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Abstract

In this study, it was shown that the discipline of the sustainable entrepreneur has its own needs in the early stages of business creation. The aim of the study was to show which problems sustainable entrepreneurs face in their early start-up phase and how their strategic orientation is formulated in order to ensure their ventures' survival. Four companies were analysed in within a case study design. Semi-structured interviews were conducted with the founders of the companies. It could be determined that in the early stages of the venture distinctive problems in value creation and communication occur. Also, the influence of legal and structural barriers in the founding process resemble a crucial problem to the sustainable entrepreneurs. Those findings relate to the unique field of tension between profit and sustainability that shapes the nature of the sustainable entrepreneur. Further a predominant approach to competitive strategy formulation of the founders materialized. Through the changing environment the founders operate in, the role of dynamic capabilities, enabling the adaptability to changes becomes a significant contributor to the firm’s survival and an essential part in the path of organizational development the founders pursue. Out of these themes, a model describing the tension field of the sustainable entrepreneurship was generated. The results contribute to the intended purpose of the study, to enable a better understanding of the sustainable entrepreneurs need and to offer potential for more intense research in the field. 
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1 Introduction

1.1 Research Purpose
The purpose of the research is to explore more profound insights into the field of sustainable entrepreneurship. It is intended to uncover the unique challenges the sustainable entrepreneur, in the early stages of launching his venture, has with a particular focus on the role of competition. It is attempted to center the individual founder's voice into the spotlight of research and generate valuable first-hand insights into the entrepreneur's perspective during the matching and meaningful early stages. 

The general role of the entrepreneur in a societal context is acknowledged to be a key source and driver for innovation on multiple scales. (Schumpeter, 1983; Hebert and Link, 2006) Either changing products, demands, or services beneficial to growth and change in a societal context constitutes the discipline's value. Consequentially, entrepreneurial activities in various sets of contexts became a credential topic among academic research. Furthermore, the economic contribution of entrepreneurship had been recognized during the past several decades. (Thurik and Wennekers, 1999) Accordingly, to this dichotomy of societal value and the relation to general increased well-being driven by the founders' unique activities differing from corporate behavior, the political interest in entrepreneurial ventures or start-ups arose also on the political agenda. This is highlighted by the growing efforts to implement eco-systems and beneficial conditions within territories that foster entrepreneurial activities. (Audretsch and Grimm, 2008; Szerb et al., 2016) This beneficial role of the entrepreneur and the power of innovation bared by the managerial discipline opened up a new field: sustainable entrepreneurship. A sustainable entrepreneur, within his venture, combines both the strive for economic validity and scalability as in the classic perception of entrepreneurship, with a desired impact on the environment he operates in. (Schaltegger and Wagner, 2011). The sub-discipline derived from the above sketched, holistic notion of entrepreneurship could generate value on a different scale beyond singular product and service innovation that solely benefits the consumer or the nation's gross domestic product. Climate change became a major societal problem that is seen as a significant threat to society. Sustainable entrepreneurship and consequential innovation towards a more sustainable business, solutions and products offering value to the society are potentially a new promising field to tackle societal problems while generating economic growth. 
The dissertation wants to open up the field for more intense research on the phenomena. Although there is evidential research from multiple scholars, the literature mainly concerns debates about a clear definition of the sustainable entrepreneur. Only a few research projects focus on an activity-based and subjective understanding of the concept. For this reason, this research attempts to spark a more operational view by provoking a debate of the needs of sustainable entrepreneurs, especially in their early development. 
It is acknowledged that the needs of ventures differ in their particular managerial challenge, dependent on the organizational development stage. The Grainer Model highlights this in a holistic context. 
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Figure 1: The Greiner Growth Model adopted from (Greiner, 1998)
In a general perception of organizational growth, it contrasts that with the continuous development of an entity, different primary challenges arise. (Greiner, 1998) This opens up a vital consideration of the proposed research to acknowledge a differentiated perspective on the sustainable entrepreneurial journey by finding particular needs in the juvenile stages of the ventures and their key managerial direction dictating the entrepreneur's subject. It provokes the question of what the key challenges in sustainable entrepreneurship are. Since the phenomena combine two aspects: a profit orientation, which logically leads to the consideration of matching it with the classic business challenges and a sustainable dimension, which changes the scope of possible hurdles. 

Since entrepreneurship as a discipline is associated with a high degree of risk and ambiguity and the failure rates for early-stage start-ups is significantly high, it is considered strikingly reasonable to center an understanding of the key challenges in the early stages of the entrepreneurial journey with a particular focus of the respective playing field of the sustainable entrepreneurs. Thereby, this study further attempts to focalize a more strategic perspective on the hindering factors. It is of significant interest how sustainable entrepreneurial start-ups can build up a competitive position. The competitiveness of the businesses is a critical factor for survival. Thereby, the intersection of the distinctive notion of sustainability is of particular interest. The focal point of interest is how the different role of sustainability as a core part of the business builds up challenges to the entrepreneur and his strategic approach. 
Understanding what hinders the development of the ventures potentially offers valuable insights for various stakeholders. On the one hand, governments can acknowledge the challenges, ventures that foster a healthy development to the society, have and act according to it, changing or in an initial step influencing the competitive landscape. Also, the design of support of entrepreneurial ventures and start-ups can be steered accordingly to the unique needs of the sustainable entrepreneur. 
1.2  Significance of the Study

The author recognized a first subjective lack of sufficient academic recognition from strategic management scholars regarding entrepreneurship, sustainable entrepreneurship, and strategy in practical and academic disciplines. The literature relating to the combined concept of strategy and entrepreneurship is currently directed towards a broader perspective. Scholars are still engaged in defining a holistic and descriptive approach of intersections between both topics. Few authors direct their research towards particular phenomena or sub-disciplines of entrepreneurship.  Also, it is still attempted to derive implications for more giant corporations and tangibles entrepreneurship as a useable tool for large-scale businesses. 
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Figure 2: Academic influence on the dissertation source: own illustration
The proposed dissertation's literature influence is outlined in figure 2. Three main theoretical perspectives can be derived. At first, strategic management literature directed to the concepts of competitive advantage building and theories conceptualizing strategy patterns is considered relevant. Further, to set a scope for the focal research objects, entrepreneurship literature resembles a relevant pillar in the literature influence. Finally, sustainability is recognized as influential to the dissertation to specify the research scope's understanding further. Based on those three key literature streams, further sub-disciplines such as strategic entrepreneurship, sustainable entrepreneurship, and the inter-sections between sustainability and strategy are focal to building the theoretical fundament. Based on this, literature the theoretical framework will be constructed. As outlined, the proposed research will combine multiple disciplines of business academics.
1.3 Research Objective
The objectives focalized by the study can be highlighted in accordance with the overall research questions. The first question that is attempted to be answered within the course of generating insights from the founders is:

Q1. "What are the key drivers in building a competitive advantage in the early stages of sustainable entrepreneurship?" 

It is of interest what are the strategic attempts that can be found in relation ot competition. This question serves as a baseline for the later objectives and an understanding of the strategic positioning sustainable entrepreneurs approach in the early stages of their ventures. 
 Objective: Identifying patterns in the building of competitive advantage.  
Objective: Exploring a relationship between sustainability and competitive advantage
Concerning the question, the research objective is to identify and explore patterns in entrepreneurial behavior related to competitiveness. This question and the related objective have a close intersection and contribute to the second question of the study: 

Q2: "What are the primary challenges in the early stages of sustainable entrepreneurship?"  
After examining the approaches of the juvenile entrepreneurs with regards to the competition, it is of further interest what the concrete challenges are within the early stages. In this sphere, also the apparent specialty of the ventures plays an important role. By considering the particular dimension of sustainability which, even within the venture's name, gives an admittedly superficial understanding of the differentiation, separates the research subjects from the classic entrepreneur. Thereby, it high-emphasize is laid on the challenges perceived by the entrepreneur as an individual since this particular question and related objectives require a deeper and more subjective view. In contrast, the first question could be answered with some distance to the individual founder (through taking a neutral contrasting view of the venture and competing for incumbent businesses). 
Objective: Identifying major challenges of the founders in the early stages.  

Objective: Identify causes for the particular challenges.  
1.4 Structure of the Study

The study is structured into three core parts. At first, the relevant literature influencing the field of research is going to be outlined. A current status of the research on the focal entities and the entrepreneurial person will be conducted. Furthermore, the key concepts in this context will be highlighted that contribute to the underlying understanding of terms, definitions, definitory, and procedural concepts. Those will further inform the conceptual framework applied in the research. 

The critical understanding derived from the literature review builds an intersection to the second part of the study, the methodology and the research design. This part outlines the approach followed within the study to generate sufficient data that enable a comprehensive and coherent answering of the research question. Here, critical parts of the author's philosophy are outlined to understand the decision-making in data generation approaches. Those offer a justification of the study's research approach. In this part, the foreset literature review informs some of the mechanisms as outlined in the conceptual framework. 
Based on the data generated, according to the described approach, a presentation and discussion of the findings will be conducted. Here the data generated will be structured and an initial overview of the explored themes will be inserted. A discussion that generates a multi-spectrum perspective on the findings will be initiated related to the research questions. Finally, and in close relation to the discussion, a conclusion on the study will be drawn. In this context, a critical perspective on the research will be given. Limitations will be acknowledged that are subject to the study.
Further, the results academic value are stated. By setting the results into the context of existing literature and with the implications for future research projects. Thus, besides the academic value perspective, practical value for the potential stakeholders of the study will be provided.
2 Literature Review

2.1 Overview

The literature review is concerned with outlining the substantial streams of theoretical arguments relating to the research. The review aims to outline existing knowledge generated by academics that offer an intentional value to the research. Concepts are considered valuable if they contribute to an understanding of a specific phenomenon or circumstance.  Focal parts of the reviewed literature are strategic management in entrepreneurship, definitions of entrepreneurship and start-up ventures, competitive advantage theories, and existing works on sustainability and competitive advantage. Thereby theoretical concepts outlined that offer a more descriptive value, particularly the chapter relating to definitions of start-ups and entrepreneurship and the sustainable entrepreneurship chapter, will serve to implement a common understanding of the focal research objects.  Here, despite the varying definitory perspectives, a rational comparison can be made due to the objectivity and conceptual structure of the different theories. Beyond the informative value, the chapter intends to highlight the significance of the study within an academic context. 
2.2 Strategic Management in Entrepreneurship
The current discourse in literature concerned with strategies and strategic management in start-ups and entrepreneurship need to be outlined.

Currently, the literature implements a sub-discipline of strategic entrepreneurship that combines both notions of strategies and entrepreneurship. Literature relating to this field claims that combining strategic management and entrepreneurship can be integrated into a joint concept of strategic entrepreneurship. The mixed concept includes the activities of exploring and exploiting opportunities while simultaneously coordinating resources as well as innovating. (Hitt et al., 2001; Webb, 2007)
A first concrete scholar of strategies for entrepreneurs can be found in wealth-creation as a particular approach to success. Here the entrepreneur builds up a strategic positioning by acquiring resources to the firm, which following increase the capital resources available to the firm. (Lounsbury and Glynn, 2001; Ireland et al., 2003)
A more detailed view of the individual strategies is given by Gelederen et al. (2000). By studying 49 entrepreneurial-driven companies, a four stacked typology of entrepreneurial strategies has been derived: reactive, complete, planning, opportunistic and critical point strategies. Further, the authors claim that planning is a credential to the success of start-up companies. (Gelderen et al., 2000, pp.13–14) The study was restricted to the geographical territory of the Netherlands, particularly to the city of Amsterdam. Also, there was no scope set to a particular industry or business type. 

