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[bookmark: _Toc144303125]Abstract 
The secondary research method was applied to investigating strategic networks within ethnic Bangladeshi small and medium-sized enterprises in the United Kingdom. The SMEs rely on two types of networks, supporting networks and social networks, supporting networks consist of organizational networks or inter-firm networking and social networks consist of friends, family, relatives, and acquaintances. Choices of networking or relationship change according to business needs, in the start-up phase entrepreneurs seek social networks for information, motivation and capital and in the operational phase entrepreneurs rely on organisational networks, such as other SMEs and big firms. Strategic networking can help an organisation to gain a sustainable competitive advantage by acquiring resources from network members and sharing some of their resources with the network members. Novel information can be gained from the weak ties and also building trust by nurturing those relationships, since networking is a continuous long-term activity for it to be effective. 















[bookmark: _Toc144303126]CHAPTER 1: INTRODUCTION 
This is a secondary research project, and this research aim and objective will be around the analysis of secondary sources of information. Chapter One will highlight the background of this study and the problem statement. The research aim and objective will be developed. The significance of the research will be addressed in this chapter and a brief research methodology and structure of the rest of the secondary research will be used to address the problem and solution. 
[bookmark: _Toc144303127]Background & Problem Statement
Small and medium-sized enterprises (SMEs) are the backbone of the country, they drive innovation, help to reduce unemployability, play a vital role in poverty reduction boost trade through product diversification, and are responsible for the growth of gross domestic product (GDP) in a developed and developing country (Woźniak, et al., 2019; Chowdhury, Azam and Islam, 2013). However, SMEs often face difficulty in surviving, due to limited financial resources, skills, knowledge, and organisational structure as well strategic networking or ties with too many entities will not be possible due to financial resources limitations (Yang, Likai and Ruoyu, 2022). The financing is the bloodline of the business (Sauh, Abdullah, and Rahman,2021), so the business is paying its obligation itself, but if the business is not sustaining itself financially, it will be up to the owner/manager how long he or she can keep it going by funding them self. SMEs' first point of contact would be family and friends for their financial needs for the start-up phase of the organisation and guidance from the social network is also considered a resource (Thrikawala, 2011). The government supports entrepreneurship for various intentions and those are such as job creation to increase competition in the market, and the intention of lowering the price (Michael and Pearce, 2009). Strategic networking enhances SMEs' financial stability especially social and government networks, Strategic networking merely means the organisation goes from one place to another, and if networking is the strategy then the formal and informal network can be a vehicle for moving the organisation from where they are to where they want to be.  

The definition of SMEs are different in different country because every country can differ in how they see SMEs and they provide support for SMEs Accordingly, these factors can encourage entrepreneurship or discourage because government locate funds for helping entrepreneurs who want to start a business and government can support those entrepreneurs who want to go for a venture in another word, someone who want to open business and those businesses could be something that the enterprises passionate about or something he or she knows how to do. The European Union (EU) considers SMEs to be those organisations that have 10 to 250 employees. The definition of SMEs in the EU is similar to the definition of the UK, which is SMEs are those who have 0 to 249 employees which includes micro-enterprise as well (Stats.oecd.org. 2022; GOV.UK. 2022). A study by Greve and Salaff (2003), suggested that entrepreneurs get help from their network for different phases of their journey and they, especially in the initial stage of their entrepreneurial journey will go to their social network namely family and friends. An owner/manager's motivation for opening a business is a lifestyle choice which is just to survive and work for themselves rather than working for someone else, others have the intention of growth as growing business in size in terms of the number of employees or/and profit growth, also owner/manager wealth (Levy and Powell, 2004, p. 19). Networking plays a vital role in the choice that entrepreneurs make for what kind of entrepreneurial journey they want to pursue because before entrepreneurs decide what path to take they will gather not only capital, equipment, and space but information, reassurance, and advice from an informal network such as a bank, accountants and lawyer and formal networks such as family and friends can influence the sustainability of the business, furthermore, networks play a vital role in organisation existence (Birley, 1985). Zimmer (1986, p. 17) agrees with the researcher because effective networking has a positive impact on organisation success by providing a competitive advantage without any capital investment. Entrepreneurs must adapt to the network rather than manage the network, since the network is dynamic and engagement in networking can be influenced by the external environment for example government Slotte-Kock and Coviello, 2010). 
This secondary research will investigate ethnic Bangladeshi small and medium-sized enterprises, that have seen success in terms of growth in industry size, the number of Bangladeshi restaurants and takeaways, number of people they employ (Dathan, 2016; Financial Times, 2016). The Bangladeshi caterers made their remark in 1940 and 1946, only 20 small café or restaurants were estimated to be owned by Bangladeshi entrepreneurs (Narayan, 1995; Gillan, 2002). Most of the curry houses started by selling fish and chips and selling a bit of curry with the chips, In 1960 There were 300 restaurants, in 1980, 3000 restaurants, and in 1990, 6600 restaurants. Recent information about the size of Bangladeshi restaurants is that in 2011, approximately 1,200 restaurants and employing approximately 90000 to 100,000 people due to growth, revenue generated is estimated to be £3.5 billion to £4.2 billion (cited in Korede, 2021;  Financial Times, 2016; Dathan, 2016; Wilson, 2017). 

