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Abstract

In the era of globalisation, diaspora is seen as a driving force for eco-
nomic development in the countries of origin and for positive changes
in the host countries. The Algerian diaspora represents a real opportuni-
ty and potential of entreprencurs that are not exploited. This article at-
tempts to explore the factors that encourage or hinder the entreprencurial
activities of the Algerian diaspora in its country of origin through a field
survey based on 142 entrepreneurs from the studied diaspora. To do this,
a logistic econometric modelling has been implemented to explain the en-
trepreneurial event (business creation), and the explanatory variables are
the following factors: psychological (experience, training), contextual (dis-
crimination, opportunities, and patriotism) sociological (help of relatives
and other contacts) and economic (personal resources and those of the
state). It appears that the probability of the project in Algeria is stronger
as its leader from the Algerian diaspora has a great entreprencurial po-
tential and financial means, is an opportunist and patriot, benefits from
the help of the state and knows how to activate, in case of difficulties,

their personal contacts.

Keywords

Diaspora, Algerian diaspora, entre-
preneurship, creation of business,
determinants, explanatory variables,

homeland

For citation: Haddad A., Lassoued R. (2024) Interest of the Algerian diaspora for entrepreneurship in homeland:

proposal of a model for its concretisation. Vestnik universiteta, no. 9, pp. 154-162.

© Haddad A., Lassoued R., 2024.

This is an open access article under the CC BY 4.0 license (http://creativecommons.org/licenses/by/4.0/).

154



Economics: problems, solutions and prospects

MHTepec anXUPCKOM AMacnopsl
K NpeAnpUHUMATE/IbCTBY B CTPAHE MPOMCXOMKAEHMA:

npeanoxeHne Mmogean aAnAa KOHKpeTtmusaumm

Xaapaa Aamaal

PhD, raaubIii (DUHAHCOBBIH HHCIIEKTOP

ORCID: 0009-0000-2263-9946, e-mail: haddadadila89@gmail.com

Aaccayaea Paans®
PhD, npod. kad. Gusnec-mayk

ORCID: 0009-0008-0548-213X, e-mail: ra.lassoued@hotamil. fr

"MunucrepcrBo puHaHCOB AAKupa, . Aaxup, Arxup

*Anmupekuit yansepenter bpaxuma Coarana Yaiiby, r. Aaxup, Aaxup

AHHOTauMA

B amoxy raobaamsanum Amacopa paccMaTpUBACTCHA B KA4eCTBE ABH-
JKYIIEH CHABI 9KOHOMHYECKOTO Pa3BUTHUA B CTPAHAX IIPOHCXOKACHUA
M ITO3UTHUBHBIX M3MEHCHUN B IPHHUMAIOIINX CTPaHAX. AAKHPCKas
AHMACITOPA TIPEACTABASAET COOOI PEAABHYIO BO3MOKHOCTD M IOTEHIIHAA
IIPEAIIPHHIMATEACH, KOTOPBIC HE HCIIOAB3YIOTCH. B aTOM mccaeaosa-
HUN IPEAIPUHATA HOIBITKA U3YIHTh (DAKTOPHI, KOTOPBIE IOOIIPAFOT
IIPEAITPHHUMATEABCKYFO ACATEABHOCTD AAKUPCKONH AHACIIOPEI B CTPAHE
€e IIPOUCXOKACHUA MAH IIPEIATCTBYIOT €, IIyTeM IIPOBEACHUS 0OCAE-
AOBAHHSA Ha MECTAX HA OCHOBE AAHHBIX HCCACAOBAHHA 142 1IpeArrprHu-
MaTeAeH U3 M3yIaeMOM AHACIOPEL. AAf 5TOr0 GBIAO PEAAH30BAHO AO-
IUCTUYECKOE S9KOHOMETPUYECKOE MOACAUPOBAHUE, ITOOB OOBACHUTD
IIPEAIPHHIMATEABCKOE COOBITHE (CO3AAHIE OM3HECA), 4 IIOACHUTEABHBI-
MI ITEPEMEHHBIME BBICTYIIHAN CACAYIOIIIE (DAKTOPEL: IICHXOAOTHICCKIE
(omerT, OOYYCHNE), KOHTCKCTYAABHBIN (AUCKPHUMUHALISA, BO3MOKHOCTH
M IATPUOTH3M) COIIMOAOTHYECKHE (ITOMOIIb POACTBEHHHUKOB U APYTHE
KOHTAKTBI) M 9KOHOMHYECKHE (AUYHBIC U TOCYAAPCTBEHHBIE PECYPCH).
Kak mpeacraBasieTcst, BEPOATHOCTh OCYILIECTBACHHSA IIPOCKTA B AAKH-
pe TemM DOAEE BEAHKA, YTO €I0 PYKOBOAHTEAD N3 aAKUPCKONH AHACIIOPDI
006A2A2ET OTPOMHBIM IIPEATTPHHIMATEABCKIM IOTCHIINAAOM ¥ (DIHAH-
COBBIMU CPEACTBAMH, ABASCTCH OIIIOPTYHHCTOM U HATPUOTOM, IIOAb-
3yeTCsA ITOMOIIBIO TOCYAAPCTBA U 3HAET, KAK AKTHBU3UPOBATH B CAydYae