Kim (2018) applies an explanatory approach to entrepreneurial strategies by considering competitive advantage theory within the scope of start-up companies. The author claims that the foundation of competitive advantage differs according to company size. A proposed framework claims that small entrepreneurial firms' performance is based on opportunity-seeking behavior, which relates to the concept of dynamic capabilities as a source of competitive advantage. In contrast, established and mature firms instead builtd competitive advantage and subsequent performance based on resources, which relates to the resource-based view of competitive advantage. (Kim, 2018, p.184)
The review of the literature, combining entrepreneurship start-ups and strategic management, highlights the current direction of research. It becomes visual that scholars dealing with strategies of start-ups and entrepreneurs implemented different notions. Some authors already tried to identify more precise strategy approaches of new ventures and attempted to implement a typology. Also, first attempts were made to link fundamental strategic management literature, such as competitive advantage theory, more diversely to entrepreneurship. Nevertheless, research is based on literature, despite the practicality of the entrepreneurial discipline, or is set in a specific context, not recognizing different circum-stances and characteristics of individual firms. Thereby the need for a precise analysis of strategies and the exploration of those is considered as relevant. Further little to no attention of academics is drawn on the joint notion of strategy, entrepreneurship, and sustainability.
2.3 Understanding Entrepreneurships and Start-Ups 
The concept of entrepreneurship lacks a holistic definition in the literature. There is no consent about a universal or holistic definition among attempts in the literature and it is acknowledged that the concept is subject to a certain degree of ambiguity. (Gedeon, 2010; Scott and Venkataraman, 2013)) Nevertheless, the concept can be understood from different angles, explaining characteristics, structures and behavioral aspects. 
Principally there is some consent in the literature that entrepreneurship as an essential practice involves founding a company. Also, in this course the entrepreneur is exposed to a higher level of risk in his activities, steaming from the challenges and hurdles during the founding process and the higher level of self-responsibility. (Palmer, 1971; Mescon and Montanari, 1981; Gedeon, 2010) In the absence of a corporate employment contract, the entrepreneur is in full charge of the business operations and is frequently and to a great extend involved in the management tasks of the founded entity. 
More precisely, entrepreneurship as a practice can be defined as opportunity recognition and consequential exploitation of those. (Drucker, 2006, p.28) This opportunity-taking behavior can be closely related to the context of further aspects of entrepreneurship. By his risk-taking behaviour and the seeking of opportunities, the entrepreneur is seen as a significant contributor to societal or economic innovations. 
The individual characteristics of the discipline of entrepreneurship open up the consideration of the organizational dimension involved. As highlighted, the entrepreneur is in the unique situation of founding an entirely new entity. This implies a particular consideration of the organizational dimension the founders are engaged in. Therefore, to precisely understand the entrepreneur's reality, a definition of start-up companies needs to be implemented. The literature currently offers multiple definitions of start-ups. Nurcahyo et al. (2018) define Start-Ups by a multiple set of corporate characteristics. In this theoretical view, the first scope of characteristics for a company to be considered a start-up is organizational. Here the dominant characterizing value is the small scale at which start-up companies operate. Also, relating to this aspect, the young age of companies is relevant. The second characteristics category is the ownership configuration. Here the spotlight is set on managerial aspects, particularly the speed and nature of decision making. Third, a risky, fast, and niche-oriented strategy and innovation are core characteristics of start-ups. Finally, he draws on the financial dimension as a typical feature of Start-Ups. (Nurcahyo et al., 2018, p.44)) In contrast to that, a definition based on procedural aspects combined with corporate characteristics is outlined by Skala (2019). The author identifies a company as a Start-up by assigning it to a particular growth phase. For each stage, the characteristics that define a Start-Up differ. In this definition, three stages make up the start-up lifecycle; (a) initial, (b) expansion, and (c) maturity. In the initial phase, a start-up can be characterized by a scarcity of available resources and activities centered around a novel idea. In the expansion phase, a start-up is characterized primarily by high growth figures. The author attaches the notion of growth to different measurements such as revenue or the number of customers. In the final stage of maturity, start-ups define themselves by the scalability of their operations and value creation. By this, the author tries to differentiate a Start-Up company from a sole newly founded company. (Skala, 2019, pp.26–28)
With a more dense understanding of the entrepreneurship discipline, it is substantial to analyze the current perception of the literature in relation to the challenges the entrepreneurs face in their professional context. Academic research does not offer a holistic framework for the challenges in the entrepreneurial process. Multiple studies that deal with problem areas in the company founding process are concerned with the problems and hindering factors that arise in more special geographic areas or deal with a particular circumstance of the entrepreneurs surrounding. For instance, Fogel et al. (2008) analyzed the particular problem of institutional aspects of entrepreneurship and the resulting problems of legal dimensions. Thus, thereby the focus is more on a singular perception of one problem. On the contrary, different studies consider more dimensions of entrepreneurship but limit hindering factors to a specific geographical group. (Santhi and Kumar, 2011; Cavada et al., 2018) 
The review of the literature, concerned with the entrepreneur and the organizational phases of start-ups, showed multiple, subjective views on the phenomena. Entrepreneurship in an introductory manner can be understood as the process of founding a venture. Further definitory value can be derived from the characteristics dimensions such as risk-taking behaviour, opportunity seeking, and the individual challenges that shape entrepreneurship. The review of the individual phases of a start-up or entrepreneurial venture can show indifferences in the circumstances and key triggers, depending on the stage of maturity. By this, the purpose of the study is to set the early stages of the venture into the academic spotlight becomes more visual. 
2.4 Sustainable Entrepreneurship
Further, an exploration of the narrow concept of sustainable entrepreneurship and the green start-up notion needs to be conducted. Scholars identified substantial differences to the classic approach of entrepreneurial activities. The main driver of differentiation between the holistic understanding of what entrepreneurship is and how the process is designed, in contrast to what a sustainable-oriented entrepreneurial venture does, is based on the impact or often referred to as purpose the founder pursues. This higher level of contextual value provided by the entrepreneur implies various definitions of purpose or impact-driven ventures that are closely related and frequently mistakenly used as a synonym for sustainable entrepreneurship. (Vuorio, 2017) To arrive at a coherent understanding of sustainable entrepreneurship, it is reasonable to outline differences with those other concepts. The first concept of entrepreneurship related to strikingly different impacts in societal wealth is social entrepreneurship. This specific form of entrepreneurial activities differs from general entrepreneurship by the motivational dimension. A social entrepreneur's initial motivation is less oriented by profits or monetary wealth. High emphasis is laid on the purpose and mission of the venture with the ultimate goal to initiate change in their societal context. (Roper and Cheney, 2005; Martin and Osberg, 2007) Another variation of the concept is given by ecopreneurship. In this form of entrepreneurship, the focus is mainly on the environmental impact of the venture. The ecopreneur uses business opportunities to create environmental-friendly outcomes (in production, supply chains, etc.). (Schaltegger, 2002; Lasner and Hamm, 2015)
In contrast to the more singular oriented concepts, the concept of sustainable entrepreneurship is frequently related by scholars to the triad spectrum theory of the triple-bottom-line, which includes a combination of social, environmental, and economic goals within a venture. (Schlange, 2009) Thereby, contradicting perceptions of the role of the triple-bottom-line arose among scholars. There is a debate among scholars to what extent the triple-bottom-line is essential in defining sustainable entrepreneurship. (Belz and Binder, 2015) One line of thought emphasizes the triple-bottom-line dimension in ventures as a key defining characteristic while subordinating entrepreneurial characteristics. (Young and Tilley, 2006; Cohen and Winn, 2007) In contrast, another view balances the role of both the entrepreneurial characteristics of opportunity recognition while simultaneously pursuing a triple-bottom-line approach to business. (Dean and McMullen, 2007; Shepherd and Patzelt, 2011) 
Schaltegger and Wagner (2011) implement a more advanced concept with their specific notion of sustainable entrepreneurship. In the authors' perception, sustainable entrepreneurship differs from social entrepreneurship and ecopreneurship. The concept defines the sustainable entrepreneurship practice as the founding of a start-up company providing products and services that benefit the social or environmental dimension while simultaneously bearing market growth potential. Further attention is drawn to decisive characteristics to classify sustainable entrepreneurial approach and describe the phenomena of sustainable entrepreneurship: the priority of environmental and social issues as a business goal and the effect of the company's effectiveness (marketability of the product or service). (Schaltegger and Wagner, 2011, p.225)
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Figure 3: Position matrix entrepreneurship concepts adopted from (Schaltegger and Wagner, 2011)
The framework of sustainable entrepreneurship proposed by Schaltegger & Wagner displays a delimitation to other related typologies (see Fig. 3). Social entrepreneurship and ecopreneurship focus on either ecology or a sustainable dimension while not focalizing profit orientation. Therefore they are considered less suitable for the research. Thus, they offer value to future research by contrasting and thereby specify the research objects.
Further explanatory value providing an advanced understanding of the sustainable entrepreneurship concept can be derived from a procedural model. Belz & Binder (2015) defined a step-by-step model to describe the process of sustainable entrepreneurship development. The first step is the recognition of a social or ecological problem by the founding person. The second step relates to acknowledging and identifying an opportunity to the problem in the previous step. In the next consecutive phase, the entrepreneur develops a double bottom-line solution. Here in the first step, a social or environmental component is combined with a viable concept able to generate economic value. Strikingly, only in the following step, the triple-bottom-line is developed in full, tackling both a social and an environmental dimension. This concept contrasts the previously outlined perception that the triple-bottom-line is the predominant characteristic in the definition of sustainable entrepreneurship. The scope of sustainability, defined by either a triple or double bottom line, can be considered dependent on the venture's definite stage and age. 

Previous research in the field of sustainable entrepreneurship, dedicated to a contribution benefiting the understanding of the phenomenon, has established several key characteristics. Especially the understanding derived from the distinction to closely related concepts offered a key valuable attribute to understanding what sustainable entrepreneurship is. By contrasting it from social entrepreneurship and ecopreneurship, finding a profit orientation and the search for scalability in the business model becomes a primary attribute. To conclude the concept, there is certain ambidexterity of value creation with the ultimate goal of generating, on the one hand, social or environmental value while maintaining an economic profit. Whereas in the other concepts, a lower level of profit orientation is found, sustainable entrepreneurship is not associated with the work of the non-governmental or non-profit organization. 
2.5 Strategy & Competitive Advantage 
A central part of the research objectives relates to the concept of competitive advantage. Therefore, the current perspectives on the development and sources of competitive advantage in a corporate context need to be examined. 

The first perspective on competitive advantage can be derived from Porter (1998). The claim is made that firms' competitiveness is derived from the intra-industry positioning. The primary source of competitive advantage is described as a two-sided phenomenon. Firms gain competitiveness by either higher quality or lower cost. Thereby three distinctive strategic positionings can be derived that lead to a superior competitive positioning: (a) cost-leadership, (b) differentiating, and (c) niche. (Porter, 1998, pp.35–39) Shapiro (1989), a further advocate for an industrial perception on competitive advantage, relates to the 'Porterian' perspective that competitive behavior and advantages have the fundament in a relative perception between a focal firm and competition. It is claimed that the key aspect of strategic decision is based on irreversible 'moves' that display a relevant commitment to a strategic pathway. (Shapiro, 1989, p.127).
In contrast to the competition or market-based perception of a firm's advantage, multiple authors share the view of a resource-oriented approach. During the course of finding a holistic view of competitive firms that enables the explanation of competitive behavior outcomes and substantial advantage, multiple scholars arrived at the viewpoint that those corporate aspects are mainly based on the notion that a firm can be seen as a bundle or configuration of resources. (Penrose, 1959; Wernerfelt, 1984)
From this perception on the different resource-oriented explanations for competitive advantage building evolved. Barney (1991) advocates for a resource-oriented perspective on competitive advantage with his proposed Resource-Based-View (RBV). Like Porter's approach, he implies that firms can build superior positions in contrast to their competition by better cost-efficiency or higher quality. Thus, the origin of the competitive advantage is based on the firms' resources. The author critically reflects the neglect of the first school of competitive advantage that focuses on the environmental aspects that lead to competitive advantage. He further criticizes that there is an assumed "resource homogeneity" in prior works. (Barney, 1991, p.100) According to the RBV framework, those are required to possess a certain set of criteria to obtain a competitive advantage through resources. The resources must be (a) valuable, (b) rare, (c) imperfectly, imitable (d) and (e) non-substitutable. (Barney, 1991, p.105) The resource-based scholar also is supported by the work of Peteraf (1993). He also advocates for the resources to contribute to competitive position and the earning of 'rents'. The proposed conditions under which the competitive advantage based on firms' resources can be built differs from Barney's. Here, four conditions must be met: (a) resource heterogeneity, (b) ex-post limits to competition, (c) imperfect resource mobility, and (d) ex-ante limits to competition. (Peteraf, 1993, p.180) This resource-oriented approach centers more on competition's resource aspects. 

Scholars have shifted more recently towards a less static perspective on competitive advantage foundations in a changing environment driven by information technology and the increased transaction speed. The need for new organizational requirements in ambiguous surroundings led to a perception of competitive advantage related to organizational capabilities and structural aspects of the focal entity. Multiple scholars lead the debate of organizational structure influencing strategies in a corporate context. Chandler (1962) states that a company's structure is predetermined by the strategy applied ('structure follows strategy'). This theory is based on the logic that positive and negative changes in environmental factors and resources trigger a change in the organization's strategy. According to Chandler, the tweak in strategy is predicated on the organization's willingness to exploit the new circumstances. (Hall and Saias, 1980, p.150) To illustrate this catalyzing effect of a change in a firm’s setting, Sheldon's perception of change enhancing factors are reasonable to consider. Sheldon argues that a deviation of a stable environment of the firm can lead to a tremendous change inform of a new paradigm, recognizable immediately or over the course of time. (Sheldon, 1980, p.62) Ongoing from this viewpoint, Chandler outlines that in order to apply the changed strategy effectively, necessarily a change in organizational structure is indispensable for firms. So, he comes to the equitation that structure follows strategy.
In contrast to Chandler's perception, Mintzberg and Waters (1985) follows a contradicting logic, expressing that strategy follows structure. Mintzberg built up a typology framework for strategies that differentiate between emergent and deliberative strategies. They claim that strategies can either be categorized by being planned (deliberative) or developed out of the course of actions (emergent). Thereby he refers to several aspects of organizational structure as a determinant for evaluating the strategies' deliberative-ness or emergentness. According to Mintzberg, the form of decision making regarding long-term routes or directly regarding strategy and the obedience of members making up the organization are crucial factors in strategy formation. (Mintzberg and Waters, 1985, pp.257–258) Following the argument of structural aspects in developing strategic positions, other dimensions closely related to this can be derived from the aspect of organizational capabilities. Within the work of Teece et al. (1997), grounding their proposed dynamic capability framework acknowledges the work of the outlined industry and resource-related concepts but argues for a more diverse view on the competitive advantage. It is claimed that other concepts do not value the importance of changing environments firms operate in, which have been intensively tackled in the above-outlined relation of structure and strategy. It also seeks differentiation by including novel business operations such as research & development into the scope of competitive advantage. (Teece et al., 1997, p.510) The theory proposes that a firm's dynamic capabilities are the primary driver of competitive advantage to close the claimed lack of other works. A particular capability of an entity becomes dynamic by enabling it to respond to external influences. (Teece et al., 1997, p.516)
The initial review of the competitive advantage landscape showed different lines of thought on the subject. A distinction can be made between an industry, resource, and capability perspective. Also, within those schools, different approaches towards competitive advantages can be found. The triad distinction found within the concepts present in the literature offers a starting point for exploring the competitive advantage and strategy approaches in sustainable entrepreneurship. It will be relevant to conduct research that explores the competitive advantage formulation and foundation in all three directions. They consequently serve as a guideline for the research framework.  
2.6 Conceptual Framework

The conceptual framework of the thesis will serve as a guiding plan on how the research will answer the initially outlined research questions. It highlights how the examined literature, crucial to the dissertation, will inform collecting data suitable to inform the research questions.
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Figure 4: Conceptual Framework source: own illustration
The first building block is made up of the research questions. They resemble the critical aspect and central focus of the research. In the first step of the research process, the selection of the researchable participants will be conducted. The aim here is to build a sub-framework that helps to find suitable entrepreneurs that fit in the scope of sustainable entrepreneurship. Multiple theoretical aspects offering characteristics derived from entrepreneurship theory will form a selection mechanism for the research. By choosing relevant definitory values, identifying suitable cases, offering valuable insights for the proposed research questions are intended to be conducted. 
Following the selection, the next procedural step is concerned with the collection of primary data. The author intends to generate qualitative data with the help of semi-structured interviews. Therefore, a questionnaire needs to be designed. Since the research is concerned with competitive advantage concerning sustainability and challenges due to the focal cases' unique circumstances, the literature relating to those topics will inform the questionnaire. For a precise outline of justification of the specific research methodology and design, refer to the methodological argumentation of the dissertation. 

Based on the data collected through the semi-structured interviews, the data will be analyzed. The analysis step will be conducted with the help of coding the qualitative, text-based data. The author intends to identify streams in patterns of competitive advantage perceptions or how the individual sustainability dimension potentially contributes to those and critical challenges in the related areas. The analysis procedure will be conducted consistently after every interview. It is acknowledged that each interview will offer different insights that may require adjustments within the predeceasing step. This stems from the subjective reality in which the author conducts his research. By this, it is intended to conduct the research in a closed and coherent framework that maintains flexibility for continuous insights during the data collection process. 
2.7 Conclusion

In conclusion, the literature revisited the key concept crucial to the research. An understanding of the research subject was implemented by highlighting critical aspects of the entrepreneurial disciplines. Further, the particular notion of the sustainable entrepreneur was outlined along with a differentiation of other sub-typologies. Hereby, it became clear that the concept can be clearly distinguished although there are different approaches to understanding what the discipline involves. The field of literature relating to competitiveness in firms was highlighted among the strategic management literature concerned with the competitive advantages of firms. Within this context, different streams of argumentation had been identified. Further, a debate: It became obvious that the literature is concerned with the exploration of sustainable entrepreneurs to a certain extent. Thus, there is little to no research relating to the ventures' strategic, competitive or procedural aspects. Significantly, there is only some research is dedicated to the early stages of sustainable entrepreneurs. Here, a crucial gap can be identified. Although multiple scholars had approached the challenges in entrepreneurship, there is no research dedicated to exploring specialties in the sustainable entrepreneurship process. This is especially striking regarding the spotted and acknowledged differences to the classic understanding of the holistic entrepreneurship field.  
3 Methodology and Research Design
3.1 Overview

The purpose of this writing is to highlight the underlying principles that influence the technical execution of data generation. In a first step, the holistic philosophy the author itself possesses will be outlined. The implications for knowledge generation and the perceptional relation to the social reality will be estimated. In this context, a concrete paradigm of the research is derived. Based on the paradigm, the data generated within the study will be formulated within a guiding research strategy. Concerning the philosophy and strategy dimensions, a design for the research is going to be articulated. Based on this, technical and procedural dimensions are derived. 
3.2 Research Philosophy and Approach
The research paradigm outlines the author's own philosophical perception by uncovering his assumptions, beliefs, and values influencing research and knowledge generation. Consequently, the individual research philosophy's aspects will have a relevant impact on the methodology and outcomes of the research. (Wahyuni, 2012) In order to effectively outline the research philosophy, two dimensions are considered the general philosophical assumption and the ideological dimension.