The success of the industry is not as same as the success of the entrepreneurs, because success is subjective and objective (Leković and Marić, 2015), and it can mean different to different people. The subjective would be personal and the objective would be financial. Changes in the environment can influence people's perception of success (Kirkwood, 2016), and men and female entrepreneurs both have similar key success factors, such as financial gain, freedom, recognition, a good reputation, helping the community, etc. 
Business success can link directly to owner/manager success, 20th-century business success indicator was merely growth in size and size of the organisation (Foley and Green, 1989) but in the 21st century, this is changed to creating human well-being (Matlon, 2019), further toward not only organisational sustainability to environmental sustainability, but such also as green marketing to produce product with minimal environmental impact (Vilkaite-Vaitone, and Skackauskiene, 2019). Business growth or performance is referred to as business success (Barkham et al, 1996, cited in Lim and Teoh, 2021), however, success is subjective and for measure success in financial indicators could be very difficult since many SMEs may not have a formal financial record (Ramli et al, 2017). The success indicators could be the owner/manager's desire for what they perceive as success and those factors could be just freedom. If the owner/manager thinks freedom is the success factor for them, then it is the freedom that they will pursue over business sale growth, profit growth, growth in employment, or other traditional success indicators. Organisational success can be realised through effective networking and having a strategy in place can contribute to the success of an organisation since it can gain organisation access to resources that only be available through effective strategic networking (Lechner, Dowling and Welpe, 2006).  Eckenhofer (2011), suggests that target-oriented networking can be more fruitful, and social interaction is vital for developing trust which is vital for an organisation to develop for the network to be effective. 
The Bangladeshi restaurant sector plays a crucial role in reducing unemployment and delivering innovative dishes that cater to customers’ tastes by reducing and increasing chili in the curry and even making the sweet by adding sugar (Wilson, 2017). Bangladeshi restaurant owners have seen the growth of Indian restaurants, but it is declining now due to some external factors such as government regulation on immigration for recruitment criteria such as making a mandatory wage that is more than the industry average (requirement £35000 annual wage but the industry average is (22000 to £25000) and internal factors, such as employee work-life balance, (Wilson, 2017; Razzak, Blackburn and Saridakis, 2021). 

Current competition and demand for a quality product at a low price and only good products are good enough for the consumers which are free from defects, also have high quality, and well-priced (low), coupled with fast response time and innovation in product and service; to achieve this phenomenon organisation it is not necessary but essential for an organisation to cooperate and have a strategic network which can help to achieve an organisational goal (Jarillo, 2013). Strategic networking is a cooperative strategy among other firms, which is complex, however, the cooperative relationships are built through interaction with each other and sharing resources which prerequisite to firms’ sustainable completive advantage and provides consistency to the network members (Jarillo, 1988), which can lead to success. The undyeable reality of networking is that it is a dominant model for a firm competitive advantage since a single firm is not sufficient to deliver vast demand, hence integrated and through networking they can deliver their product or service, if an organisation has a network with most efficient supplier, they can obtain comparative advantage and it will allow a firm to reduce it transaction cost can lead to success (Jarillo, 1988).
Strategic networking is a process that leads to success through enhanced specialisation and helps an organisation to identify a gap where they can allocate their resources most efficiently, they also optimise their support through information sharing (Milovanović, Primorac and Kozina, 2016). The results of their study indicated that encouraging SMEs to have long-term sophisticated networking relationships with network partners, can lead to numerous advantages if network partners are proactive to innovation, and market opportunities, have aggressive stances toward competitors, and take a more calculated risk. Competitors will be those entities outside of the network who are directly competing with any member of the network. 
The changing role of networking in SMEs after the development of the Web 2.0 tool which is an online platform that enables people to have two-way communication (Harris, Rae and Misner, 2012), online platform social media platforms can be effective and efficient and most importantly SMEs can reach broader information resource with the resources that are available for them. Further challenges were added due to globalisation, information technology, and keeping up with the technology is another race for big organisation and SMEs who has fewer resources than large organisation facing difficulties greater than those of large organisation, resource constraints such as access to capital and finance, inadequate industrial infrastructure, obsolete technology, modern managerial skills, lack of employee training is less than the large firm (Aragón‐Sánchez and Sánchez‐Marín, 2005). As a result, the annual closure rate of SMEs is increasing in developing countries and ethnic minority SMEs in the UK (Thrikawala, 2011; Razzak, Blackburn and Saridakis, 2021). 


[bookmark: _Toc144303128]Problem statement 
The impact of strategic networking for the success of the organisation is vital and those networking activities may have some challenges, especially not knowing where to seek information from and building relationships with the business ecosystem. At the current time, at least two or three Bangladeshi restaurants are closing due to not insufficient persuasive or negotiation techniques that Bangladeshi restaurant representatives displayed in gaining political support for engaging with political parties for a favourable migration agreement with the government and also poor human resource management impacted performance/success/growth of the organisation (Razzak, Blackburn and Saridakis, 2021; Crick, Chaudhry and Crick, 2016; Korede et al.  2021; May and Report, 2021). The SMEs are less effective when it comes to resources compared to a large firm, for example, access to capital and finance, inadequate industrial infrastructure, obsolete technology, modern managerial skills, and lack of labour training are less than the large firm (Aragón‐Sánchez and Sánchez‐Marín, 2005).
Korede (et al. 2021) have identified many innovations that Bangladeshi restaurant owners came up with during covid19 first UK lockdown Bangladeshi entrepreneurs innovated for survival, hence they can do it again because of the crises they are facing not being able to connect their business model to the younger generation who is seeking employment in conventional employment, such as a doctor, engineer (Alexander, et al, 2020), because of those reasons many Bangladeshi restaurants are closing. The extensive number of research confirmed that success and economic development for SMEs were evident through networking (Butler and Hansen 1991, Lechner and Dowling 2003, Berry 1997, Oughton and Whittam 1997: and Premaratne 2001), this research will bridge the gap by investigating success which obtained from strategic networking and those barriers or challenges for forming a network among Bangladeshi restaurant in the UK. 







[bookmark: _Toc144303129]Research Questions
What is the role of strategic networking in the success of SMEs?
How efficient is your network in delivering the services?
What are the current networks available to Bangladeshi restaurant owners?


[bookmark: _Toc144303130]Objectives
Examine the role of strategic networking in the success of SMEs. 
Explore how efficient is Bangladeshi restaurant owner's network in delivering the services.
Investigate the current networks available to Bangladeshi restaurant owners.