prAHOCTeI‘/'I €r0 AMYHBIEC KOHTAKTHI.
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INTRODUCTION

In an era of globalisation, diaspora is now seen as an agent of economic development in their countries
of origin and positive changes in their host societies. They therefore play a leading role in strengthening cooper-
ation between the two origin and host societies and make positive contributions.

Several countries have seen the development of certain sectors of activity thanks to the return of their dias-
pora to their countries of origin (India, China, Taiwan, South Korea) [1]. Publications and case studies (A. Sax-
enian, J.-B. Meyer, Organisation for Economic Co-operation and Development) have examined the role of the
diaspora in different countries. [2; 3].

80% of the Algerian diaspora living in North America (United States of America and Canada) is composed
of high graduates, according to sociologist H. Khelfaoui [4]. The Network of Algerian graduates of French uni-
versities and universities and the International association of the Algerian diaspora, identified, in Europe and
particularly in France where the Algerian community is much more imposing between 300,000 and 400,000 Al-
gerian or Algerian-born executives and entrepreneurs who generate tens of billions of euros in tax revenue each
year. A priori, if this diaspora is well encouraged and accepted in their host country, it should be an asset for
the national economy.

To this end, this study is looking for ways and means to increase the participation of the private sector in the
recovery of an economy, long dependent on oil revenues. It analyses the results of a survey conducted among
the Algerian diaspora returned to their country of origin or still living abroad. The general objective of this sur-
vey is to provide details on the determinants of entrepreneurial creation of the Algerian diaspora wishing to get
involved in the development of their country of origin.

To better analyse the subject in question, we are conducting this study in order to provide an answer to the
following question: what ate the determining factors of the entreprencur of the Algerian diaspora in its coun-
try of origin, Algeria?

The present study suggests, through the models of the formation of the entrepreneurial act, the interaction
of several factors. Four dimensions can be considered of a psychological, sociocultural, economic and contextu-
al (structural) nature. Thus, let us assume the following research hypothesis.

The following determinants of the entrepreneurial act, psychological (P: experience, schooling), contextual
(C: discrimination, opportunity and patriotism), sociological (S: strong ties and weak ties) and economic (E: per-
sonal resources and state aid), significantly predict the decision to set up a business in the Algerian diaspora (Y).

To answer this question, this paper is structured as follows: first, it will explain the general framework of the
state of research on diasporic entreprencurship and the definition of the explanatory variables used. Secondly,

the study presents the research methodology, presents the results and provides a discussion.

GENERAL RESEARCH FRAMEWORK
DIASPORA AND DEVELOPMENT OF ENTREPRENEURSHIP IN THE COUNTRY OF ORIGIN

Diaspora contributions to the development of the country of origin are numerous, including the transfer
of technology, knowledge and skills, transfers of funds that help increase foreign currency reserves, investment
and entreprenecurial activities.

Countries such as China and India have achieved achievements, including increasing the share of foreign in-
vestment in their economies. This has had the effect of accelerating the economic and social growth and devel-
opment of these countries of origin. And diasporic skills are therefore the main actors of this advancement [4].