Saunders et al. (2016) argue that two essential philosophical perspectives can be distinguished in business & management literature: subjectivism & objectivism. Those extreme points describe opposing perceptions of the nature of science itself. This dichotomy arises because the academic sub-discipline of business & management literature is composed of several different academic fields. The different influences from various fields led to this extreme bipolar categorization of the different research philosophies. (Saunders et al., 2016, p.128) The author's philosophical perception in this dichotomy can be best described as subjectivism. It can be more precisely defined according to three assumptions about science: 

a)
Ontology

b)
Epistemology 

c)
Axiology 

In order to adequately describe the particular attributes and consequences of this perception of science on the research philosophy, the individual assumptions underlying this are reasonable to be considered. 

a)
Ontology

The first assumption relevant to be considered is the ontology of the philosophical approaches. Ontology refers to the perception of nature and social reality. Thereby it offers a first insight into the researcher's perception of the focal objects. (O'gorman and Macintosh, 2015, p.55) Generally, the subjectivism perspective follows nominalism, which assumes a reality constructed by the individuals inhabiting it. Therefore, in subjectivism, multiple realities are acknowledged. This is further contrasted by the negative perception in objectivism, where realism is the prevailing assumption. This viewpoint influences the perception that there is one definite truth to the social reality. (Saunders et al., 2016) The researcher acknowledges indifferences and multitudes of social realities. This is based on the perception that the phenomenon of entrepreneurship is dependent on the individual founder. Further, as highlighted in the literature review, various concepts are offering different definitions to the concept of entrepreneurship. The focal sub-discipline of sustainable entrepreneurship can be distinguished from other concepts along several dimensions. (Schaltegger, 2002; Schaltegger and Wagner, 2011) This consequently influences future research by acknowledging variances between research objects and the researchers' perceptions. 

b)
Epistemology

Besides the general perception derived from the ontology of the researcher, the assumptions regarding knowledge generation are crucial to understanding the effect of philosophy on the research. Thereby the notion of epistemology, which mainly describes the process of knowledge generation and transfers in the research context, is reasonable to consider. The author values the intended subjectivism approach, similar to the perception of social realities and differences of the individuals. Thereby, it is central to focus on the opinion and narratives of the research subjects. High emphasis is laid on the individual's particular context that needs to be understood and valued. The opposite view of objectivism further highlights this perception. Here, since a holistic view of social reality is assumed, the objective is to find generalizable laws within the research scope. Objectivism derives knowledge-generating practices from natural sciences, while subjectivism focuses on knowledge generation similar to arts. (Burrell and Morgan, 1979)
The research objectives are not directed towards a holistic knowledge generation in the field of entrepreneurship. The focal point of research centers around perspective, influences, and meanings towards a more specific topic. The specification within the research is built on the different aspects considered. A joint influence of the strategic management implications in entrepreneurship's focal managerial science discipline with a narrow scope on sustainability. Since the influence on the entrepreneurs stems from multiple angles, and the researcher intends to touch on multiple academic disciplines, the generalizability is not in the scope of this research project. What is intended is to get insight into the individual perception of the entrepreneurs' decision-making in the vast and ambiguous field of strategy and company founding. 
c)
Axiology

The author's philosophy is completed by axiology, which refers to his values influencing the research. Thereby, this particular dimension relates to the acknowledgment of the author's and research subjects' values. (Saunders et al., 2016, p.129) Since the guiding philosophy of the research is related to subjectivism, unlike in the objectivism perception, both parties' values are considered relevant. Since the focal point of the study is the entrepreneur as a recognized individual who will serve as a significant contributor to inform the research question, the author cannot detach from his values or at least recognize those as particularly relevant. Characteristics of founders influence the business's overall performance, choices, and development, especially in different contextual situations. (Tajeddini and Mueller, 2009; Salamzadeh et al., 2014)
To offer a full spectrum view on the paradigm, beyond the assumptions relating to the research and science itself, the ideological dimension affecting future research approaches conducted needs to be outlined. The ideology, similar to the assumptions and perceptions of subjectivism and objectivism, is in dichotomy. According to Burrell and Morgan (1979), the contradictory poles are described as the radical change perspective and regulation perspective. The decisive criterion to place the author's philosophy within this range is the perception of society's nature. The regulation perspective argues that the social reality is in a sound and coherent state. Unlike the radical change perspective, which advocates for rethinking the current status quo, the regulation perspective wants to uncover the underlying principle of organizational mechanics. (Burrell and Morgan, 1979, p.13; Saunders et al., 2016, p.132)
This perception aligns with the author's research philosophy. An acknowledgment is made within the proposed research to existing concepts of various fields of the managerial science disciplines. Also, the concept of entrepreneurship is recognized as a term profoundly studied and highlighted by various academics. Despite studying a new form of the entrepreneurial discipline, the author considers that operating in a social and economic reality that is consistent and well researched, fundamental principles of strategic management can be applied. The goal is to derive new insights into an immature field of research concerned with behavioral aspects of specific entities (sustainable entrepreneurs). Thereby classic concepts will serve as a guideline for the explanation.
To conclude the overall research paradigm, both the perception of science and society need to be combined. Burrell and Morgan (1979) offer a 2x2 framework from which four distinctive philosophies can be derived.
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Figure 5: Four paradigms for organizational analysis adopted from (Saunders et al., 2016)
Since the author follows a subjectivism perception of the nature of science and a regulation perception of society's nature, the overall paradigm can be described as interpretive. The underlying principle of this class of research approaches is to make a reasoning for the research subjects, surroundings, and behaviors. (Saunders et al., 2016) This relates to the intended research since the questions are explorative. The task is to find, explore and uncover challenges, strategies and perceptions of the founders in sustainable entrepreneurship that can be formulated into a pattern, giving explanatory value to the concept. Furthermore, it is intended to find not yet proven relationships or influences of multiple individually treated but existing and recognized subjects, competitive theories, sustainability and entrepreneurship challenges. Those individual artifacts will jointly contribute to the more holistic purpose of the research to better understand the concept of sustainable entrepreneurship.

 
3.3 Research Strategy
Aiming to ensure the generation of sufficient nature, type, and density of data contributing to the dissertation's question, the author considers the research strategy 'Case Study' as highly relevant. 

Using clear cases representative for a specific phenomenon offers the value of generating in-depth insights into perceptions and enables the derivation of concrete actions. The aim is to uncover a theory or stream of theory within social science. Unlike quantitative research strategies, where the aim is to validate existing theories, data is used to generate novel theories from a social phenomenon. The goal is to give a reference point for later validation through quantitative research. (Saunders et al., 2019, p.197) It is intended to apply multiple cases within the data collection. Although, as acknowledged in the philosophy, the author does not follow an objectivism line of thought that seeks a unified truth within social science, the validation and emergence of themes is accepted to be more significant when considering multiple cases. (Saunders et al., 2019, p.198) Thereby it is intended to focus on literal replication, implying a case selection that likely generates similar results concerning a particular coincidence. (Yin, 2017) The combination of multiple, literal cases is intentionally used to find patterns offering value to generate an understanding of the sustainable entrepreneur. 
This theoretical approach supports the aims and objectives of the research. The author intends to analyze the particular phenomenon of sustainable entrepreneurship. The contextual setting of the cases is shaped by selecting founders and start-up-like organizations that are in early stages and that deal with sustainable matters. Since the topic is new, not yet fully recognized by academics, the author does not intend to find a holistic and generalizable theory. The overall purpose and aim of the research is to give a starting point for the understanding of strategies in sustainable entrepreneurship. Therefore, classic yet proven theories of competitive advantage are considered a key component in the conceptual framework to give the research a certain degree of academic credibility. 
3.4 Collection Primary Data

To gain access to relevant data, the author will conduct semi-structured interviews. This type of data collection is related to an in-depth conversation with research participants. Unlike in standardized interviews, the author, through his subjectivism perspective, recognizes the potential indifferences in social contexts and intends to avoid limiting the data generation through overly structured interviews. Also, unstructured interviews will be avoided since there are themes within the competitive advantage, general strategic management and entrepreneurship literature that will guide the research.  (Saunders et al., 2016, p.391) With the semi-structured approach, the author intends to value the individual circumstances of the research participants. Also, the semi-structured interviews are relevant in a particular type of research that intends to explore a relationship between two variables or themes. (Saunders et al., 2016, p.393) This is beneficial to the research since it is attempted to explore a theme, pattern, or intentionally conceptulizable answer to the research questions that enable a better understanding and differentiation for the sustainable entrepreneur. 
3.4.1 Sources

To get the entrepreneurs' view on the outlined problem areas and circumstances, the aim is to gain sufficient access to research participants who are founding a sustainable venture. To find entrepreneurs willing to participate in the research, the author considers multiple sources of accessing those. 
A) Private & Professional Network 

The author intends to access entrepreneurs in his private environment as well as from the professional network. It is intended to get a greater response rate and willingness to participate from people from this network since there is already a connection, potentially enhancing trust and commitment to the author's research project. 
B) Institutional Access 

Another stream for relevant participants can stream from institutional entities or support organizations concerned with entrepreneurs or entrepreneurial development. Here, a vast pool of different entrepreneurs can be accessed that already has a relation to research in the intended field. 

C) Internet Access 

Beyond the other two methods of generating participants, the author aims to attract a greater mass of participants by engaging in spotting and acquiring potential entrepreneurs meeting the requirements in the online space. Via business networks such as LinkedIn or Xing, start-up ventures in the sustainable field will be screened. With a formal contact approach, explaining the research purpose and objectives, the entrepreneurs will be contacted. Here the response rate is expected to be lower due to lower motivation to respond and participate. 
3.4.2 Access and Ethical Issues

In the outlined process of data generation, the author acknowledges ethical issues that influence the research process. Especially since the data generation is related to human beings as the single source of accessing data, ethical issues in finding the concrete research participants are relevant. The issues need to be examined from multiple views, such as physical access to data and cognitive access. (Saunders et al., 2016, p.222) The physical access to data is highly dependent on the communication of the research's relevance to the organization. Dependent on how the group of entrepreneurs perceives the study as helpful to their organization, their willingness to participate in the study is defined. The author's responsibility is to effectively communicate the purpose of the research thoroughly so that the motivation to participate is given. The second layer of issues relating to the cognitive dimension of data access is concerned with the generation of data after the physical access is accomplished. The entrepreneurs are potentially concerned about the sensitive nature of information gathered through the research. The topic of strategy may be subject to a certain level of confidentiality. So, the entrepreneurs may be tempted not to answer a particular question or not answer a question in-depth.

To address both issues in data collection, the author will apply specific strategies to deal with those. In order to gain physical access to the data that ensures the alignment with ethical issues, the following steps will be conducted: 
1)
The author will use his personal and professional network to spot relevant participants that suit the requirements of the selection framework. 

2)
The author will intensively familiarize himself with the company and the founder's personality in order to display credibility.

3)
The author will give a clear and coherent purpose statement of the research that highlights the value for the participant and society.

4)
The author will approach the research participant formally and appropriately.

The following steps will support the access of cognitive data: 

1)
The author will transparently outline the use of data. 

2)
The author will value and respect all necessary data protection laws. 

3)
Data generated will be stored with password protection to ensure sensitive data is safe. 

4)
After the data is transcribed, the participants will gain access to review the data.
The signed declaration (informed consent form) of the interviewees, ensuring their willingness to participate in this research project can be found in the appendix of this dissertation.
3.5 Approach to Data Analysis
3.5.1 Selection of Research Participants

Criteria for selecting the subjects that are estimated to offer valuable insights to answer the research questions stem from various ends. The primary influence offering a guide to selecting cases was taken from the procedural and definitory concepts of the literature review. 

In the first step of selecting participants, the entrepreneur's focal business activities and scope must meet the sustainable entrepreneur's requirements. Identifying a venture or particular entrepreneur as sustainable is subject to a certain degree of ambiguity. As outlined in the literature review, the concept of sustainable entrepreneurship is influenced by many different definitions. Some consensuses are given within the acceptance of the triple-bottom-line dimensions ecologic, social and economic impact of the actions as a defining criterion. Therefore, it is reasonable to consider those dimensions as a primary attribute for selecting a business or an entrepreneur to be sustainable and, consequently, a reasonable and valuable participant for the research.
A second substantial part of the research's selection is that the filtered participants are engaged in a juvenile stage of their ventures. The research objectives are dedicated to estimating challenges in the sustainable entrepreneurship journey, focusing on building competitive strength. In the early stages of founding a company, managing a company as a founder differs substantially. (Greiner, 1998; Skala, 2019) Hence, exclusively ventures that have been in existence for a maximum of five years are considered.  
An essential factor for the choice of participants is the managerial dimension of the venture. Entrepreneurial ventures are characterized by the direct influence of the company founder on managerial and strategic decisions. This shapes unique circumstances and complexities in the management process. (Nurcahyo et al., 2018) Therefore entrepreneurs focalized in the study are required to be in an active management position of their venture. It is necessary that the significant influence of the founder on the strategic incentives is possible and that there is a certain degree of accountability of the individual in the focal organization or venture. It is intended to get the founders' view to gain insights into decision-making processes and multi-facet perceptions. This is only possible if there is a certain degree of involvement. 
A concrete exclusion is made to non-profit-organizations (NPOs) or non-governmental organizations (NGOs). Despite the criteria of addressing social and environmental issues related to a triple- or double-bottom-line, similar to sustainable entrepreneurship, this type of entity does not fulfill the substantial economic dimension. Those ventures are not sharing the criteria's substantial in entrepreneurship. (Schaltegger and Wagner, 2011) Further, they have highly different competitive situations that do not offer insights into the focal ventures' competitive process. 
This set of criteria ensures that the research subjects are suitable to generate relevant data that helps answer the proposed research questions. 
3.5.2 Case Study description

As described above, the cases were filtered according to a coherent scheme of criteria that ensure data validity. By using the described sources enabling access to relevant companies, five relevant entrepreneurs have been estimated that fit the scope of the study. 
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Participant 1  B2C lending plattform  4 years Germany  Founder