[bookmark: _Toc144303131]Significance / Relevance of Study 
Much research has been done on networking (Butler and Hansen 1991; Lechner and Dowling 2003; Berry 1997; Oughton and Whittam 1997; Premaratne 2001), and evidence has shown that networking is an important tool that can lead to organizational success and economic development. It is vital to understand the networking role of Bangladeshi ethnic SMEs in the UK. Many ethnic businesses face problems due to not having an appropriate network or connection, that could contribute toward their success (Kitching, Smallbone and Athayde, 2009). Outline the potential benefits of networking-as networking is broad you need to start defining the aspect of networking you will be focused on this research will help owners/managers to see networking as a strategic tool which can help to be strategic for their networking, in other words, they can select or engage in a network which can be fruitful for their organisation and their self. For academics, this research will add knowledge, about which is the role of strategic networks in the success of Bangladeshi SMEs in the UK. 




[bookmark: _Toc144303132]Brief Research Methodology 
This study will be using secondary data the answer the research question. A reliable source will be used for collecting data, such as government databases, and journals, and collect the data ethically, for example, take permission from the author if required.
Secondary data are increasingly used in social network work studies, because of the large data set available for the examination which is collected by the government, and research institutions and those secondary data were primary data when it was collected (Vartanian, 2010). The benefits of secondary data reliant on research are researchers can get access to a large set of data and sometimes those data can be available for free to use from government databases and from the research papers which was collected by the researcher as primary data. Some of the difficulties can be avoided as such as economically and practically feasible. Due to technological advancement vast amount of data is ready to use. Sometimes it would be very difficult to collect primary data from SMEs because they may think it can be used against them and small business owners can engage in business activity intensively, they may not have time to participate in research. It is also time-consuming to collect primary data from SMEs for new researchers. The limitation of secondary data is that the information can be outdated, however carefully collecting the most up-to-date data can mitigate this limitation (Johnston, 2014).
[bookmark: _Toc144303133]Structure of the rest of the project
This research paper will be structured into chapters, Chapter 1 will have a problem statement and brief methodology, Chapter 2 will have a literature review, Chapter 3 will have the methodology, Chapter 4 will analyse secondary data, and Chapter 5 will have a conclusion, recommendation, future research direction and reference list.
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The literature review will critically examine existing knowledge on strategic networking among SMEs, and the focus population will be Bangladeshi restaurant owners/managers, and that knowledge. 
[bookmark: _Toc144303135]Strategic Network
Current competition and demand for a quality product at a low price and only good products are good, not good enough for the consumers which are free from defect, also have high quality and well-priced (low), coupled with fast response time and innovation in product and service; to achieve this phenomenon organisation it is not necessary but essential for an organisation to cooperate and have a strategic network which can help to achieve an organisational goal (Jarillo, 2013). Strategic networking is a cooperative strategy among other firms, which is complex, however, the cooperative relationships are built through interaction with each other and sharing resources which prerequisite to firms’ sustainable completive advantage and provides consistency to the network members (Jarillo, 1988), which can lead to success. The undyeable reality of networking is that it is a dominant model for a firm competitive advantage since a single firm is not sufficient to deliver vast demand, hence integrated and through networking they can deliver their product or service, if an organisation has a network with most efficient supplier, they can obtain comparative advantage and it will allow a firm to reduce it transaction cost (Jarillo, 1988), can lead to success. 

Strategic networking is a process that leads to success through enhanced specialisation and helps an organisation to identify a gap where they can allocate their resources most efficiently, they also optimize their support through information sharing (Milovanović, Primorac and Kozina, 2016). Results of their study indicated that encouraging SMEs to have long-term sophisticated networking relationships with network partners, can lead to numerous advantages if network partners are proactive to innovation, and market opportunities, have an aggressive stance toward competitors and take a more calculated risk. Competitors will be those entities outside of the network who are directly competing with any member of the network. 
The changing role of networking in SMEs after the development of the Web 2.0 tool which is an online platform that enables people to have two-way communication (Harris, Rae and Misner, 2012), online platform social media platforms can be effective and efficient and most importantly SMEs can reach broader information resource with the resources that are available for them. Further challenges were added due to globalisation, information technology and keeping up with the technology is another race for big organisation and SMEs who has fewer resources than large organisation facing difficulties greater than those of large organisation, resource constraints such as access to capital and finance, inadequate industrial infrastructure, obsolete technology, modern managerial skills, lack of labour training is less than the large firm (Aragón‐Sánchez and Sánchez‐Marín, 2005). As a result, the annual closure rate of SMEs is increasing in developing countries and ethnic minority SMEs in the UK (Thrikawala, 2011; Razzak, Blackburn and Saridakis, 2021). 

The words relationship and network received a great deal of attention from practitioners and academics (Hokinson, H. and Ford, D., 2002), and networking is a relationship between two or more individuals or enterprises, networking is a fashionable topic that receives increasing interest from management and specialises academic journal (Jarillo 1988). SMEs often engage in networking to mitigate their resource limitation and harvest those resources through collaborative business activities, such as joint ventures, strategic alliances, long-term buyer-supplier partnerships, and a host of similar ties (Gulati, Nohria, and Zaheer, 2000). 
Networking is a specific set of relationships among various actors who form the network, and their relationship varies in terms of frequency of communication, and closeness is closely associated with trust (Ougton and Whittam 1997; Gulati, Nohria and Zaheer, 2000).  An organisational perspective on strategic networking defined strategic networking as a grouping of enterprises coming together to create value for the entire network actors through a corporative arrangement such as an alliance and joint venture (Hoskisson, Hitt and Ireland, 2004 cited in Thrikawala, 2011). According to Premaratne (2001), networking is the personal relationship of SME owner/manager to its external actors, Further stated the characteristic of those networks is a long-term relationship with external actors personal or organisational to attain information, support, and other resources. 

Researchers established SMEs maintain two types of networking relationships and those are a social network and an organisational network, the social network consists of family, friends, and acquaintances, and an organisational network consist of a bank, Non-government organisations (NGOs), and inter-firm networking such as collaborating with a large firm or another firm to reach a common goal, all those relationships are vital for SMEs success (Ougton and Whittam 1997; Berry 1997). External of the firm can be organisations or individuals who are not directly employed in the organisation (Premaratne 2001), purpose of those relationships is to operate the business profitably through resources attained from network actors. SMEs networks consist of four major elements, which are: actors, activities, resources, and linkage (Thrikawala, 2011).

