/08985626.2017.1406539
https://doi.org/10.1080/1463631022000005016
https://doi.org/10.1023/A:1010712023858


Walther, J. B. 1996. “Computer-mediated Communication Impersonal, Interpersonal, and Hyperpersonal Interaction.” 
Communication Research 23 (1): 3–43. doi:10.1177/009365096023001001.

Warren, L. 2004. “Negotiating Entrepreneurial Identity: Communities of Practice and Changing Discourses.” The 
International Journal of Entrepreneurship and Innovation 5 (1): 25–35. doi:10.5367/000000004772913764.

Watson, T. J. 2008. “Managing Identity: Identity Work, Personal Predicaments and Structural Circumstances.” 
Organization 15 (1): 121–143. doi:10.1177/1350508407084488.

Watson, T. J. 2009. “Narrative, Life Story and Manager Identity: A Case Study in Autobiographical Identity Work.” Human 
Relations 62 (3): 425–452. doi:10.1177/0018726708101044.

Weber, S., and C. Mitchell. 2008. “Imaging, Keyboarding, and Posting Identities: Young People and New Media 
Technologies.” Youth, Identity, and Digital Media 7: 25–47.

Wenger, E. 1999. Communities of Practice: Learning, Meaning, and Identity. Cambridge, UK: Cambridge University Press.
Wenger, E. C., and W. M. Snyder. 2000. “Communities of Practice: The Organizational Frontier.” Harvard Business Review 

78 (1): 139–146.
Wenger, E., R. A. McDermott, and W. Snyder. 2002. Cultivating Communities of Practice: A Guide to Managing Knowledge. 

Boston, Massachusetts, USA: Harvard Business Press.
Wenger, E. 2009. “Communities of Practice.” Communities 22 (5): 57–80.
West, C., and D.H. Zimmerman. 1987. “Doing Gender”. Gender & Society 1 (2): 125–151. doi:10.1177/0891243287001002002.

ENTREPRENEURSHIP & REGIONAL DEVELOPMENT 23

https://doi.org/10.1177/009365096023001001
https://doi.org/10.5367/000000004772913764
https://doi.org/10.1177/1350508407084488
https://doi.org/10.1177/0018726708101044
https://doi.org/10.1177/0891243287001002002

	Abstract
	Introduction
	Our theoretical framework
	Identity, entrepreneurship and motherhood
	Communities of practice – the relationship between practice, identity, belonging and meaning
	Online communities and identity adaptation
	Methodology
	Empirical setting
	Data collection
	Data analysis
	Findings
	Building
	Being
	Belonging


	Discussion
	Conclusion
	Note
	Disclosure statement
	ORCID
	References