Participant 2 Products from waste recycling 2 years Uruguay  Founder 

Participant 3 Sustainable food delivery 1 year Germany  Founder 

Participant 4 Rural connection platform for farmers 4 years  India  Founder 

Participant 5 Farming nutrition products from alternative sources  4 years Germany  Founder 


Figure 6: List of participants source: own illustration
The case companies come all share the sustainability drive from the triple- or double-bottom-line approach. The cases are located within different geographical regions or countries. Due to the researchers' professional location being centered in Germany, most matching participants originate in different German cities. After completing the research, all participants except Participant 5 agreed to include the interview material within the dissertation. Thereforee, concerning the outlined research ethics applied within the dissertation, the insights gathered from this interview will not be included in the following parts of the analysis. The data generated within the interviews is all conducted with the founder as an interviewee, which is a crucial consideration regarding the intended type of data needed to answer the research questions. As sketched in the previous elaborations, the key objective is to get insights into the founders' perspective as a driving force within the founding process. Sensible information about the founder or the entity is avoided due to the ethical and legal guidelines related to data protection issues. 
3.5.3 Interview Structure 
The interviews with the relevant research participants are structured into four different parts. 
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Figure 7: Inteview structure opening source: own illustration
At first, in the Opening part, the participant will be introduced to the purpose and objectives of the research. This will ensure that the motivation to answer the questions is given and that the general setting for the interview is sufficient. In this part, a general conversation with the interviewer will also be conducted to set the participants in a comfortable mood to answer questions in depth. 
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Figure 8: Inteview structure introduction source: own illustration
In the next step, the introduction part will be conducted. Here a setting that is more dedicated towards the entrepreneur's perception and his venture is generated. The entrepreneur will be asked to introduce his business and explain it to ensure a common ground of understanding for further discussion. The participant will ideally introduce his perception of sustainability within his business activities. Following, the information generated will guide and specify the following questions in the later interview stages. The introduction part will end with a question about the role of competition for the focal venture. This intends to make a transfer to the topic of competitive advantage. It will also serve the purpose of outlining a reference example, adjusting the consecutive questions regarding the streams of argumentation relating to the competitive advantage schools. 
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Figure 9: Inteview structure main part source: own illustration
The following main part will be related to the challenges that the participant currently perceives as relevant to his venture. After that initial outline of problem areas and a first statement about what is perceived as competition to the venture, it is reasonable to at first analyze the role of differentiation in direct relation to the competition. If the participant did not elaborate on the precise role of sustainability in this context, a follow-up question could be asked that fosters insights into if and how sustainability contributes to a relative differentiation from the defined competition. The interview's next focal direction will be dedicated to the role of resources and the interviewed founder's perception of this. The participant will be asked to examine the critical resources of the venture. He further will be asked to examine the role in the competitive positioning of the identified resources.
Further, the question arises to make a relationship if it is given to the sustainability dimension addressed by the venture. The scope of capabilities relating to a potential competitive advantage position is approached in a narrower sense than the first to building blocks of the main part. Since the concept of capabilities emerges from more modern circumstances like environmental change, ambiguity and uncertainties arise from a globalized economy and represent less grounded phenomena in contrast to the theoretically grounded concepts of competition and resources. At first, the theme is approached by letting the participant define the capabilities that are in his perception relevant to adapt to changes. To further explore the role of the dimension, in a follow-up question, the participant is asked to explain the relevance of the capabilities, if mentioned or recognized, to the venture's competitiveness.
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Figure 10: Interview structure closing source: own illustration
The interview will be closed, with the participant being asked to reflect on the mentioned points. The founder will be asked which of the discussed points he considers especially relevant to gain competitiveness. Also, to reconnect to the aspect of challenges, the participant is asked to state what he considers as particularly relevant in the future. 
The interviews, due to the COVID-19 pandemic regulations, are conducted remotely via the Videochat software Zoom. The interviews are recorded and transcribed. In order to enable better data generation, if it is possible, the interviews are conducted in the native language of the founder. This especially applies to Participant 1 and Participant 3. Both founders, similar to the author, live in Germany. In order to minimize barriers to data generation and create an atmosphere beneficial to the founders, these two interviews were conducted in german. The interviews are translated to English in order to ensure comparability across the results. 
3.6 Conclusion

The research methodology is substantially influenced by the overall subjectivist perception of the researcher. It is mainly driven by the core subjectivism of the research field of entrepreneurship itself. The diverse perceptions in the literature and the lack of tangible definitions influence the author's perception. 

Other subdimensions such as the approaches to knowledge generation are influenced by acknowledging this as a guiding philosophical pillar. Consequentially, the overall philosophical approach can be concluded as interpretivism. By acknowledging this circumstance, the design of the research strategy and data generation means such as the interview are influenced. 
To conclude the general approach and research design, it can be stated that the level of uncertainty relating to the researchable field is the key influencing driver in designing the study. The acceptance of ambiguity leads to a reconnection with the study's overall purpose, which is to explore relevant aspects of a juvenile field. Therefore the choices within the research methodology are dedicated to supporting the explorative nature of the study. 
4 Presentation and Discussion of the Findings

4.1 Overview

In the process of conducting the interviews with the selected case study founders, several themes emerged that relate to the research objectives and questions. In the following writing, the individual themes that were derived from the case study founders are highlighted. The patterns that materialized throughout the process are underlined with relevant quotes from the founders. It is focalized only to use quotes that are highly relevant to the specific theme emerging. 
4.2 Findings
4.2.1 Creating Value as a challenge 
During the interview process, multiple participants frequently stated that a key consideration was the role of value creation in the early founding process. The founders especially struggled with finding a balance in economic value that builds a harmonious relation to their social or environmental dimension. This problem of ambidexterity between the two spheres they operate in, relates to the described dichotomy of Schaltegger and Wagner (2011). Participant 2 underlined that value challenge as following: “In the administrative side, we were discussing a lot of things that we would like to do and a lot of ideas that were coming up, but it was not easy to actually get it done because we were procrastinating and doing other stuff. We didn't have our value really defined, so we didn't know our priorities.” Participant 1 elaborates on this aspect as following: “ So, and now especially in the early days, it's just so exciting to see what is accepted by the user? So what does the user really want and use? We have to identify that now and then develop it further, because there's no point in presenting something ready-made”. Here it is further highlighted that developing sustainable products is subject to a certain level of ambiguity. This underlines the consideration of the particular problems of the sustainable entrepreneur to deal with a multi facette problem situation. As outlined by multiple authors, the key differential in the sustainable entrepreneurs business operation, in contrast to other forms of entrepreneurship, is the inclusion of purpose for non-economic goals, while maintaining a direction of scalability. This indicates a cause of challenges unique to the sustainable entrepreneur: to focus business design on two instead of one problem area during the early stages. As given by the likes of Drucker (2006), who relates the practice of entrepreneurship to the recognition of opportunities, the double-sided business function of the sustainable entrepreneur's nature, opens up these challenges to implement both in the early stages; economic value and opportunities as well as sustainable driven. 
4.2.2 Communicating Value as a challenge
Throughout the interviews, another consideration was recognizable within the case study companies. Since the founders were engaged in entirely new markets, as stated by Participant 1: “But there's no market at the moment that already exists. So, we are kind of building the competition around.”, a further spotted challenge is the challenge of communicating value. This relates to creating awareness for the added dimension, or in other words the value potential the integrated dimension of sustainability offers the customer. This circumstance is phrased and precisely coined by research Participant 2 as: “If it's difficult to actually communicate the value? Yeah, I would say like people are actually involved in recycling and I don’t know the different Trends. I think those people will get the meaning, much more abruptly. But to the average person, maybe it's much more difficult to get that Gap.”. This further points out a lack of awareness within the market space which represents a challenge to the founders. Participant 1 furthe underlines this by stating: “[…] so to first invent the concept, to generate this being for trust, that lending and borrowing transactions are possible on one platform, was difficult at first, and now even more difficult, now in the future, that people get used to it, that it can be integrated into everyday life” which offers the view of customer behaviour that causes the awareness related challenge. Participant 3 highlights the challenge with regards to the classic competition by stating: “[…] and the question we get most often is, quasi, maybe about the concept, our prices should be in line with Rewe or Edeka, and our prices should not be as expensive as in the unpacked shop.” Which points out some of the root causes of the problem by having a contrast to an existing product or service offering which diminishes the customer awareness for the sustainable entrepreneurs intended value. Participant 1 further outlines a differentiated view on the emerging challenge theme by stating: “that is really very individual, so the insurers don't stand on the side of the road and say: Here people, we want to enable the sharing economy here and want to insure landlords and tenants, and make the transaction safe.” Which also points out a manifestation of the challenges on the B2B side for the founders. This statement initially indicates a potential enhancing factor of the challenge dependent on the parties involved that might generate value or opportunities from the entrepreneurs' business. This enhancing logic underlines the complexity in communication, especially in the case of the founders' juvenile stage. 
So the communication of value resembles a challenge to the sustainable entrepreneur caused by the various ends of value that not ultimately are generated solely for the customer or business partners. Its cause can be related to either the complexity, novelty or the status quo in the relevant market. Also, the amount of alternatives offered by the classic competition enhances the impact or difficulty of the challenge. 

4.2.3 Legal & structural barriers 

Within the course of the interviews, another striking theme emerged that was shared across the cases. Due to their value innovation, the founders frequently found it challenging to deal with legal and structural barriers that affect their business operations. 
Participant 1 states: “Barriers now in the form of the ongoing reforms in terms and conditions, i.e. general terms and conditions and also privacy policy, something changes every few years, and you really have to be behind it with the lawyer to ensure that everything is up to date”. Since the founders focused on more than one problem to solve, within their business model, which stems from the triple or bottom line approach, they have to be aware of multiple changing aspects as outlined by Participant 1. Besides the concrete legal challenges, there is also a more structural challenge in relation to the legal compliance of the businesses. Participant 2 outlined: “Yes, of course, food always has regulations. Well, they are the same ones that we have in restaurants and whatnot, and a normal refilling factory and what we have is, we talked to this woman from the food office on the phone, and when we told her that we use glasses, that we have to fill the whole thing into glasses, the woman almost fell off her chair. [..] On the other hand, I just think that if we continue to think like this, we'll never solve these problems […] but she had already made it very clear that we have to stick very, very closely to the rules and pay very close attention to what we do and that we develop ideas from this so that nothing happens, which is also understandable. You just can't do what you want. But she talked us out of it, so to speak, tried to devalue it. But other companies do it too, and it works.”. This highlights a structural aspect of system regulations that represent a barrier to free development of value in the founder’s business development. All of the case study companies engaged in an innovative societal or environmental way of providing value to the end customer, which interfered with multiple structural and legal systems dimensions. Participant 4 encourages the thought of missing structural support that would have been helpful to be sponsored by the government: “The thing is that in India, a lot of these things are in gray areas. Especially now the entire government, machinery and everything is basically because they realize that these are the problems that they can't solve on themselves.”. In this case Participant 4 also highlgihts structural problems within their market that hindered the fast development: “The problem that we as a business faced, as I explained, was complete broken infrastructure. […] But again, as I explained, because they were not using smartphone phones,there were no digital payments. Those were the challenges that we faced when we started the business.” 
4.2.4 Partnerships to overcome challenges

Relating to the challenges estimated above, another recognizable theme emerged across the cases. Concerning the challenges, the founders identified the role of partnerships as crucial to overcome those challenges. Thereby, the value of joint forces was recognized independently from the individual problem they faced. 
Based on the stated dichotomy and general problems in value creation, partnerships that enhance and complement the technical skill base of the organization are seen as necessary, which is highlighted by Participant 1: “[…] experience that you gather in various pitches and also in various conversations with potential partners, simply because the business world is so multifaceted that we, a concrete example now would be our verification partner”. Participant 4 sets the role of partnerships in their individual founding process in contrast to the problem theme of acting under the structural or legal tension field outlined above: “definitely we did kind of get in touch with local public representatives. In India you have these systems of village representatives, so we got in touch with them, and we tried to explain to them what the water solution was basically trying to do.” With the help of operating partners, they were able to tackle the problem of communicating their value to the customer. In this case, depending on the surrounding or system-based problems, the partnership can help to overcome the hurdle of effective market communication. Participant 3 further underlines in the elaborations about partnerships in his founding process what has been experienced as valuable: “We're in several programs. And then we have mentors who help us a lot. It's all voluntary, so to speak, because we're such a green company, because we're such a social enterprise, that's why these programs are right for us, they just agree. And we get help from mentors.” The statement highlights similar to the preceeding statement that the structure and frames the founders operate in, set by governments are beneficial. It also highlights that there are possibilities given to benefit the founding process. Hereby, an example is presented on how to initiate a structure in which the sustainable entrepreneur faces less barriers or at least is able to enjoy means of overcoming those due to finding access to aspects such as partnerships.
The role of partnerships and the anticaption of the expected value the sustainable entrepreneur can generate from those is further underlined by Participant 3. While considering the role of a particular potential partner, that should act as an investor within their company structure, it was stated: “The other problem is that this woman, and it depends on the added value, she has no idea, she only has money, and in the start-up business that's called stupid money. She then said, yes, okay, but then we wouldn't be willing, firstly, to give away too much of the shares, and secondly, not to give a lot of voting rights, because that would be bad for later financing rounds. Exactly, so, she said so, for the reason, we are looking for investors who have money, and also network.” The above statement underlines the importance of partnerships since the value is not solely financial to the founders. In this case, the tremendous need for multilateral value in partnerships the sustainable entrepreneur intends to enter is highlighted. 
4.2.5 The Importance of Dynamic Capabilities
Beyond the themes and patterns relating to the spectrum of challenges in the early stages, striking themes relating to the second research question which covers the strategy approaches of the social entrepreneurs emerged. According to Teece et al. (1997), the dynamic capability framework for competitive advantage describes the core of competitive strength as the organization's adaptability to external changes. The organizational readiness to change and make shifts in the business model, product, or overall start-up design represented a frequent concern of the sustainable entrepreneurs. 
Especially in relation to the competitive position, adaptability played a crucial role in the founders' perception. Participant 1 stated: “You have to commit to one thing, but you can also realize far too quickly that another thing would have been more lucrative and then you really have to be prepared to take the risk and really pivot and reschedule.” Participant 4 raises similar concerns about the organizational flexibility and turn arounds in the course of the founding: “Because things would be very fluid, things you keep on changing. So, there might be some hard ones that might be people who might be frustrated. So, it's very important to have that clear communication and to have that capability to accept mistakes and to say, okay, what we thought might not have worked out what we need to maybe make that pivot.”. In this course, the founder further sketches the urgency of the flexible organizational state: “So when we had to change, we were quick to change, because otherwise had we made the huge capital investment in terms of owning machines and things like that, then that would have made it very difficult for us to make that pivot.”.
The capability to adapt to changes was even set into the relation of increasing value due to enhancing the sustainability dimension of the ventures. As Participant 3 phrased it when being asked to explore the role of change in relation to sustainable value: “Yes, so what helps us become more sustainable in the long run. So, definitely. As I said, our goal is really to be as sustainable as possible and in the beginning we won't be able to do it the way we want to do it because laws and capacities just don't allow it. But we are learning and learning what we can do and then there is also the process of growing.” The founder further elaborated more precisely what specific mean or enabler of those capabilities adjusts his process of increasing sustainability: “And if you're learning all the time, you may get new processes that are much more sustainable, much more efficient, they may take less energy and differentiate from others. So yeah, I think that if you're all the time looking to learn and like, grasping from others, you may become even more sustainable all the time.”
4.3 Discussion
The ambidexterity between profit orientation and impact, similar to non-profit-organizations, shaped the initial consideration of provoking the research question. (Dean and McMullen, 2007; Shepherd and Patzelt, 2011; Schaltegger and Wagner, 2011) The themes identified in relation to the question of what the particular challenges of the sustainable entrepreneur are in the early stages of the venture can be reconnected to the tension field that is shaping the nature of the sustainable entrepreneur. 
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Figure 11: Influence on the sustainable entrepreneur source: own illustration
The figure illustrates the field of tension the entrepreneurs operate in. Building value in a new differential across two sides causes conflicts between finding a fit between what is anticipated in market value and ultimately relating to the profit orientation and what can be combined with the dimension of sustainability. In this initially conflicting relation, the early-stage entrepreneur faces distinctive challenges. First of all, it is becoming increasingly hard to create a value that is able to ensure survival on both sides and the entrepreneur, as expressed in discussion with the founders, experiences this as a key challenge in launching the venture. An interesting consideration concerning this is prevalence of either side. It can be of interest to further explore which side of the business nature in sustainable entrepreneurship initially exceeds the other at the starting point of the business and to what extent this shapes the problem areas. Beyond the creation, value communication in this dichotomy becomes a hurdle. Once the founder is in a confident state with the value, there is the spotted challenge of effectively communicating it to the market. Having both sustainable and economic value, the two-sided founders face the difficulty of effectively communicating two values at once and accessing the market sufficiently. The final eroding factor in the sustainable entrepreneurs operating realm is the legal & structural barriers that are affecting the early stage. What interplays in this tension field and affects the sustainable entrepreneur positively, in contrast to the challenge cause, are the partnerships. Those stand outside the organizational realm and offer an opportunity to attack the conflicts in the early stages. 
The strategy and competitiveness-related themes show the first direction of a discernible pattern. As initially intended, three distinctive schools of competitive advantage theory were analyzed within the interviews. The theory of dynamic capabilities prevails as the predominant and most frequently emerging strategy across all cases to arrive at a competitive and survivable position for the founders. In reflection to the preceding model of sustainable entrepreneurship, which considers the playing field of influences, the role of dynamic capabilities can be reconnected. 
[image: image12.png]amic Capabilities