However, very little research has been conducted on how diaspora entreprencurs contribute to the econom-
ic development of their country of origin, through what is sometimes called diaspora direct investment. A study
by the Migration Policy Institute in Washington argues that diaspora entrepreneurship can potentially contribute

to development in four different ways:
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fostering business development, job creation and innovation;

— creating economic, social and political capital through global networks [5];

— engaging the social capital of the country of origin through cultural and linguistic understanding [6];

— developing economic growth [7].

However, not all forms of entrepreneurship contribute equally to economic development [5]. Entrepreneurs
by necessity — who create their own small businesses because they cannot find other jobs — have a minimal ef-
fect on economic development. At best, they support each other and help reduce overt unemployment. More-
over, “entrepreneurs of opportunity are those who reform or revolutionize the production model” [8, p. 132].
They are much more likely to have a positive impact on economic development as they seize and take advan-
tage of market openings [9].

It is also recognised that a number of migrants do not have entreprencurial reflexes. This observation has
been reinforced by the fact that it is even more difficult to undertake at a distance, in a country left for more than
10 years, and therefore the daily realities and constraints of companies have necessarily changed.

In addition, a number of empirical studies have reached a consensus on the positive relationship between re-
turn migration and migrant entrepreneurship. M.-A. Benaissa’s thesis focuses on the return migration of the Mo-
roccan diaspora from France and the creation of innovative projects in Morocco [10]. The survey was conducted
among 200 return migrants including 43 entreprencurs. The study proposes a model explaining the probability that
a qualified Moroccan migrant from France has an entreprencurial intention upon his return to Morocco. The ex-
planatory variables that can affect this decision are related to the situation in the country of origin (in Morocco),
the experience in the host country (in France), possibility of a return to Morocco, and entreprencurial intention,
then its realisation through the implementation of a business creation project possibly innovative in the country.

According to the Return Migration to the Maghreb survey (Fr. Migration de retour au Maghreb, hereinafter
referred to as MIREM) which targeted three Maghreb countries, including Algeria, the decision to set up busi-
nesses by North African return migrants is influenced by several explanatory variables including the impact
of the migration experience (duration, vocational training, investment abroad), the environment and the con-
text of the country of origin.

Concerning the work done in Algeria on the subject in question, they are few and often limited to the anal-
ysis of remittances and brain drain. In addition, their information is based on data from the MIREM survey.
Thus, very few studies have been conducted on the other consequences of the emigration process, precisely the
aspect of business creation by the Algerian diaspora in its country of origin. Empirical data and available statis-
tics are almost absent except for the study conducted by researcher A. Nafa who studied the contribution of the
Algerian diaspora to investment in Algeria. The questionnaire survey was conducted among 138 entrepreneurs
(active, intent, discontinued) and led to the observation that the diaspora has financial means, technical expertise,
are entrepreneurs or heads of large companies or multinationals in the host country and they operate in high

technology sectors [11].

THE ENTREPRENEURIAL DETERMINANTS

The work of the business start-up psychologist A. Shapero, certainly the most influential in the scientific
community, have resulted in a general model which explains business creation by a combination of four factors:
psychological (strength and relevance of motivations, personal qualities of the entrepreneur); sociological (influ-
ences from different environments known and frequented by the entrepreneur: family, schools, society, compa-
nies, professions, territory); economic (access to the necessary resources to undertake: information, technologies,
materials and equipment, personnel, money, relations, support state); situation, or contextual, factor (psycholog-
ical and/or material ruptures that precipitate the decision) [12].

According to this theoretical model, the existence of specific motivations and qualities of the individual
(psychological factors) makes the act of undertaking credible. The valorisation by the individual and their cir-

cles or reference groups of the image of entreprenecurship (socio-cultural factors) makes the act of undertaking
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desirable. The ability of the individual to gather the means or resources necessary to realise his project (eco-
nomic factors) makes this act feasible. Finally, the situation (pull, push and/or intermediary) which precipitates
the course of things by pushing the individual to act (contextual factors) is a trigger of the act of undertaking.