[bookmark: _Toc144303136]Strategic Networking Theory
The resource dependency approach (RDA) is to understand the behaviour of the external environment which can help to identify actors of networks, furthermore, the RDA suggests that firm success will depend on resources and support networks that the firm occurs through its journey, however, the resources and support as mostly denied by external actors (Pfeffer and Salancik, 1978 cited in Premaratne 2002). The Social Network Approach (SNA) establishes the point where two people begin a relationship or transaction. Individuals in any society engage in numerous social relationships with others (Chu 1996, Birley 1985: and Butler and Hansen 1991).
The classic strategic network theory strength of a weak tie is a classic example of social networking. Set of actors or nodes, specific type such as friendship/relationship which consists in a network. The ties are interconnected through the connection, those connections are the pipeline for the information to flow. The pattern of a tie in a network determines a particular structure, those nodes' positions within the structure will very much determine the quality of information, timeliness and power of the actors (Borgatti, and Halgin, 2011). It is, therefore, Granovetter (1973), theory explores the “strength of weak tie” and suggests that it is not the strength of individual actors who can be considered powerful rather, having weaker actors opposite or deal with will increase the strength of actor because it could lead potential resources. He has also demonstrated that, if individual actors have shown interest in striking a deal with another actor will have equal power, and both actors will have the same advantage, however, If actors A and B are negotiating with C for the same business deal, C will be in a better position for strike favourable deal than of A and B, however, if A and B jointly will have strong tie which then put A and B in strong passion to negotiate with C. 
Three concepts can help to understand Granovetter’s theory which are the strong and weak ties, triadic bridge, and local bridge. A strong tie is a close connection that interacts frequently, and weak ties are less interactive and will at least have a weak tie, for example, if A is a good friend with B and C or strong connection with B and C, B and C will at least have a weak tie, and this is also known as triadic closure as in triangle. The local bridge is the channel, as Granovetter said, A local bridge plays the role of a bridge on the highway, where it connects two communities, or two groups of people other ways would be disconnected. The local bridge can be a source of novel and diverse information that can lead to innovation (Granovetter, 1973). However, A structural embeddedness perspective suggests that a strong tie is valuable for an organisation because more trust is seen in a strong tie and big organisations tend to stay with fewer relationships and nurture those relationships for greater return (Simsek, Lubatkin Floyd, 2003). Having maintained mature relationship help organisations reduce transitional cost for engaging in a new relationship (Gebert-Persson, Mattsson and Öberg, 2014). A transactional cost could be the time in which an organisation must invest in a relationship, and it could take years before an organisation realises its benefits. 
A framework sought by Jarillo (1988), investigated the usefulness of strategic networking and entrepreneur can use resources that are outside of their control by engaging in strategic networking, he has shown that the firm involved in strategic networking can reap benefits, and those benefits could not be realised. Jarillo emphasizes on effectiveness and efficiency of a network and how a firm can reduce transaction costs by building trust and avoiding opportunistic behaviour which can lead to mistrust. An entrepreneur should not invest resources toward what is achieved, but rather place those resources in the future direction, so that can lead to competitive advantage (Stevenson and Jarrillo‐Mossi, 1986). 
Jarillo's framework suggested that firms should be fair in their transaction, both parties must benefit from the relationship, and he emphasized that, if two or more firms join in network activities, they must share risk and reward, thus they can have long-term relationships and flexibility is essential. Efficiency and effectiveness are the motives for the existence of the network because an organisation wants to reach its goal would be the effectiveness and another phenomenon is to achieve efficiency which is to achieve the goal with less effort through networking than an integrated firm (Jarillo, 1988). Jarillo also suggested organisations can have economic benefits such as lower transition costs and making final product costs lower by connecting with specialised suppliers who can produce the final product at a lower cost than themselves. Especially in the restaurant industry, it is almost impossible for a restaurant to produce everything in-house, McDonald's example shared by Jarillo, that they decide on potato seeds that farmers can use to raise raw material for their fries worldwide. Strong networking made it possible for them to influence how farming was conducted to deliver superior and consistent quality of the product despite not owing the supplier, which could lead to greater responsibility and observing the entire risk involved in fully vertical integration (Jarillo, 2013, p.6).  The Game Theory suggests that the organisation does not have to engage in Zero-Sum game activities (someone must lose for someone to gain), but rather Non-Zero-Sum game (both parties gain by sharing a bigger pie) (Kreps, 1991 cited in Jarillo, 1998, pp.  128-150). 
[bookmark: _Toc144303137]Swedish Network Model 
Four basic elements of the Swedish Networking Model (SNM) noted by Snehota and Hakansson, (1995), were Actors, Activities, Resources, and Linkage, the researchers greatly supersized that the SMEs require a different types of networks for different phases of the venture and those networks were also known as a relationship that organisational and personal are need to evolve with the business requirement, because the business environment is constantly changing at a rapid speed due to globalisation and rapidly changing technology (Kiveu, Namusonge and Munthe, 2019). Those changes whether it is for good or bad, the changes require action to survive, thus SMEs owner/managers must be proactive to reflect appropriately and timely and develop a network that can reflect a change that occurs in the internal and external environment. 
A component of networking is communication and information sharing which must be mutually beneficial for both actors. For example, if an event is arranged by BCA (Bangladesh Catering Association) for all the caterers they must share information and intention of helping each other so that they can adopt something new and proven to be effective or efficient. However, some of the events do not have the arrangement to share information freely as a small purposeful event (Akhurst, 2021). 
[bookmark: _Toc144303138]Networking Platform 
Networking can take place on various platforms and some of the strategies for networking can be different in each networking platform and some of the components of networking elements remain the same. Some of the generic elements of effective networking could be, trust, effective communication and the purpose of networking, Snehota and Hakansson, (1995) confirmed that an effective relationship or networking must adopt openness/transparent the relationship and respect actors in the relationship plus trust each other.  Now SMEs have a variety of inexpensive networking tools available for them online and offline. Harris, Rae, and Misner, (2012) noted that the digital divide between the haves and the have not, is not about how to access the web, but rather how actively SMEs participate in an online platform with networking society. Further, the researcher suggests if people have the skills, time, and confidence to manage online chaos can have a remarkable outcome in terms of finding new opportunities and markets which can lead to business growth and the opportunity to better other people's lives. It is established in this research that weaker ties can lead to greater business success and entrepreneurs who can make the most out of them can lead to a borderless organisation (Granovetter, 1973). SMEs can reach out to any people around the globe and for that, they must know how to operate the web effectively and safely. The SMEs must be proactive in participating in the online platform which can lead to business growth and not participating can reduce business growth and left behind (Harris and Rae, 2009).
An online platform can help reach out to customers and suppliers most efficiently and it is an inexpensive way to communicate with all the stakeholders. For example, recently their ware special offer on fish and meat took place in Birmingham and people from Cambridge were aware of it. Suppliers who supply in Cambridge must reduce their prices to reflect special offers provided by another company in Birmingham. Furthermore, restaurant owners who have their restaurant located in Cambridge are more aware of the prices and, hence can come to Birmingham themselves to buy their goods if saving is greater than time and effort. 