Profit orientation Sustainability
dimension
Sustainable
Entrepreneurship
Challenges

Value Creation

Value
Communication

Legal & Structural





Figure 12: : Influence on the sustainable entrepreneur including strategy source: own illustration
Considering the emerging importance of Dynamic Capabilities’ as a concept centered, by authors such as Teece et al. (1997) or Eisenhardt & Martin (2000), around a more ambiguous, uncertain and fastly changing business surrounding, the increasingly important meaning for young sustainable entrepreneurs can be derived. Revisiting the ambidexterity of profit and sustainability that displays the dual influence causing severe challenges and consequentially having two ends that require operational management, the need for a better organizational set up becomes tangible.  
4.4 Conclusion
The study leads to the exploration of five different themes that opened up the understanding of the sustainable entrepreneur. The problems estimated in the founding process are highly related to the value creation or communication and legal or structural barriers. A strategy pattern emerged that showed the importance of adaptability, which can be highly related to the concept of dynamic capabilities. Besides those findings directly related to the research questions and objectives, another striking theme in relation to this was estimated. In relation to the ventures development and in connection to the problems spotted, the role of partnerships was a frequently mentioned aspect of the entrepreneur. 
A relationship was drawn between the entrepreneurs' nature, shaping the realm of their ventures, and the examined problems, tactics, and strategy approaches applied in the organizational stage of interest. Out of this connection, a first model that describes the sustainable entrepreneur’s tension field was generated. The model adjiust the entrepreneurs' cause and response to its influence and graphically adjust the different influencing factors. 
5 Concluding Thoughts on the Contribution of this Research, its Limitations and Suggestions for Further Research

5.1 Implications of Findings for the Research Questions
The purpose of the current study was dedicated towards two specific research questions. On the one hand, the challenges in the early stages of the sustainable entrepreneur were of interest and on the other hand, strategic patterns to build competitiveness in sustainable businesses motivated the data generation. 
The research results have shown that there are present and repetitive challenges in the particular juvenile stage of the entrepreneur. For the first research question, the themes that emerged around problems and obstacles can be highly related to the distinctive nature of the sustainable entrepreneur. Three striking problem areas have been identified offering implications for the research question. The young sustainable entrepreneur has a general problem to create significant value. A further challenge emerges from a closely related problem. Even with a value proposition defined or developed, severe problems arise in communicating the value to the market. The third challenge present in the particular organizational stage is the overcoming of legal and structural barriers. Besides the sole identification of the challenges, the research question was dedicated to identifying root causes relating to the nature of sustainable entrepreneurs. A relation can be drawn between the higher potential for innovation or newly, disruptive approaches in the business generation, which originates from a broader scope of considering fundamental problems such as the social sphere or the environmental realm and the problems in creating value. The dichotomy between customer and social and environmental value, especially in the early stages, represents a severe challenge to the founders. 
The strategic aspects showed a more singular-oriented theme. It was intended to show what adjusts in the process of competitive advantage. Although multiple schools of thought covering competition, resources, and capabilities were analysed in the interviews, only one of those clearly was accepted as relevant to the founders. As highlighted in the findings, the dynamic capabilities reflect the most acknowledged and valuable approach in strategy formulation. The ambidexterity between the concepts of learning, pivoting and changing in an uncertain environment was the most essential factor in formulating a strategic approach and developing the organizational route in the early stages of the founding process. 
5.2 Contributions and Limitations of the Research

The research conducted offered a general contribution to the exploration of the discipline of sustainable entrepreneurship. By getting the founders' voice onto several aspects of the founding process. The study offered a starting point for future research. Themes within the cases had been explored, and a multi-lateral view on the founding process's crucial phase was generated. The research results can adjust future research projects to shed a more profound light on sub-phenomena within the entrepreneurial discipline. In a literature context, the study results can be translated into a starting point for a new field of interest that holds value inform of offering an initial step towards more knowledge generation in an ambiguous field that lacks holistic concepts. 
Nevertheless, there are some limitations to the results of the study that are crucial to be mentioned. At first, there must be reflected on the academic level of the interviewed founders. As described, the research design acknowledges literature and parts of the research logic are based on present literature concepts. The founder itself, as a highly practical-oriented person, is not too concerned with literature concepts. The academic level of the participants did not play a role in the selection of the interviewees. Therefore, the concepts expressed in the interview may not be fully understood by the respondent. 
A further limitation to the results of the study are the disclosure issues the founders may have regarding internal company information. Some of the question especially relating to crucial resources or the business model in general are highly sensitive to the founders. Although most of the founders answered the questions in full and all participants were informed about the data security measures, there is no complete exclusion of the avoidance of sensitive data that may have changed some of the themes estimated or even offer more valuable insights. 

In relation to data generation, another critical aspect that affected the research process are the exceptional circumstances due to the COVID-19 pandemic. The present restrictions regarding personal contact caused the interviews to be completely held online via the Zoom video call application. Despite having several advantages, such as the access to participants across borders, the frequently occurring broadband connection problems, which also materialized during this research project, can hinder data generation. (Archibald et al., 2019) Also, the communication in an online environment differ. The research participants were able to choose their environment or location in which they take part in the study by themselves. This enables on the one hand, a more comfortable atmosphere to the researcher but also limits the possibility to generate non-verbal data that is expressed through communicational aspects such as body language. (Hanna, 2012, p.241) The advantages of this non-verbal component of communication would have helped steer the course of the interview. Reactions of the case study founders to particular aspects and questions could have been interpreted better and therefor led to a different course of the interview. Questions could have been more precisely asked in accordance with the reaction and may reflect more crucial points that the core structure may not cover.
Furthermore, the pandemic did not only influence the deepness of data generation, as outlined but also affected the scope of data available. The access of reaching participants was tremendously affected. The effect of the pandemic on the world economy consequentially further materialised in various problems for start-ups and their founders. The problems range from struggling with decreasing sales while facing similar fixed costs levels. (Kuckertz et al., 2019, p.3) Hence, activities such as participating in research projects or other not directly business-related activities were not prioritized by the founders. As a result, to gain relevant access to case study founders that fulfil the scope of the set requirements represented a severe challenge in this research. It could be assumed that more founders that were willing to take part in the study could have been acquired without the effect of COVID-19. Also, the focus was set narrow due to the nature of the research design which is dedicated to identify meaningful themes within a particular set of analysis subjects, it is acknowledged that more cases could have benefited the study. 
A further point that can be viewed as critical, within the data generation process is the geographical density of cases. Despite having different geographical regions where the founders and their companies are located (Europe, Latin-America, Asia), circumstances that may also offer more comparability in the first place, some aspects in the founding process, and the general requirements for starting a company can differ across nations. This is dependent on the individual start-up ecosystem present in its effect on different geographical scales. (Kozubikova et al., 2019; Dinesh and Sushil, 2019; Petrů et al., 2019) Therefore, it cannot be excluded to have some difference to the circumstances given by location factors. Thus, it is rather be seen as an advantage to have a global-oriented study that holds more validity within an academic context and the purpose of future research. 

The factors limiting the research are considered crucial when using the data for future research. It is necessary to mention that those aspects are all covered within the philosophy and are natural to occur since they mainly relate to the founder's individualistic circumstances, which, as stated in the research philosophy, is acknowledged from the beginning and cannot be erased given by the subjectivity involved. This acknowledgment is respected as a highly relevant point that can give more credibility to the themes and repeating strings of argumentation; despite having individual circumstances, differences across the environmental settings or academic levels, those aspects nourish the value of similarities that still materialize, regardless of the personal reality. 
5.3 Recommendations for Practice
The results generated offer several valuable insights for various practitioners. A better understanding of the founding process offers practical advice for multiple stakeholders engaged in the early founding process. In order to derive recommendations, it is considered crucial to identify the potential parties interested in generating a better impact on the development of sustainable ventures. Naturally, potential or actual sustainable entrepreneurs have an interest in a deeper understanding of the business functioning. Since a prosperous start-up environment holds beneficial outcomes to the economic environment of a company, state institutions are potential beneficiaries of the results generated. The positive effect a flourishing start-up system within a country has on economic development, such as critical relevant state measures as the unemployment rate or the gross domestic product, has been centred more recently into the general perception. (Dhaliwal, 2016; Szarek and Piecuch, 2018)
Relating the interest groups to the findings at first, it can be stated that continued efforts are needed to make the partnerships more accessible to the founders. As expressed in the results section, an essential aspect of overcoming challenges in the founding process had suitable partners for designing business operations. Hence, it should be of interest to make networking and the exchange of sustainable ventures with other business partners more accessible to the founders. This resembles an implication for the founders, as well as other parties of interest. The founders should be focused on improving their business networking, which is defined as forming relationships with other businesses or entities that lead to a beneficial outcome. (Farinda et al., 2009, p.153). Other relating parties such as providers of capital or governmental entities interested in supporting the success of the ventures should also foster this type of connection of the founders with business partners. Thus, especially for state organizations, this implies the design of a focalized ecosystem in which a connection between lateral business is possible with the goal to achieve a fruitful connection between the sustainable founders and external business partners. The implications for the governmental entities can be extended to the aspect of the legal and structural perspective generated within the research. The complications with legal compliance that the founders experienced as a relevant hindering factor to their multi-lateral value creation, should be considered when setting new regulations. The development of new regulations should be executed with the scope of sustainability. Also the information that is available within the legal constraints of the start-ups should be available and suited to the innovative nature of the ventures. As mentioned by the founders, that it is a significant challenge to find the correct information and keep up to date with the current standard of regulations, there should be more focus on information availability. 
5.4 Recommendations for Future Research

The research project builds a promising foundation for future research. Due to the qualitative nature of data collected, meanings and opinions could have been generated from the founders. A first related approach that connects naturally to this study is broadening research relating to the field of early-stage sustainable entrepreneurs by quantifying the results. The research design of this type of future study can be derived from the results generated in this research. Especially the challenges relating to the first research question can be quantified in a more broadened study and further aspects of this can be uncovered. For the strategic management part of the research results, it would be interesting to reflect on these aspects separately and deeply. Since the topic is ambiguous and hard to quantify, it is reasonable to isolate the topic from the founding challenges and develop a strategic theorem based on a large-scale qualitative study. Although this research has shown first patterns in the strategic behaviour, it is only an excerpt that relates to a specific stage of the sustainable entrepreneurship life-cycle. With gaining more knowledge about other organizational development stages of the sustainable entrepreneur, it would be of interest to draw comparisons between the different stages. By contrasting the early-stage to more mature stages, a sharper view of the individual founder's needs can offer insights into practical recommendations to transition into stages of greater stability can be generated. Besides this step away from the early stage, a more intense analysis of the particular stage in this research project can be of future interest. Similar to the works of Greiner (1998), who developed a general theme of timely organized challenges in corporate development, a similar model tailored to the early stage of sustainable entrepreneurship can offer immense value to future founders of sustainable ventures. This study estimated the problem areas but did not weigh or ordered those accordingly. In future research projects, it can be of interest to develop a process model that highlights the importance of each challenge more and attempts to find a causality or order to the founders' present challenges. 

Also, the practical insights can be fostered more intensely in future research projects. As stated above, it could be, to dedicate research more onto practical disciplines, of interest to focalize tactics to overcome challenges. Within the present study, the hurdles and problems faced played a crucial role. Though it was possible to estimate approaches in dealing with circumstances, future studies can offer more value by uncovering through an intense perspective tangible tactics and approaches that help the entrepreneur design and survive the first years of business. 
The outlook for future research highlights the fulfilment of the proposed nature and purpose of the study. The vast amount of different directions the study offers for more intense research projects matches with the intention to uncover a research field that combines multiple disciplines. 
5.5 Final Conclusion and Reflections

The dissertation process and the final results offered various learnings. Exploring a juvenile field of research and contributing to understanding social science phenomena was a challenging and refreshing activity. Working in the data generation process with entrepreneurs, a described unique personality type in the context of constant change and ambiguity, was a tremendous challenge. Nevertheless, and also despite other circumstances such as the COVID-19 pandemic, which had a not unmentionable influence in the data generation process, to work and connect with entrepreneurs was a really meaningful process that offered several learnings. In reflection, the purpose of the study, which was to shed light on a new topic that is not yet recognized in its full spectrum, did materialize. The importance of the findings further materializes through the urgent need for solutions covering all sustainability aspects: social, environmental, and economical simultaneously. Sustainable entrepreneurship remains a promising field for this. 
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Appendices
Appendix A – Interview Structure 
[image: image13.png]Opening

General opening conversation

Introduction to purpose & objectives of the research

Introduction

Q1 Briefly explain your business model

Q2 What aspects of your business model make your venture sustainable?