The transition from entrepreneurial intent to the act of entrepreneurship is caused by the irruption in the
process of positive or negative triggers. However, of course, even if the individual presents a willingness to un-
dertake (psychological factors), if they have undergone a “displacement” (situation factors) and if they have
in their entourage credible examples (socio-cultural factors), it is also necessary, in order for it to take action,
that it be able to dispose of or gather the necessary resources to undertake (economic factors: material, human

and financial resources).

DEFINITION OF THE EXPLANATORY VARIABLES USED

1. The psychological variable. It refers to the willingness to undertake. In this variable we find the person-
al characteristics of the individual that are supposed to have an influence on entrepreneurial success. Regarding
our model, we hypothesise that two factors (the level of training and previous work experience) would be rele-
vant to explain the psychological variable of successful entrepreneurs in the Algerian context.

2. The contextual variable. The art of entrepreneurship cannot be isolated from the context in which it occurs
or in relation to which it is situated. The context acts on the act by causing psychological and/or material ruptures
that can precipitate the entrepreneurial decision. “It is therefore clear that an important event affecting the life
of a potential entrepreneur can serve as a catalyst for entrepreneurial action” [13, p. 69]. For A. Shapero, most en-
trepreneurs initially experienced a “displacement”, that is, an accident in their personal or professional lives [12].

In this research, it was discussed with the respondents to identify the factors that triggered their decision
to undertake. Is business creation in Algeria perceived by migrants as a strategy to circumvent the discrimination
and frustrations experienced in the host country (negative factors), or is it the result of a logic of exploitation
of the opportunities identified in the environment of the country of origin (positive factors), or is it perceived
as a duty to contribute to the development of the nation?

The analysis of the writings dealing with the entrepreneurship of emigrants in their country of origin (E.
Santelli and M. Madoui), allowed us to identify three situations motivating the act of undertaking: opportunity,
discrimination, and patriotism [14-17].

3. The sociological variable. Several recent studies in entrepreneurship emphasise the importance of the en-
trepreneur’s personal relationships for the success of their approach. The term “network” in the economic liter-
ature describes certain economic developments such as alliances and partnerships between firms, the increasing
use of interpersonal contacts, etc. In entrepreneurship, the network provides the resources of all kinds (social
capital) that the entrepreneur needs to create and develop the business.

The research conducted by M.S. Musette as part of the MIREM project, provides a relevant explanatory
framework, “Human and social capital have a definite impact on the socio-professional reintegration of migrants
in their country of origin, as well as on their ability to invest after return” [18].

Also for the start of their project, the first people who are able to provide them with logistical support, ac-
commodation, skills or even their collaboration, are family members [14].

4. The economic variable. Business creation is feasible when the potential entrepreneur is able to raise start-
up capital, find a competent and cheap workforce, surround himself with a team of competent collaborators, ac-
cess the market and have the support of the State.

The availability of financial resources as well as support and aid of different kinds from the political and eco-
nomic environment directly influence the propensity to undertake according to A. Shapero and L. Sokol. The fi-
nancial resources needed to start, survive and grow a business have many origins. They are generally divided be-
tween the entrepreneut’s personal finances, family, financial institutions (banks) and government agencies [19].

Various researches conducted in the Maghreb and Algeria shows that when starting, entrepreneurs from

the diaspora tend to rely largely on their personal resources. However, institutional support concerns few return
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migrants who come to invest in the country. Self-financing, family support and networks of knowledge or mutual
aid, both in the country of immigration and in the country of origin, are resources that describe the potential that
migrants have been able to benefit from by investing in their country of origin [20]. This is what M. Madoui reports
about Algerian immigrant entrepreneurs, where he mentions that their transfers of funds serve not only to satisfy
the consumption needs of the family but also to finance certain initiatives and especially the creation of businesses.
Emigrants reinvest this money in the opening of small businesses or to help their family members create small busi-

nesses that offer young people in the region, often unemployed and without qualifications, work opportunities [17].

METHODOLOGY

In order to confirm or refute the hypotheses of our study, the methodology followed is that of econometri-
cally modelling the probability of the existence of a business creation project by the Algerian diaspora using logis-
tic regression to examine the association of explanatory variables with the variable explained based on A. Shap-
iro’s entrepreneurial event model [12] enriched by the contributions of the sociologists M. Madoui and E. Santelli.