Offline networking such as face-to-face networking or communication can also be effective for networking and vice versa to online networking. However, some people in different cultures and skill levels can determine which method to choose from online or offline. Verbal communication can be suitable for people who are confident to communicate face to face and someone good at written communication can make the most out of using web-based social media platforms, such as LinkedIn, Twitter, and Facebook. A choice SME owners/managers make will have to consider which method they feel comfortable with- research suggests that both ways are sufficient for networking, however, a hybrid method which is online/offline considered to be more effective (Harris, Rae and Misner, 2012). Because some people may take more time to trust, and some people may take less time to connect if they have face-to-face communication and it can be vice versa because some people could be less expressive offline but online, they can be more expressive. 
[bookmark: _Toc144303139]Skills and competence for effective networking 
Not knowing how to engage in networking effectively will fall behind in a competitive environment (Riddle, 1998). Effective networking requires skills these skills can be learned and applied in a variety of contexts, for example, if someone does not feel comfortable in face-to-face conversation, they can use alternative methods of communication such as an e-mail, letter (Whiting & de Janasz, 2004), plus massaging by using various online platforms such as WhatsApp, LinkedIn, and Facebook. These approaches can be combined with more direct when confidence and competence increase. A direct approach could be meeting people in person, such as one-to-one meetings, attending a networking event, and so on. Networking is a continuous process, and it requires conscious effort to be effective (de Janasz and Forret, 2008).  Researchers noted that networking is like exercising, you must continue exercising to keep what you have, and if you stop exercising you will lose what you already have. Thus, having a vast network will not be effective unless it is maintained properly.
The most important component of a networking relationship is trust, which takes time for someone to trust one another (Baker, 2000). People want to trust someone worthy of their trust and to prove worthiness is also subjective. Some people can trust someone simply based on their age, gender, ethnicity, personality, and common interest and some will trust based on fact and through examination and yet, they will not trust that person or organization with anything. With time and effort, it can be possible to connect with most people, thus time management skills will be a vital component for networking. 
Cooperating on a project can help individuals, organisations and professionals can help to discover each other’s similarities in values and beliefs held by others that can help them communicate effectively. For example, some may value financial gain, and some may value time more than financial freedom. An individual belief system could be a religious belief and that person can be sensitive to some of the topics that he or she may not be comfortable, and others may take those topics as humour. The trusting relationship for through substantial communication (de Janasz and Forret, 2008). For example, attending a curry award event entrepreneurs can meet other business individuals who may be front house staff or a chef, through the food preparation phase which takes place in the venue, through working with other chefs who are probably working in a business 100 miles away from each other’s and they can well be just 5 miles away from each other. However working with each other could develop a deeper relationship with each other and help to learn each other’s values, beliefs, attitudes, competency and aspirations. Cross (et al, 2001), noted that knowledge of each person’s expertise and a willingness to engage in problem-solving is characteristic of collaborative relationships. 
Small and Medium Size Enterprise 
Small and medium-sized enterprises (SMEs) are the backbone of the country's economy, they drive innovation, help to reduce unemployability, play a vital role in poverty reduction boost trade through product diversification and are responsible for the growth of gross domestic product (GDP) in a developed and developing country (Woźniak, et al., 2019; Chowdhury, Azam and Islam, 2013). However, SMEs often face difficulty in surviving, due to limited financial resources, skills, knowledge and organisational structure as well strategic networking or ties with too many entities will not be possible due to financial resources limitations (Yang, Likai and Ruoyu, 2022). 
Financing is the bloodline of the business (Sauh, Abdullah and Rahman,2021), so the business is paying its obligation itself, but if the business is not sustaining itself financially, it will be up to the owner/manager how long he or she can keep it going by personal funding or from the formal and informal network, such as family/friend or informal sources such as bank loan and government grant. SMEs' first point of contact would be family and friends for their financial needs for the start-up phase of the organisation and guidance from the social network is also considered a resource (Thrikawala, 2011). The government supports entrepreneurship for various intentions and those are such as job creation to increase competition in the markets, and the intention to lower the price of goods (Michael and Pearce, 2009). Social networking plays a vital role in SME owners at the beginning of their venture, especially family and friends who are the first point of contact for tangible and intangible resources for an entrepreneur. A tangible resource could be capital, buying or helping to buy goods that are required for operating a business, etc, and Intangible resources such as emotional support, useful contact, and valuable information, those tangible and intangible resources most likely given purely to help the entrepreneurs in his/her best interest not for gaining anything in return. Lavie (2006) noted that network resources are an asset for the organisation which can be exploited using ties an organisation has with its network members.   
This research project will investigate ethnic Bangladeshi small and medium size enterprises, that have seen success in terms of growth in industry size, the number of Bangladeshi restaurants and takeaways, number of people they employ (Dathan, 2016); Financial Times, 2016). The Bangladeshi caterers made their remark in 1940 and 1946, only 20 small café or restaurants were estimated to be owned by Bangladeshi entrepreneurs (Narayan, 1995; Gillan, 2002). Most of the curry houses started by selling fish and chips and selling a bit of curry with the chips, 1960 There were 300 restaurants, in 1980, 3000 restaurants, and 1990, 6600 restaurants, Most up-to-date information about the size of Bangladeshi restaurants is that in 2011, approximately  1200 restaurant and employing approximately 90000 to 100000 people due to growth, revenue generated is estimated to £3.5 to £4.2 billion (sited in Korede, 2021, Financial Times, 2016; Dathan, 2016; Wilson, 2017). 
The success of the industry is not as same as the success of the entrepreneurs, because success is subjective and objective (Leković and Marić, 2015), and it can mean different to different people, The subjective would be personal and the objective would be financial. Changes in the environment can influence people's perception of success (Kirkwood, 2016), and men and female entrepreneurs both have similar key success factors, such as financial gain, freedom, recognition, a good reputation, helping the community, etc. 
Business success can link directly to owner/manager success, 20th-century business success indicator was merely growth in size and size of the organisation (Foley and Green, 1989), but in the 21st century, this is changed to creating human well-being (Matlon, 2019), further toward not only organisational sustainability to environmental sustainability, but such also as green marketing to produce product with minimal environmental impact (Vilkaite-Vaitone, and Skackauskiene, 2019). Business growth or performance is referred to as business success (Barkham et al. 1996, cited in Lim, and Teoh, 2021), however, success is subjective and for measure success in financial indicators could be very difficult since many SMEs may not formally financial record (Ramli et al, 2017). The success indicators could be the owner/manager's desire for what they perceive as success and those factors could be just freedom. If the owner/manager thinks freedom is the success factor for them, then it is a freedom that they will pursue over business sale growth, profit growth, growth in employment, or other traditional success indicators.