Main Part

Challenges

Q3 What did you considered as a key challenge in starting your business?

Q4 What hurdles did you need to overcome?

Qs Did you recognize any market entry or particular legal barriers?

Competition

Q6 Who are your main competitors?

Q7 What in your opinion is the main differentiation from your competition?

Q7.1 How does the sustainability aspects of your business contribute to this differentiation?

Q7.2 What are the key challenges for the differentiation outlined?

Resources

Qs What are the key resources for your venture and are those a key factor for your venture’s market
position in contrast to your competition?

Q8.1 Are those resources a key part of the sustainability dimension/mission addressed by your business?

Q.82 What are the challenges in relation to the resources mentioned?

Capabilities

Q9 What are the key capabilities of your organization that enable you to adapt to changes (e.g.,,
learning, change management etc.)?

Q9.1 Does this adaptability enable you to obtain a competitive position?

Q9.2 Do these capabilities enable/contribute to your businesses’ sustainability?

Closing

Q.10 In conclusion, between the aspect’s competitive differentiation, resources, and capabilities which
in your opinion is the most important to gain a competitive advantage?

Q11 Which future challenges do you see as most urgent for your venture?





Appendix B – Interview Participant 1
[image: image14.emf]Speaker 1       Okay, Max, let's get started, and I would first ask you to briefly explain your business model or your  business model.      (0:13)     Speaker 2       Morning, Alex. First of all, I'm glad that you're interviewing me here.    I'm really happy to help you with your thesis for now.   As for the business model, let's start with the what,  Fainin  earns its revenue primarily through a  commission channel, with lend ers and borrowers each receiving 15 percent, so that at the end of the  day there is a 30 percent markup on each transaction, which is used for the platform, from which  verification, insurance and the digital infrastructure is paid.   Whereby then the costs a re already covered, and at the same time cross and upselling potential  exists, where you can earn money either through sponsored posts, ads or premium accounts in other  ways on the platform.     (1:09)     Speaker 1     Ok, you've already mentioned some aspects, and al so the logic of how  Fainin  works, i.e. on a rental  basis. Which aspects or which aspect is the core aspect that makes you sustainable in a way?     (1:24)     Spea ker 2     When we share with each other, we need less overall.    that is, one can imagine it at a concrete e xample, I think, best, namely the example "drilling machine"  is very close to my heart, namely if now 50 neighbours use 50 drilling machines, then that is totally  inefficient, because the drilling machines stand, only around are not constantly used, become   old,  have thereby wear consumption finally, and in addition also capital commitment.    You know this from business studies , it's simply not efficient if these 50 people could now share a drill  via our platform and then lend it out together, so that the len der can then earn money, while he would  then save 98 percent of the resources with unused articles, which he wouldn't need at all, to make the  point again.    So, out of 50 boron machines owned by 50 people, one becomes one and thus 98 percent of the  resourc es are saved in the long run.      (20:30)     Speaker 1     Okay, so there are strong resources with you guys and utilization.    Fainin  itself has been around for a while now, and you've already overcome a few hurdles along the  way, what were the biggest hurdles you remember in the beginning, or when you actually started your  business?     (2:52)     Speaker 2     First of all, build the concept in the   first place.   [...] that is really very individual, so the insurers don't stand on the side of the road  and  say: Here  people, we want to  enable  the  sharing economy here and want to insure landlords and tenants, and  make the transaction safe.  


[image: image15.emf]That took at l east three months to set up.   But we are now in a partnership with Ergo, and beyond that,  so first to invent the concept, to generate  this [Being for Trust], that lending and borrowing transactions are possible on one platform, was first a  difficult, and no w even more difficult, now in the future, that people get used to it, that it can be  integrated into everyday life , that we teach it to our users, that you can earn money with it on the one  hand, and with the earned money you can try out new things again,  and that is really becoming a  circle, so circular economy is very important to us.     (3:58)     Speaker 1     Ok, you just made the point of partnerships, just with the Ergo, or in that area.   In general, partnering with waste with other service providers or a lot of  business angels kind of  helped you in the beginning, did you find that specifically helpful?     (4:20)     Speaker 2     Yes, absolutely.   So, first of all, the  experience that you gain in different pitches, and also in different conversations with  potential partners,  just because the business world is so multifaceted that we, a concrete example  would be now, our verification partner [Samsa].   They do an in - app ver ification/service where you have to take a picture of your ID card, and then take  a short selfie video like this, where it is automatically checked with 99.9 percent certainty that the  person really matches the person on the ID card; and then manually chec ked again, so that at the end  of the verification process 99.9 percent certainty is assured.   The photos are analysed to see whether they have been falsified or whether the person simply does  not correspond to the person, whether there is simply a different   looking type on the identity card, for  example.      (5:25)     Speaker 1     So, would you say that it's the partnerships in operations that have moved you forward?     (5:30)     Speaker 2     Exactly.  In the operational field, not to say also personal and human.    Just watching what's possible out there, if you don't deal with it, you don't know all these Software  Startup Services, or Software Service Approaches from the companies.   And yes, simply to now   the partnership with rental companies are also particularly important, because  with our platform it is very demanding to generate supply and demand at the same time, which is why  we concentrate especially in the early days very much on the offer, and with   rental companies, there  then in area coverage the offer in Berlin and Hamburg first build.     (6:15)        Speaker 1     Okay, and besides those operational hurdles and challenges, did you notice specifically any barriers  to entry, so in the early stages, or any [l ie] barriers that gave you an    a little bit in the way, so specifically something like this?     (6:34)   


[image: image16.emf]Speaker 2     Barriers to market entry simply in the creation of the application, that is, in the digital infrastructure  and app, is very demanding, very extensive.   It's not like you're building an app there now, just having a function.   With a sharing network, you have  all the social functions and those of the e - commerce shop  combined on one application, which is already a hurdle, because that  simply costs a lot of money and  a lot of expertise to deploy people who have now developed the product with us, and are currently   developing it further.   [Liegel] Barriers now in the form of the ongoing  reforms in terms and conditions, so terms and  conditions and privacy policy, there is something changes every few years, and you really have to be  behind it with the lawyer that every thing is up to date , and we are doing that now for the relaunch and  that costs us now of course a few thousand euros.   And that's all the money that you can get from business angels, especially in the early days, of  course, but we were now of the opinion th at we would rather keep the baby with us and  start it lean as  possible in order to have as many of the shareholders in the company as possible, and we are  currently visiting someone who has already successfully founded a platform, which would be the best  c ase scenario, so  that we are then ready for the soft launch phase in the course of the winter for the  spring of next year, where we can then also act properly with a marketing budget.      (8:18)     Speaker  1     Yes, for that in any case also continued success and no w that we have already talked about that  about the various hurdles that you had, the hurdles, as you know, come mostly from the market itself,  when we talk about the market, who do you identify as your biggest competitor or the biggest  competitor models?     (8:42)     Speaker  2     That's super difficult because we would also still differentiate between what kind of competition.    So, direct competition who are now doing exactly what we are doing.    That would be Grover, for example. That's a rental company, but exclusively B to C.   They own self - technology. They then lend them out by post to people for between one day and  several months. That is comparable to a leasing model.    That's a direct competit or. On the other hand, Fat Llama is a sharing community that was founded in  2017 and has already expanded to the US from England in 2019, the year before last.    They have also already raised over 13 million, and are accordingly already far advanced, but st ill do  not have all the trust - creating measures that we have now planned in our Design for Trust. They don't  have them.   I don't understand now, for example, the groups approach, so to me it just stands to reason that  groups, people in groups, are more will ing to share with each other, and Fat Llama has  failed to do  that so far, or maybe there's a specific reason why they haven't done that yet, but we're clearly going  to try that out and see how that goes down with our community then .     (10:02)         Speaker 1     Ok you have already cut in a little bit, what distinguishes you from the competition or your  competitors. Do you see any competitors who maybe  like  Grover, Fat Llama are very new models,  offer   the same classic business?     (10:21)    


[image: image17.emf]Speaker 2     So, yeah. Log o, exactly. So, Grover is a bit representative for all B to C rental companies for me,  because even the standup paddleboard rental or the bike rental around the corner, they are also part  of our direct competition, but we want to turn that around, we want  to make these competitors  partners and offer now, especially in the beginning, to join the companies for zero commission, and  then to have this extra offer for one year. Simply to generate our offer and to attract their customer  base to our platform, and t o show the company a bit of the advantages of [Fainin], because in addition  to digital invoicing, they also have online bookings and better SEO rankings, so that actually everyone  involved benefits from the partnership.      (11:15)     Speaker 1     Okay, that is of c ourse already very well laid out that Grover is the competitor for you along which you  can position yourselves best.    Do you have a positioning, would you say, compared to the competition, we differentiate ourselves a  little bit by price or also sometimes  quality or more service, more functionality or rather less and  therefore more efficient?     (11:46)     Speaker 2     Exactly!  The last point you raised with the usability, or functionality.   Of course, we offer people the opportunity to be lenders and borrowers at the same time, that is, to  earn money and spend money at the same time on the platform, and to spend the money you earn on  the platform.    That makes us quite different from Grover in   that we are ahead in terms of usability, precisely  because we offer our users more freedom, and we are also ahead in terms of security, because with  over it is always quite clear which party Grover is backing, i.e. in which interest Grover is acting in th e  event of a claim, for example.    With us it would be like this, we are happy as an impartial third party in the boat, check it first, and  then the insurance claim is initiated, or not; and with Grover it is just so that there were more  complications simpl y because the articles were returned dirty, for example.     (12:50)     Speaker  1     Okay, that's a lot of things that differentiate you guys. It is briefly torn, which is also your problem with  it, but could you just explain again what the biggest challenge is to se t you apart from Grover, in direct  competitive comparison?      (13:07)       Speake r 2     Exactly. To generate the offer that Grover can have now.   Grover, you have to know about that, has, I don't know exactly when were founded, but I know they're  already funded at ov er 290 million.    So they really have a lot of capital back there, they have a lot of technology, they have huge  partnerships with Apple or with other big electronic service providers.    But we are only limited to electronics,  so we serve the niche there, wh ich gives us the chance to act in  the sports/leisure segment, for example, and at the same time the challenge is to address and play in  several niches at the same time, and then the offer is correspondingly high, as with Grover.     (13:56)  


[image: image18.emf]Speaker 1       Yes, very nicely laid out. Of course, it's always a bit more difficult to play against an established rival...      (14:03)     Speaker 2     That's but it's like Airbnb versus Hilton. One - for - one, same thing. So, our model is just more scalable.  It's either up or up. Either it works, or the community doesn't accept it, and the company just wasn't  ready.. .     (14:25)     Speaker  1     Exactly. That's exactl y the point, you are more flexible and you also have the possibility to occupy  niches that Grover might not be able to, also because of the size. This brings us to another interesting  point, which I am still very interested in, what are the organizational  skills, skills in learning/change  management, which you consider particularly important, especially in this position to remain  competitive?      (14:53)     Speaker 2     Resources, in any case, that you can work so motivated and time - intensive that you are prepared for   everything and for every bad news that you get in, you are really ready to act, that you don't read the  news the next morning and then think okay, wow, first of all plan the day anew.    That's a resource, rather, that I would say would be extremely importa nt.   But also the lean startup concept, that's very important that we can work with so few resources and  investments, and at the same time produce a really good product in the end, not by the [...] that we  have and by the staff simply, which we can motivate   so well, because they are just exactly our age  are also super motivated, so to have cool employees, and because of the togetherness, the work is  simply on a friendly basis, not exclusively on a professional basis.      (15:58)     Speaker 1     Yes, that is of course  very nice, and that is a very cool corporate culture that you are also building up  there...     (16:06)         Max:     In terms of [...] management, I know. So Pivo planning is very important for startups because you  can't commit to one thing. So, you have to commit to one thing, but you can also realize way too  quickly that another thing would have been more lucrative and   then you really have to be willing to  take the risk and really pivot and reschedule.      (16:31)  


[image: image19.emf]Speaker 1     Yes, to turn around completely, especially in the early phases, which you allude to, how is it with you?  So, what is learning for you as a topic especially in such a young phase? Is it still an issue to stay on  it, so is it still very important that the em ployees are trained, or is the organizational learning, is that  still an issue for you?      (16:56)     Speaker 2     So, this is a really big topic actually. Not only because of the learning, or this aspect itself, but also  because of the teambuilding we are starting  right now.    I'm currently preparing a concept for everyone to pick a topic.    Every week, one member of the team presents a topic of interest to the others, where they teach the  others something and at the same time build up this teambuilding a little bit,  and they also practice  speaking in front of people, and we want to do the same with our sales team.    Of course, for the sales talks that are then held with the rental companies, which have just been  addressed, and there learning is in any case extremely im portant, or its also workshops.    Through various start - up programs, you get invitations to various workshops for digital solutions, for  example, where they are explained only briefly, we do that together quite often, or, I send it to a  frontend developer,  if it is more of a frontend thing, or would like to learn so, and then we sit down in  the evening together on the workshop again.      (18:09)     Speaker 1     Yes, definitely not to underestimate the point I think for you also, also in the near future. Do you think  t hat this is a point for you, or for your company as such, how you can act against Grover, for example,  that you maintain an organization that is flexible or more flexible?      (18:32)     Speaker 2     That can be a huge advantage, so definitely. Alone, if it is now identified that the people are all ready  to borrow tools, then of course Grover gets the short end of the stick, because they will not switch so  quickly with their huge investment in tools, b ecause they have already built up the whole  infrastructure, the electronics they have, the partnerships, that would be one aspect, and also the  authentic communication.    So, we want to start at the point of sale, especially in the beta launch phase, which  will really go public  next month.    So, we want to go to a festival for the launch party, for example, to a very alternative festival, where  we don't actually offer a payment function, but only found FAIR - leihen, FAIR aus fairness, in order to  build up a su stainable community and to convince people of Penning as Brand Ambassadors, and I  don't think there are that many Brand Ambassadors from Grover, because they are not so authentic  and not such an authentic small, young team.    Because I can well imagine that   the managing directors there are simply experienced business  people who do the structure and the management there, and not really the executive, as it is now with  us, because with us the shareholders were actually everything.      (19:52)     Speaker 1     Yeah. That' s a good point. So, authenticity and learning, which we just mentioned.    Do you think that will make you guys more sustainable in the long run than, say, Grover?    So that they can do even more for the community that you guys are trying to build and the gen eral  social sustainable community?  