Logistic regression therefore allows to model the probability of an event occurring (dichotomous or binary
variable, that is to say that can take only two 0/1 values, for example, Pass/Fail, Yes/No) given the values of a set
of quantitative and/or qualitative (continuous or categorical) descriptive variables. Mathematically, regressive var-
iables are arithmetic means of explanatory variables [21]. Once the regressive variables have been generated, the
link between the dependent variable (entreprencurial event) and the explanatory variables of the model (the dif-

ferent parameters) will be described using the following binary logistic regression model:
Y=LogitP (Y=1|X)=B8,+8 - X +8,- X, +B,- X, +B,- X, )

Thus, by elaborating the logistics function, we can determine the probability of undertaking (Y — business
creation: achieved or desired) of a potential entreprenecur, given the perception of its intrinsic characteristics
(X~ psychological factors), its discriminations and disadvantages, its business opportunities and patriotism (X, —
contextual factors), its social capital (X, — sociological factors) and its financial means and the various supports

of the state (X, — economic factors). This logistics function is calculated as follows:

Pot By X +By Xy By X3Py Xy

P(y=1|Xf)= 1+eﬁo*ﬁl'xl+l32'X2+|33'X3+l34'X ’

4

@

ANALYSIS OF ECONOMETRIC RESULTS
By estimating the 3, by maximum likelthood under the null hypothesis HO: 8, = 0, the analogy of the R2 of the

least squares regression is, in the case of our model, the pseudo-R2, also called Nagelkerke’s R2, which provides infor-
mation on the explanatory power of the model. This statistic is between 0 and 1. If this pseudo-R2 is 0, we will say
that the variations of Y are not explained by the X If this R2 is 1, the variations of Y are explained by the X (table 1).

Table 1
Model recap
Step Log-likelihood—2 R-two Cox and Snell R-two Nagelkerke
1 16.809a .390 .851

Note: Log-likelihood — determination of the optimal values of the estimated coefficients (f); R-two Cox and
Snell — pseudo-R2
Compiled by the anthors on the materials of the study
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From the log-likelihood statistic obtained, we can say that the model is significant. Thus, in the case of our
modeling, the value of Nagelkerke’s R2 is 0.851. These results confirm the validity of the model that was de-
veloped to explain business creation by the Algerian diaspora in its country of origin since 85% of the variance
of the variable Y (business creation) is explained by the four main families of variables advocated by A. Shape-
ro in his theoretical model, namely, psychological, contextual, sociological and economic variables. The remain-
ing 15% is explained by the other variables not considered in this model. Moreover, according to the confusion
matrix, this model has a good predictive power since it correctly predicts 97% of cases, which is more than ac-

ceptable. In other words, the forecasts made will be 9.7 times out of 10 correct (table 2).

Table 2
Variables in the equation
Variable B Wald df Sig. Exp(B)

Step 1a Psychological 2.536 6.991 1 008+ 12.625
Contextual 2.493 2.325 1 127 12.101
Sociological 2.571 3.462 1 .063* 13.078
Economic 2.788 4.321 1 038+ 16.256
Constant —20.464 8.343 1 0048 .000

Note: B — coefficient; Wald — test statistic; df — degrees of freedom; Sig. — significance; Exp(B) — exponentiated
coefficient; *— signification at 90%; ** signification at 95%; *** signification at 99%

Compiled by the anthors on the materials of the study

All the variables of the model seem significant; we see their positive impact on business creation with the ex-
ception of the context variable. Indeed and contrary to what one can imagine from A. Shapero’s study, there are
weakly significant interactions (p > 0.1) between the entrepreneurial event and the contextual factor on the one
hand and sociological on the other hand. This is justified by the fact that the majority of the entrepreneurs stud-
ied stated that they did not perceive discrimination likely to precipitate the decision to undertake. It is rather the
desire to exploit opportunities and contribute to the development of the country that seems to significantly influ-
ence this decision. Regarding the sociological factor, the influence is not significant (p = 0.063), this is due to the
fact that a small proportion inquires about the economic potential of the project and the necessary steps to cre-
ate a business through their weak contacts. On the other hand, we found highly significant interactions between

the decision to set up a business and psychological (p < 0.01) and economic (p < 0.05) factors.