[bookmark: _Toc144303140]Bangladeshi SME
The Bangladeshi restaurant sector plays a crucial role in reducing unemployment and delivering innovative dishes that cater to customers’ tastes by reducing and increasing chilies in the curry and even making them sweet (Wilson, 2017). Bangladeshi restaurant owners have seen the growth of Indian restaurants, but it is declining now due to some external factors such as government regulation on immigration for recruitment criteria such as making a mandatory wage that is more than the industry average (requirement £35000 annual wage but the industry average is (22000 to £25000) and internal factors, such as employee work-life balance, (Wilson, 2017; Razzak, Blackburn and Saridakis, 2021; Palat, 2015). 
SME owners/managers need to build external relationships to sustain their competitiveness, but they become complacent when running a business, which leads to business failure. The idea of networking is to sustain SME's success through mitigating deficiency, strategic networking can be a tool to gain mutual support for SMEs owner/manager result of collaborating with a larger firm and gaining assistance from the local institution that help the business create a relationship with other business to achieve a common goal, other ways not possible individually, such institution is the chamber of commerce (Johnson and Scholes, 2005;  Britishchambers.org.uk. 2022). 
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Research is not only associated with gathering information but rather answering unanswered questions or creating something that does not exist and adding to the body of existing knowledge (Goddard and Melville, 2004, p. 1). The method is the technique used by my researcher to complete the research project. A research methodology can help the reader understand why some of the techniques use by researchers. Furthermore, the methodology of research can be used if someone wants to conduct the same research, which can achieve the same result, given the same circumstances (Kothari, 2004). 
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This research is designed to explore the business and personal networks of Bangladeshi entrepreneurs in the food sector or curry industry. The purpose of this research is to get an in-depth understanding of Bangladeshi entrepreneurs’ strategic network in the food business in the UK, Namely, success because effective networking contributed toward success and the challenges faced by them. 
comparison between the number of networks and effectively managed networks will be conducted, to explore if an effectively managed network or larger networking which not managed effectively contributed positively toward success or negatively. Critical analysis will help to understand existing networking practices among Bangladeshi entrepreneurs and the many networking activities of those that are contributing greatly to the success of Bangladeshi entrepreneurs in the curry industry. Exploring existing networks within Bangladeshi restaurant businesses in the UK will provide insight into the extent to which these businesses are equipped with networking tools to compete in an ever-changing business environment. 
The population will be Bangladeshi restaurant owners/managers in the UK. This research will gather data from secondary sources such as peer-reviewed journals, newspapers, and reliable sources. There are many advantages to conducting primary research such as data will be readily available, cost-efficient and due to technological advancement information can be gathered from multiple credible sources such as Google Scholar and the university library.   
This study has used a systematic method to gather relevant information from online and offline credible sources such as books, journal articles, government websites, and newspapers that have contributed toward the strategic network, plus toward British Bangladeshi restaurants. This method was proven to be transparent, methodical and replicable (Brush, Bruin and Welter, 2009). A systematic literature review can be challenging for researchers to select an article from thousands of papers, for example, if anyone searches on Google Schooler for a strategic network, they will see 6,390,000 articles and selecting relevant articles can be problematic. A Boolean search method was a strategy to overcome this issue, so when researchers search for a specific paper, they can add “AND”, “OR”, and “NOT”, even with the Boolean technique the website produces a vast number of articles on strategic network literature. In various interfaces diverse sentence structures are embedded, a unique set of rules and symbols are in each database that determines the search result accuracy, and “AND”, “OR” and “NOT” are the primary interfaces for doing systematic research in Boolean search operator. The Boolean search methods can create library-effective articles related to the subject area (Sithas and Surangi, 2021). 
In the beginning, Google Schooler was the search engine for finding journal articles because of its vast data ability from multiple databases such as Science Direct, EBSCO and JSTOR, etc. set and reputation for articles/journals, which is freely available for use in most instances, however, some of the article/journals were not available for free use, rather asking for money to use their resources. Those articles/journals asking for money were excluded due to financial limitations. However, the UWTSD online library was useful for getting some of the articles for free by copying and pasting the articles/journals on the library database and the supervisor helped to get the articles for the researcher, which has mitigated the issue of not having relevant articles/journal for the research.  For this research the journal was not restricted to date, the data collected was based on the relevance of the study which is strategic networking in general and how it benefits the success of the business or the entrepreneurs in ethnic entrepreneurship especially Bangladeshi entrepreneurs who have their businesses in the United Kingdom, mainly in the hospitality industry. Secondary data does not have time restrictions nor limited to geographical location when selecting the materials. The main criteria for the selection of the article were based on relevance to strategic networking, entrepreneurship, and ethnic business discipline. 
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Summary 
Small and Medium-size enterprises (SMEs) are known as the backbone of any economy, thus special arrangements are required to sustain those SMEs to better any country's economic activities (Woźniak, et al., 2019; Chowdhury, Azam and Islam, 2013). Often SMEs find many potholes in their path to success, which are tangible, and intangible constraints, and those barriers can be formal and informal network such as strong connection with politicians and bank and formal networking with third-generation of Bangladeshi migrant who is born in the UK, and those barriers can be very reason why two Indian and Bangladeshi restaurants closing every week (Razzak, Blackburn and Saridakis, 2021; Crick, Chaudhry and Crick, 2016; Korede et al, 2021; May and Report,2021). A secondary research method is applied to investigate the research question. How strategic networking can enhance Bangladeshi entrepreneurs’ success in the curry industry. 
The role of strategic networking is to help an organisation achieve its full potential, by providing resources that are out of reach for SMEs. An example would be social network which is the first point of contact for SMEs where they generate business ideas from the information they receive from their social network. The first point of contact for SMEs for their financial needs also relies on their social network. Those social networks are family and friends whom they can trust, and information receives from them is taken in full confidence, knowing that they will not misguide them and proven business model by their community means less risk and that’s why they follow the same business model, and the foods are almost identical among Bangladeshi restaurants. A work-life-balance, strict migration law and not being able to attract a third generation of Bangladeshi restaurant migrant is among many reasons why Bangladeshi restaurant are closing at the speed of two to three restaurant every week from its rapid growth (Razzak, Blackburn and Saridakis, 2021; Crick, Chaudhry and Crick, 2016; Korede et al, 2021; May and Report, 2021). Bangladeshi restaurants rely on their informal social network contact to meet their human resource needs. Bangladeshi restaurant could not seek human resource from outside of their ethnic diasporas due to not having an appropriate network, especially a political network where they could have influenced politician who is responsible for making stricter migration law for Bangladeshi chef to enter in United Kingdom. It was beneficial for a Vietnamese entrepreneur who had connections with local councillors which led him to a political network. through contacts with Home Office officials enable him to arrange visas and work permits for family members from Vietnam to meet their human resources needs. (Kitching, Smallbone and Athayde, 2009). 