[image: image20.emf](20:13)     Speaker   2     Yes, definitely! So that is first of all an advantage for us, and secondly we have also planned other  different measures, such as now for example a point system, in which you can collect  Fainin  Boomerangs, in the process and also when lending, you get of course more  Fainin  Boomerangs,  which you can then redeem again, either for external social projects, or for internal projects that we  also want to do for social media reasons, such as, for exampl e, planting trees.    So, we had already brainstormed together in the team what we could do together.    Fundraising, what for the environment, planting trees, and in the survey we did, we noticed that  environment was the most important issue.    Especially now,   as far as sharing is concerned, and that is simply obvious, that one then simply  supports the environment, now with what we earn on our platform, and that is also again a bit of  customer loyalty and USP compared to Grover.    Because so, maybe they've insti tuted it by now, I haven't rented there in a while, but I don't think I  remember there being a point system.    Exactly, so what just again the social and the sustainability awareness aspect again evokes.      (21:27)     Speaker 1     So, just, it kind of goes there. So, the close customer contact is also something where you say, ok.  There we can learn even more about the customer and there we can create even more impact.    Is that the kind of thing that goes like that?     (21:40)     Speaker 2     E xactly. So, and now especially in the early days it's just so exciting, what is accepted by the user?  So, what does the user really want and use? We have to identify that now  and then develop it further,  because there's no point in presenting something rea dy - made like a map view or something like that,  we had also considered that. To bring that from the beginning, but actually we have to do the map  view at the very end, because it's nice and cool when you can look at your city, where something is  located. B ut is it functional? It's about lending for now, and a function extension that is even more  important, in my opinion, is  Try Before You Buy, that you can also buy an item.    (22:20)     Speaker 1     Okay, yeah. Sounds like very good plans for the future. I think that' s where we get to the last  questions, and that is we talked about a lot of things, and we talked about competition and also  organization, capabilities and resources, from the points of differentiation of the competition,  resources and and your skills, or t he capabilities.    What do you think is the point that will most honestly lead you to a competitive advantage in the long  run?     (22:52)       Speaker  2     Challenges.  So, with every challenge that we do here, we get one step closer to the optimal  promotional market fit, and also to the competitive advantage, so I'm happy about every challenge  that we have, and all the ups and downs that we've had in the last couple of y ears, because it's just  exciting and fun .   


[image: image21.emf]It's hard to say which ones in concrete terms, but I think the launch phase will be very trend - setting  and in this launch phase, when we start campaigns, we calculate the customer acquisition costs and  the custome r lifetime value, and on the basis of these figures we then go to investors, which means  that if we don't get good figures, we can't get an investor with a lot of money in, and then the  expansion will be much more difficult than originally planned, but hop efully it will all work out, and we  will have good figures and will then also be able to say to the investor, yes, we now had customer  acquisition costs of five euros customer lifetime value, on the basis of six months alone, you could  then say, because yo u can only analyse one month.   It would then be so that if we then come over the eight euros, that's actually pretty easy, because with  just one transaction you already have an average of six euros in revenue for us, so with the second  one we would already  be well over it. Exactly, that's why it's so important to get the launch right now  and then to start the first campaigns successfully.     (24:32)     Speaker 1     That sounds a little bit like a mix to me now. Ok, we have to learn a lot, go down the capability track,  and then build up resources. So, would you say it's not even about functionality, but rather figuring out  what and how we can implement that, with what   resources?  Is that the direction where this is going?      (24:50)     Speaker 2     Yes, exactly. And that's simply because we don't have the financial power. So, we can pay our three  freelancers out of our pocket, but we can't finance a marketing campaign, not a big  one. It's more like  a pilot project, where you can identify what kind of numbers come out, with which you can then stand  with an investor, and then build up the resources.      (25:16)     Speaker 1     Yeah, okay. These are very present challenges for you now. And wha t do you think, if you were to  look a bit into the future, maybe in the next three to five years, what are the upcoming challenges for  your business, especially for the sustainable rental business?      (25: 37)     Speaker 2     We have to  offer  users  enough added valu e that it's easy enough to borrow something, and that it's  worthwhile enough to pick up an item on the platform, drive there or send it by post, and then receive  it, and write it back and forth and everything. That the effort is less than the use in the en d; just to use  the article then, and that can now be made much more difficult by various challenges, such as that the  shipping options are not allowed,  or with Corona, that people are simply no longer allowed to meet,  then a channel has virtually broken aw ay directly with us and that could, that's just in the balance, that  could just happen again,  but that's exactly why we are acting lean as we are doing it right now, and  yes, we just want to be ready for everything else, and now spend as little capital as  possible.      (26:37)     Speaker 1     So, there's a bit of the Customer  Well - being  theme that's big with you guys.  That has to be for the  topic of rental, right?      (26:45)  


[image: image22.emf]Speaker 2     Yes, exactly. Then we also close the loop to the beginning. First of all, teach people that daily lending  and borrowing can be integrated into everyday life.    So that's slowly coming along: Using Airbnb on vacation, or taking car to go on the way to work,  and  taking the train on the way back or the other way around or something, but that's becoming more and  more now and I think if we're standing there with a good product, and we're ready, and then the hype  comes, and the sharing economy is once again on pro duction bottlenecks for whatever reason, that  could also play well into our cards.   If the new computers are not delivered, then old computers suddenly become really desirable, which  could then possibly be lent out.      (27:30)     Speaker 1     Yeah, there's a lot of  other unknowables that still get in the way.    Was a mega cool conversation. I have so far no more questions, very cool insight from you.    Very cool also to get from your side, how it can run in the early stages so, where the challenges lie,  and how also yo u see the competition.  I was very pleased, Max.     (27:54)     Speaker 2     Cool. Yes, thank you Alex! I had a lot of fun too, and I'm super happy and excited about your thesis  itself, I'd love to get it .    


Appendix C – Interview Participant 2
[image: image23.emf]Speaker 1   Okay , t hen, hello again. Thanks for joining the research. We directly want to start and talk about your  business. So ,   I would kindly ask you to briefly explain your business model.     (0:15)     Speaker  2   Well, Circular works in a really  particular way in the sense that we sell plastic products made from  recycled plastic. But our main key factor is the community that we're looking to create and that we are  working towards ,   all the time. We have created this community that we call clean cir cuit, that  everybody interested in recycling plastic and learning new alternative ways into their daily habits.  They can join us into these lessons. We haven't done that many yet. We are just starting, but we're  looking to have, like, weekly or monthly mee tings on looking to the outdoors activities such as  cleaning different public spaces, doing much more than only recycling plastic.   And   I would say that our business model is all centered around that community. We need the  community to recycle plastic for u s. So ,   in exchange, we  do  not only sell products to them, we also  offer different discounts and this sense of community in which   we look forward for them to be gladly  invited to, and they looking to participate. And we want people to really become fans of  what we do.  We not only need customers, we need someone else to support our business model.   And that's what I believe makes us different from others.      (2:06)     Speaker  1   You mentioned that some aspects of it, but can you please  state   freely and precisely w hat key aspect  you think make your business sustainable . Might   be ,   the use of different materials or the recycling  aspect or whatever. What do you as a founder, consider this.   ( 02:26 )     Speaker  2   Yeah. I would say the usage of plastic residues from other people's daily basis, such as on plastic  bottles or different things were like food recipients and stuff like that.  We t ake them in, we clean  them,   and we do the whole first process into converting   them in a new sustainable product.    ( 03:03 )    


[image: image24.emf]Speaker  1   Okay. You started a while ago ,   when you started ,  or ma d e the first step s,   w hat did you consider  any   particular   challenges in your funding approach?     ( 03:17 )       Speaker  2   Well, it's really hard to  answer that question because it really depends .   I believe that when you're  starting a business, it's only to come up with  an  idea .   C oming up with ideas,  is  a whole challenge on  its own, but when you  get   that one idea ,   that you believe is going to ha ve   a me aning in this mission,  purpose, startups. When you get that idea ,   that you  believe   in, then you actually have to create a  group to surround it, and that will work with you day to day into making this into something else.   And sometimes you have people that  believe   in that idea with you , and  you  know   them, but you may  not have that workflow really worked out. So that, I believe, was our main difficulty at first.  Getting   things done. In the administrative side, we were discus sing a lot of things that we would like to do and  a lot of ideas that were coming  up , but it was not easy to actually get it done because we were  procrastinating   and doing other stuff. We didn't have our  value  really defined, so we didn't know our  prioriti es.   So,   I believe that creating a group that believes in what you're doing ,   is   really   efficient. That's like the  main issue when you're just beginning, like, if you get that right, then everything will come much  easier .   ( 04:59 )       Speaker  1   So, you   would say that there were  organizational   challenges in getting the workflow done, especially.  And if you think about the sustainable dimension, we discuss ed,   which particular barriers do you  consider ?   Were  ther e   any legal barriers you experience d   during t he first year?   ( 05:20 )       Speaker  2   Not yet a list, at least not yet. So far, we have been trying to join some   funding competitions and so  on. And we hadn't had any issues with legal property  or   stuff, so that has gone smooth so far.   ( 05:48 )       Speaker  1   Okay. So ,   this was the  big  first part. We talk ed   about some challenges, and I would like to move over  to the competition aspect in your business. What do you think , o r who do you consider as your  competition    


[image: image25.emf]from Circular ?  A lso,  don’t think   about   maybe startups doing the same, but also classic businesses ,  you see as  your competitors.   ( 06:11 )       Speaker  2   Well, that's a great question   because   when you study your way in particular,  the clients we have,  it's a  common ground that everything comes late  to you. So how do I put this into words when a global  trend gets out there ,   i t takes, like, a couple of years to  get   here. If you're really interested in what's  going on in the world, like :   H ey !   Look what   these guys   are   doing out there.   Like, Elon  M usk   is pushing  this ,   or stuff like that, then you will always be ahead of your competition in your way.   It was not our case . We were not that years ahead, but we are one of the first startups that are  working   on sustainable product s.  The renewable alternatives are not that much  on   the   market yet.  There's not that many people doing this kind of stuff. So ,   it's really hard to ac tually pinpoint your  competition because we have the state that actually recycle s   plastic, but in a much more industrial  way. So ,   it differentiate s   from what we do that's much more high quality. And then there's, like, a  couple of people that at the same t ime as we were diagramming and thinking about  Circula   and  making it happen, they were doing the same thing from their companies.   So,  I believe there's, like, a  trend coming into your way right now from, I don't know, maybe  five ,  four   different startups tha t are  beginning to do some recycling process and renewal, alternative offers and stuff like that. But there's  no market at the moment that already exists. So ,   we are kind of building the competition around.   ( 08:34 )       Speaker  1   Okay, so like you  mentioned, you have the advantage of a fast market entrance, which limits the  competition a bit. I can sum it up in this way, but you mentioned some competitors are competitive  forces even coming from the state , s o  do  you think, us ing   a startup, make s   it d ifferent?    I s it more like a price bunch   y ou are going to plan on having long term ,   or a quality advantage ?    Where do   you see yourself ,   even if you think about new startups coming into the market or even  compared to the existing ?   ( 09:06 )       Speaker  2   Well, I believe the  state   is recycling plastic. But as I say, in a really  low - quality   basis, and they are not  doing anything with it. They recycle it, and then they sell it somewhere else to  an other big company  that use s   it for something to create some mor e plastic. But there's, like, really little to nothing  understanding in the public society about where and how it's being treated, the plastic that is going to  the state.  So,   I believe that in that sense, we are much more transparent and much more  communicative.  


[image: image26.emf]And we really show the people how we treat plastic. And in that sense, we have a much more quality  difference.  Like, our our process is really   human intensive. We real ly need like people doing things  and it takes much more time. It's  really , not that efficient in that sense. But people really get to know  like every bottle that they give to us,  every plastic that they give to us , they really know where it's  going, how it 's been  treated,   and they really like the end, they get to be part of the whole  process.   Even  if it’s   going   to be a part of it. I mean, if they want to join us during the recycling , I  mean ,   they can  be part of it. And  otherwise   they will see through ,   in so me stories or other social media.  So,   in that  sense, we offer much more high quality and that sense of community ,   that   I   was saying before ,   I think  that's what's going to make us different from others. In terms of the competition from startups, not only  st ate, I believe we are the only ones  targeting   that community.  So,   when it's a mission purpose  startup,  you really need   people that  believe   in what you do is not only :   Hey, that's really nice product.  It's like, hey, that's really nice product and I really  like how you did it and why you're doing it.  So,   we  want people that  buy   things from us because they believe in our mission because they believe what  we are doing is  right,  and because they want to make a change. They really want to impact others  and I bel ieve we are the only ones  targeting   that Focus point. We are the only ones really telling  people,  do you actually   care about the environment ?   Do you   actually care about climate change ?   Do  you   actually care about reducing your waist ?   J oin us and be part of the change. I mean really do  something that can impact your daily basis  in   the future.      (11:57)     Speaker 1     Yeah.  So,   you really would say that there is ,   e ventually at some  point ,   also   out   of the user  perspective ,   is there and awaren ess challenge, you have like in to communicate your product ?   Like,  do you think especially in your country? There is a lack of awareness for all the topics you sketch on  or ?       (12:20)     Speaker 2      I   lost you there for a second. Can you repeat the question?     (12:23)       Speaker 1      Yeah, you  skipped   the point like ,   the consumer base. Do you think that it's an awareness problem or  challenge you face  basically   communicate s   what makes it different ?   O r ,   what   v alue you have to offer  to the to the market ?       (12:38)  


[image: image27.emf]Speaker 2      I f it's difficult to actually communicate the value ?   Yeah, I would say like people are  actually   involved in  recycling and I  don’t know   the   different Trends. I think those people will get the meaning, much more  abruptly. But to the aver age person, maybe it's much more difficult to get that Gap. You know, like,  early adopters to the whole society ,   that Gap. I think it's really hard to actually communicate to.      (13:18)     Speaker 1      Pretty interesting points. We have to follow  with   the market in your personal challenges ,   and I want to  move the focus bit more on to your  startup internally. I would really like to know :   W hat are the key  resources , you as a  sustainable entrepreneur conside r for your organization ,   in order to keep your  business running and growing ?   A nd ,   maybe also what you think are going to be the next resources  you need as a founder ?       (13:45)     Speaker 2     Well,  our main   resource ,   like the key resource ,  I will not get tired of repeating this, but the community  is, like, our main point because they are  the   ones giving us plastic. We are not buying any plastic from  anywhere.  So,   every plastic that we received to treat, we actually get it  for   free.  So,   it's  all about  Partnerships that we had ,   from companies , b oth clubs or different places that we are allowed to put  some recipients to for them to leave their  plastic   usage and we pick it up some  w eeks  l ater ,   month s   l ater .   T hey    are just like ,   pick up the phone  and be like, hey, we have some  plastic   for you , s o we just go there .   T hat's like our main resource .   I n the future , w e will need to grow our Partnerships ,   at the moment we  have ,   I think  t hree or four Partnerships with different places. Three Partnerships.  S o,   in the future we  will need more Partnerships and we actually are thinking about growing our Workshop. We have one  workshop at the moment that ha s   our machinery ,   and we have like three different machines.    If we keep  growing,   we will need like somewhere  else to keep working ,   like doing the same processes  or different  processes . Like try ing   to innovate in recycling ,   and different treatments that you can  actually do to the plastic. I  don’t  know if I'm answering the question .   (15:36)     Speaker 1     I t's  a  good point and I think from the reason we can move directly to the capabilities, I mean I know  something about  your  organization and we talked about it in the beginning about some organizational   