MARGINAL EFFECTS

In addition, we can calculate the marginal effects that measure the sensitivity of this probability to chang-
es in the explanatory variables. And it is precisely in this sense, that the use of a logit model can help the analy-
sis of these marginal effects. Thus, we will focus our attention on the odd ratio since it measures the association
of variables with the probability in question (the exponential coefficient of an explanatory variable interpreting
itself as its odd ratio). To measure the marginal effect in a more concrete way and to know the impact of an ex-
planatory variable (per unit) on the probability of the variable explained, in this case the creation of an enter-

prise, the coefficients shall be interpreted by the following formula:
A probability (Y =1)=8,p (1 —p) (3)

where Bi — estimated coefficient of variable i; p — the average of the binary variable to explain ¥ = 0.91; valid
N = 142.
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The probability (indicated by the average) that an individual in our sample creates a company in Algeria
is 91% (table 3).

Table 3
Marginal effects
Variable B Exp (B) A prob, %
Psychological 2,536 12.625 21
Contextual 2.493 12.101 20
Sociological 2.571 13.078 21
Economic 2.788 16.256 23

Compiled by the anthors on the materials of the study

Concerning odds ratio, these results confirm a positive correlation between the dependent variable Y and all
explanatory variables X, because all odd ratios are more than 1.

The psychological variable has an odd ratio of 12.625. This indicates that the fact that an individual has
entrepreneurial potential (high level of education and previous professional experience) is 12 times more likely
to create a business. This probability thus increases by 21% (an improvement of one point in the psychological
variable induces a 21% increase in the probability of undertaking).

For a context odd ratio of 12.101 means that migrants who have been motivated by exploiting the opportu-
nities of the country of origin and contributing to its development or by the perception of discrimination in the
host country are 12 times more likely to conduct a business creation project.

The sociological variable has an odd ratio of 13.078, which can be interpreted that migrants who are helped
by their personal contacts (strong ties) and impersonal (weak ties) are 13 times more likely to undertake in their
country of origin. In other words, if you increase the potential entreprencut’s contacts by one point, then their
chances of starting a business increase by 21%.

Concerning the economic variable, the migrant who has the means or resources necessary to conduct their
project and who receives assistance from the state is 16 times more likely to create a business. Financial means

and state support increases the probability of business creation by 23%.

CONCLUSION

Countries of origin can reap many benefits from the return of their diaspora only if the economic and social pros-
pects of these countries can provide the framework and context for their development. Indeed, many timely factors,
both in the countries of origin and in the host countries, contribute to enhancing the development potential of re-
turn migration. These factors concern not only the characteristics of the migrants themselves, but also the policies
implemented in the host countries and the socio-economic and institutional environment of the countries of origin.

The Algerian diaspora represents a real opportunity and a very little exploited potential. It is willing to par-
ticipate in the economic development of its country. It wants to put its know-how at the service of the country,
create wealth and create jobs. Not only that, it also brings innovation.

As several studies confirm, potential entrepreneurs in the diaspora are discouraged from investing or start-
ing businesses if their country of origin is economically unstable. Peace, stability, the construction of basic infra-
structure and the discovery of ways of adjusting between the proposed projects and the needs in terms of na-
tional sectoral and regional development strategies are prerequisites for substantial investment by the diaspora.

Our contribution focused on the establishment of a conceptual framework to study the formation of the en-
trepreneurial act in the context of Algerian emigration. The conclusions of our logistic model show that the prob-
ability of undertaking in Algeria is higher when the project leader stemming from the Algerian diaspora has a great
entrepreneurial potential and financial means, is opportunistic and patriotic, receives the help of the state and

knows how to activate in case of difficulties their personal contacts.
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For mentors, this model may prove relevant, insofar as it allows, from an accompanying perspective, to iden-
tify potential entreprencurs from the diaspora who are more likely to become creators, through a simulator that

once filled in indicates the probability of a business creation by a member of the diaspora.
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