The efficiency of networking among Bangladeshi restaurant owners/managers is negatable because the Bangladeshi restaurant owner network is diasporas base, and the co-ethnic recruitment process leads to staff shortage. Bangladeshi restaurant owner fails to engage the third generation to join their enterprise. The third generation are more educated and going for mainstream employment such as doctor, supermarket and accountancy rather than joining restaurants or taking over their parent business. Diaspora-based networking has its limitations as well as strengths, a limitation would be, not having access to resources that are outside of the diaspora and the advantage of having diaspora-based networking is having a strong connection with the ethnic community and that can gain access to exotic ingredients which is needed for cooking curry dish (Palat, 2015). That suggests Bangladeshi restaurant owner's networking is not efficient in delivering service. 
Current networking available among Bangladeshi restaurant owners is a diaspora-based network and co-ethic network. The networking among social ties and that network is fruitful in recruitment activities but not fully, because they have failed to attract the third generation of Bangladeshi migrants as their successor (Alexander et al., 2020). Third-generation migrant seeks employment in the mainstream job market as highly qualified professional, and they’re not restrained by the language barrier or academic achievement unlike first and second-generation migrant from Bangladesh who has the language and academic achievement. Due to poor English language knowledge and academic achievement only, the available job was to work in a restaurant despite working unsocial longer hours and not getting incentives closer to low-skilled labour jobs, such as factory and supermarket (Wilson, 2017; Razzak, Blackburn and Saridakis, 2021).
Social network theory by Granovetter (1973) suggests strong tie can only give information that is known, and a weak tie will be a channel for new information which can lead to innovation. It is found to be true in his research where he found most of the people got job information from their weak ties, however from organisational perspective big organisations tend to have fewer relationships and nurture them to avoid the transactional cost. 
The framework by Jarillo in 1988 suggests that SMEs can gain access to resources through effective and efficient networking and can access to wide range of resources it could not be otherwise. Fair transactions between both parties can earn trust and trust is one of the fundament components that can reduce transactional costs and discourage opportunistic behaviour. An organisation must engage in no-zero-sum rather than zero-some activities where someone has a loss for someone's gain (Kreps, 1991 cited in Jarillo, 1998, pp, 128-150). If both parties engage in a project, they must send their best people or resources to ensure the best chance of project success rather than assume their network partner will give their best resources and give second to best resource, because both can think the same way and second-best resource from both parties can lead to project failure. 
Four basic elements of the Swedish Networking Model (SNM) noted by Snehota and Hakansson (1995), are Actors, Activities, Resources and Linkage, the researchers greatly supersized that the SMEs require a different type of network in different phases of business (Kiveu, Namusonge and Munthe, 2019). For example, in the initial stage entrepreneurs may seek information from social network actors since they have strong linkages enhanced by frequent communication activities, those relationship is resources for entrepreneurs for inspiration and reassurance for business adventure. Snehota and Hakansson, (1995) suggested that entrepreneurs may have to engage in different relationships in different phases of the entrepreneurial journey. 
Bangladeshi restaurant owners use different platforms for their networking activities such as seminars and social networking for their recruitment and seminars for knowledge sharing. Other networking platforms such as online social media are widely used for networking purposes.  Technological advancement made networking effective and efficient for SMEs to engage in networking to make borderless organisations, such as Facebook. 
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The Bangladeshi restaurant industry is declining at the current time due to many barriers, This project highlighted a few from many, such as finding it difficult to find a skilled worker in the UK to mitigate the labour shortage for the restaurant industry. Indian restaurant closing rate is two restaurants every week and this is frightening for the entrepreneurs and scarcity for 10,000 thousand people who are working in the industry. Most of the country they consider SMEs as the backbone of the economy, and who is drivers of innovation. If any country wants to prosper in its economic activity, it must make a policy where SMEs get help and support to thrive, which can automatically ensure the success of the country. 
Strategic networking helps SMEs deliver quality products in an efficient manner where they can satisfy customer's needs and wants. Strategic networking can help organisations achieve success beyond their expectation by collaborating resources with other stakeholders. The SMEs maintain two types of networks, their social networks and organisational network, those networks can be formal and informal. Some of the networking activities can start as informal and later can become more friendly when each party gets to know each other. An example of an informal network becoming formal could be, an accountant becoming friends with the client through interaction.
SMEs require different networking ties in different phases of their entrepreneurial journey, they need social networking for the start-up phase of their business for assurance, initial finance, courage, and motivation to friends, family, relatives and acquaintances. For their venture and in the operational phase they must move to a supportive network such as banks, NGOs, accountancy firms, government representatives, consumers and suppliers, for sustainable competitive advantage to ensure success for the enterprise. The Swedish Networking Model consists of four elements which are Actors, Activities, Resources and Linkage (Snehota and Hakansson, 1995), and greatly agree with the fact that entrepreneurs engage with different networking activities in different phases of their business. The classic theory of Granovettor’s, 1972, Strength of Weak Ties suggests that more novel information is gained from the weak tie. A stronger tie between two people means that they will have a similar social network and they will overlap, which means information circulating within the network will be similar, those countries having strong ties will have social cohesion and those countries having weak ties will have global cohesion. Resource movement will be within social networks for those who have too many strong ties and having weaker ties means resource movement will be with wider actors. However, Simsek, Lubatkin and Floyd (2003) suggest that a strong tie is valuable for creating trust among actors, which can lead to reduced transactional costs. If an organisation is engaged in networking activities for many years, it can gain trust from the counterpart and it can engage in a project by assuming its networking partner will deliver what they have agreed upon. Weak ties can provide novel information, but weak ties can also be strong ties after many years of transactional activity. Furthermore, Jarillo’s framework in 1988, suggest farm must be fair in their transaction and employ the best superior resources for cooperative projects to ensure project success. Jorillo also emphasizes the non-zero-sum game and non-zero-sum game, where a zero-sum game is to one for one man loss is another man gain and the non-zero-sum game is to share the bigger pie.  
Not knowing how to engage in networking activities can isolate entrepreneurs from getting resources to prosper their enterprise. Skills and competence for effective networking are vital for strategic networking to be fruitful. Skills and competence for strategic networking can be learned, one must be self-aware of in what setting they feel comfortable to engage in networking, For example, some people can feel comfortable in face-to-face communication, some feel comfortable in written communication, and some may feel better attending seminars. Every individual has their way of communicating method, where they feel comfortable. Strategic networking is a continuing and long-term commitment, it needs conscious effort to be effective. Networking is like excising, where if you stop doing exercise you lose what you already have. Having a vast network at the entrepreneur’s disposal will not be fruitful is not managed effectively. Trust is a vital component of strategic networking, earning the trust of network members can take years of dedication and trust is the component where entrepreneurs can reduce transaction costs. Entrepreneurs earn trust by engaging in cooperative projects with network members. 










[bookmark: _Toc144303145]Recommendation
Bangladeshi ethnic entrepreneurs can engage in effective networking not only within their community but also try to network with other communities so that they can gain access to wider resources through those networking activities. Relationships with different industries can also benefit Bangladeshi restaurant owners to understand how they are managing human capital within their industry. In Bangladeshi restaurants discrepancies in hourly pay and long shifts can be addressed by entrepreneurs by restructuring employee incentives and considering work-life balance can attract people to work for the curry industry. In this way, Bangladeshi restaurants can communicate with their inter-firm network to agree on a policy where they can treat their employees fairly. 
Informal qualification can help entrepreneurs get access to resources as well as how to deploy those resources to their advantage. Inter-firm networking can lead to sustainable competitive advantage for entrepreneurs, because according to Porter (2008), the five competitive forces that shape strategy if an organisation can reduce power and treat those forces, they can enjoy a sustainable competitive advantage. Effective networking can enhance Bangladeshi entrepreneurs’ sustainable competitive advantage by reducing power and threat from five forces (power of suppliers, power of customers, threat of substitute product, threat of new entry and rivalry. If SMEs join together and demand a discount on their inventory the supplier of the inventory mostly will give a discount, They can also agree on what price they want to sell their product which will reduce customer power since everyone sale the product at the same price point, they can also have a contract with the supplier that they will only deliver goods to their network, or else they will change supplier, that can raise barrier for new entry. Lastly, cooperative businesses can reduce competition. 
Trust-building activity is essential for any relationship, if actors of the network engage in trust-building activity, they can reduce transactional costs when trust is realised. Trust-building activities such as doing projects together and deploying the best possible resources to the project to ensure a successful project. The Bangladeshi entrepreneurs can engage in inbound logistic projects and have the best employees together from all the network members to come up with a strategy, to reduce inbound logistics, in work on how they can reduce their inventory cost. One more project could be to find a way to attract the third generation of Bangladeshi migrants to work in the curry industry. Those projects can help network members gain each other’s trust.  Future research can take primary and secondary research approach to enrich research by analysing both the academia and practitioner perspective. Can investigate strategic network impact in different part of the world to understand how strategic networks impact success of SMEs for future research. 
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