[image: image28.emf]features. What do you think the best organizational skills,   y ou as a   young entrepreneurial team   b ring  to the table ?   Like what do you think  are the  thing s,   that make your organization unique ,   in this sense?      (16:07)     Speaker 2      Well, I think that we get like a great mixture of different skills in our team .   A t the m oment, we are three  people ,   the three founders , as   to say, like I'm much more on the administrative side. I  studied   international studies ,   and I'm working in sales on like my daily job ,   as to say. So ,   I do the pitch decks ,   I work on our Target consumer ,   I  work on, how do actually sell our product and how to get to that  community that I was trying to, but my two partners, the …     Yeah, so I we lost connection for a while, but I believe what I was saying  was ,  that   we have really  unique skills in our team that w e merge really well together. I was telling you about my particular skills  that I work in sales. I have, I'm studying international studies.  So,   I'm much more in the administrative  side , and   then  my other two partners,   one of them studies sustainable management.  So,   he's the one    bringing up ideas on how to be much more efficient, how two  look for   different  a lternatives ,   that we  should pursue .  He's the one much more technical in that sense. He's the one that actually kn ows what  we're doing in the recycling process and was the one that taught us a lot of things and share s   the  information to fill us in this Like sustainable ecosystem .   A nd the last one ,   h e studies industrial design.  So,   he was the one we did the Machinery i deas and  he’s the one  designing the product.  H e's the one  who brings   new innovative ideas and we are designing our workshop at the moment. We have like the  place and Machinery . W e're building our own furniture and stuff. So, He's like key in that sense.  We   all   have our own role to play in .   He's the one doing  the design, and   working on our social media  alongside with me, like I know what to write and he's  the one   d esignin g   the post.  So,   I believe our  organization has   t hat particular thing that everyone has l ike really s et   skills that that pushes forward a  little bit and maybe helps us differentiate us from others because it's not that we only have a good  idea. We also have like people  to  back it up.      (19:29)     Speaker 1      So,   you it seems like you're really a complimentary team that brings  in   best of all personal skills, but  beside these professional, or this founder  d imension.  How   do you consider the aspect of learning in  your organization?  H ow do you manage the learning aspe cts ,   to get or improv e,   what you have   n o w,   as a knowledge base in organization ?     (20:00)  


[image: image29.emf]Speaker 2      Yeah. We really work on that. In the first place we enjoy internal  de ba tes .  W e discuss  if  what we're  doing is right ,   a nd if we are doing it right .   W e ha ve different stages in which we debate ,  because you   do   not only grow from learning from others, you also have to learn from yourself. Otherwise, you're  just like doing half of the process and at the same time we really take t hese   debate stages   to   debate  th ings that we learn from others. So ,   we complement both, we read different articles ,   or YouTube is  like a great source of information.  So,   we follow a couple of entrepreneurs and  d ifferent debates and  documentaries and stuff that we  wage , and after watching it ,   we discuss it   like , hey, have you seen  this? We should post about this somewhere, we should post our ideas.  A ll the time , we   try and learn  from what's going on from problem s  t hat people other people really had .   S o ,   we try to avoid it .   Hey! T hey   are   facing these. Where do we stand   on that ? And  d o we  h a ve a saying?   Maybe we   shouldn't ?   So ,   we  take   time  to   trying to learn from others ,   because when you're starting, I mean,  someone  already has gone through this path.  So,   if you can learn from their mistakes, you will  probably get it much  easier .      (21:43)     Speaker 1      Yeah, so do you think this learning approach , that your  organization   has ,   o n   th ese   learning skills  make you more adaptable to changes?      (21:51)     Speaker 2      Yeah ,   I think it's much more predictable. Like it's not  from   one day to another ,   your whole business  real just like full. I think if you're all the time trying to learn from other  people from your competition  from other Industries as well ,   because it's not only focusing your industry because other indices may  go through similar processes in some ways, it gets much more  predictable to   actually know what may  happen and how to face it .   I think that,  when   you are an   entrepreneur ,   when  it’s   your first start   up,  but   you're building, it's really difficult.  Sometimes y ou are going to face things that you never even  dreamed of ,   or you have no experience on doing. So ,   if you get to learn from  others, you may be  much more prepared and sometimes the Literature is not enough because you actually have to go to  people's experiences.  I t's not just  like  the  paper book   about ,   or rapid growth accelerators. It's much  more like :   H ey ,   how did this guy , w ho 's doing this , a nd he's in his startup  phase,   know about this   issue? If you get to learn something from it, then it's really helpful.    (23:26)  


[image: image30.emf]Speaker 1      Of course. And maybe if we transfer this aspect of learning and not only of  g eneral funding process,  but also to answer your business, do you think, or did you experience ,   that   t his is something the  adaptability to change  and  the willingness to learn ,   is s omething that will make your business   more  sustainable ?   Like ,   by discovering opportunities and stuff ?     (23:48)     Speaker 2        Yeah, I would totally agree on that because we, for example, we're working with machinery.  It’s  not  only our hands, your sustainabi lity ,   as you say ,   it really varies on which machine you  get used to  and  how you're working on it, which process you're facing. And if you're learning all the time ,   you may get  new processes that are much more sustainable , m uch more efficient ,   they may take less energy  and  differentiate from  o thers. So yeah, I think that if you're all the time looking to learn and like,  g rasping  from others, you may become even more  sustainable all the time.      (24:42)     Speaker 1     So ,   you think maybe through   aspects of being adaptable, flexible and willing to learn you, maybe even  will make more differentiation   in   the future and different competitive position ?     (24:57)     Speaker 2      Yea h, I mean, always to the point that you have to stay true to your idea. If you actually believe in  it ,  you may learn that your idea was not as good as you thought in first, but if you actually believe in your  idea, you will  push through with   it. If you wil l change as much as you can to actually stay  on   the  p ath,  that   you were doing ,   but become  a  better competitor and better company     (25:34)     Speaker 1      O kay !   Pretty   interesting , especially your last  statement ,   and I think we  have  come to the last  question   and   thank you so far for the good inside. So ,   in conclusion, I would like to ask, like we discussed  several aspects from the competition to resources and capabilities ,   what do you think is the most  important for you in  the next   ye ars to be  a  successful, sustainable venture ?       (26:02)  


[image: image31.emf]Speaker 2      So,   what do I think is the most important resource for me in the future ?   (26:07)   Speaker 1     I would mean   c a pa bilities for your organization ,   resources for organization and competitive position.  What do you think will be the most important for you to grow ?     (26:17)       Speaker 2     That's  a good  question. I think have to become much  better   at communicating, our  idea.  We have to  get people to actually involved.  I f we get to do that , as   soon as possible ,   I think, then we have a lot of  ears to come to get new challenges, but I think that's like our main issue now. And once we get that, I  think our next step would be to be   as effective and efficient as possible ,   to use  less  energy, you can    to build the best product you are able to .   B ecause it's not only about recycling plastic, it's also like, we  don't want  to create   other waste while you recycle your product. So ,   I think  one issue that we will face,  it's coming down  late   in the   years is :   How do we make   o ur processes  not   only to be  about  recycling  plastic, but also getting other things done.  M aybe we will get into   glass recycling or other things we  can  get involved in that   will   help make an impact.      (27:57)     Speaker 1     So,  the first   challenge would be ,   developing skills to communicate and express your mission and then  later on ,   getting more into differentiation ?       (28:10)       Speaker 2     Yeah , totally .  


[image: image32.emf](28:11)     Speaker 1     It's a step - by - step process in the ordination. Oh, perfect. I think this was  basically  the last question  and I thank you for your time and I will stop the recording if you don't have anything you want to freely,  add  to the intervention .      (28:34 )     Speaker 2     No, just want to thank you for inviting me. It was great. I hope to have been of help and it was  great  meeting y ou ,   really .    


Appendix D – Interview Participant 3
[image: image33.emf]Speaker 1   Ok, then again, hello Florin! Thanks for your support. We'll just jump right in. The first question I have  for you is to briefly explain your business model and your product or service .     (00:18)     Speaker 2   So, I am the founder of Glasbote. We want to deliv er unpackaged food. The whole thing will look like  this: we will buy large containers or bags of food, such as nuts, rice, pasta, for example, and decant  them into production - standard sizes and then deliver the whole thing to the customer.   The  customer  pa ys a deposit for the jars and then simply returns the jars with the next delivery. So the empty jars  get their deposit back, they are rinsed and then the whole thing is refilled and reused, and so we just  have a circular economy for the jars and use them a gain and again. And so we save CO2 packaging  and so on, and the whole thing is also delivered by bicycle, as already mentioned, and that also  reduces traffic and so on.     (01:19)     Speaker 1   Exactly, you mentioned this in the interview, but if you could go o ver exactly which three/four core  aspects you focus on in your sustainability session.      01:33     Speaker 2   Well, first of all, we don't have any more packaging, or much less, because we come in with a 25 - kilo  pack, which is then packaging. It's a bit bigger , but it's one package. And if we decant it into a 250  gram container, then we have saved 99 packages, or let's say 90 packages, because one package is  maybe as big as ten. On the other hand, that's the main aspect, we don't have any plastic any more,  beca use our large packages also come in paper bags, normally, or for the most part in any case.  That's the main concept, and as a bonus we deliver the whole thing by bicycle. The bicycle is charged  with green electricity, of course. So  we don 't have any CO2 em issions and, as an extra bonus, we  relieve the traffic because with the bicycle you have less traffic than with the car from the post office.     (02:48)  


[image: image34.emf]Speaker 1   Ok, that's quite a few points, and just because you talked about it in the preliminary talk, y ou are also  still quite at the beginning. What was the biggest challenge you had to overcome so far? When you  think back to the last months?     (03:08)     Speaker 2   So the biggest challenge we're always in, and it will remain the biggest until we stop, is to f ind a truck,  because it's like this, because it's like this, because we transfer the food, we have to keep certain  hygiene standards. That means we need a Nagra, which has four rooms. So ,  there has to be one  washroom, one decanting room, one of my storage  rooms, my equipment and changing rooms, so to  speak. That's the minimum, and then ideally a place to put the bicycles and so on. And the warehouse  has to be so big, investments have to be made, and so on. And the whole thing is very expensive.  And only bec ause we then also make losses. In the first few months, an investor has to help out, so to  speak, because the whole thing costs hundreds of thousands to set up. And that's the challenge, to  find the relief. If we could do it from my flat, we would have sta rted long ago. But that's not possible.  When we decant a jar in our flat, we can close the country before we have started. And there is this  challenge. Exactly, that's the main challenge and the other one is to develop the whole concept so  that it all make s sense and so that the logistics, even if the costs all fit somewhere. I think that's  another big point.     (04:44)     Speaker 1   You already mentioned that there are many hygiene regulations in your country. Do you have any  legal barriers? Any legal barriers that you have faced specifically as a sustainable company?     (05:00)     Speaker 2   Yes, of course, food always has regulations . Well ,  they're the same ones that we have in restaurants  and whatnot, and a normal refilling factory and what we have is, we talked to this woman from the  food office on the phone, and when we told her that we use glasses, that we have to fill the whole  thing int o glasses, the woman almost fell off her chair. So that was a typical civil servant, who is an  innovation in Frankfurt for them, and yes, she said that plastic would be much better, because that  would be so and so. She is right somewhere. On the other hand , I just think that if we continue to  think like this, we'll never solve these problems, and she doesn't put any obstacles in our way, but she  had already made it very clear that we have to stick very, very closely to the rules and pay very close  attention   to what we do and that we develop ideas from this so that nothing happens, which is also  understandable. You just can't do what    


[image: image35.emf]you want. But she talked us out of it, so to speak, tried to devalue it. But other companies do it too,  and it works.     (06:24)     Speaker 1   Yes, the woman is of course a very good example. Maybe your idea will also catch on with other  people. Did you have particular difficulties with the added value that you have already described a  little bit, which is to make it clear to customers   a little bit in the first test? Do you notice that it is  perhaps difficult to communicate a value?     (06:49)     Speaker 2   No, we don't have any real test customers yet. Because, as I said, we haven't decanted anything yet.  But when we talk to people about us , we always get the same reaction, or rather ,  two reactions. First,  people say, wow, great idea, really cool, blah, blah, blah. Then we are asked how we want to  implement it, then we say that we will implement it in such and such a way, and the question we   get  most often is ,  quasi, maybe about the concept, our prices should be in line with Rewe or Edeka, and  our prices should not be as expensive as in the unpacked shop. How do we do that? Yes, we offer  normal products and not super organic products that hav e just been planted and harvested next door,  but the normal products. We just avoid the plastic, but, to be honest, the products are not the most  sustainable in the world, but they are affordable for everyone, let's say. So ,  everyone can afford them.  So, w hen we tell people that, they always ask or are sceptical. How does that fit together?  Unpackaged and normal products or cheap prices. The prices are not cheap. It's not Aldi or anything  like that, but the prices are much cheaper than in an unpacked shop?  And yes, we always have to  explain the same thing, that many people can't afford the unpacked shop, or don't want to afford it, but  still want to do something against environmental damage and plastic pollution and so on, and our  solution is the best, becau se you can't change society. You can't say that everyone suddenly earns  20 per cent more and can then go to the unpacked shop and do that, but what you can do. You can  offer people a possibility. You get the same products, but without plastic and without a ll the  packaging, and I think that can be introduced much more quickly than changing society as a whole.     (08:56)     Speaker 1   Yes, absolutely. Maybe another point that you listed earlier. You mentioned investors as financial  partners. Would you also like ot her added values from them besides the financial? Or are there  perhaps already any partnerships that have helped you personally?     ( 09:18 )  


[image: image36.emf]Speaker 2   So ,  yes. We are in several programmes. And then we have mentors who help us a lot. It's all  voluntary, so to speak, because we're such a green company, because we're such a social enterprise,  that's why these programmes are right for us, they just agree. And w e get help from mentors. We had  the first financial investors, talks, with a woman from Luxembourg, I am from Luxembourg, and the  woman was also from Luxembourg, and  that doesn't help now for two reasons. The first reason is  that  this  woman doesn 't have  en ough  money and doesn't want to take the risk .    The other problem is that this woman Wald ,  and it  depends  on the added value, she has no idea, she  only has money ,  and  in the start - up business that's called stupid money. She then said,  yes, okay, but  then we   wouldn't be willing , firstly, to  give away too much of the  shares, and  secondly ,   not to give  a  lot  of voting rights, because that would  be  bad for later financing rounds. Exactly ,  so she said ,  for the  reason that  we are looking  for  investors who  have  money and also a  network.     (10:56)       Speaker 1      Okay, cool. Yes, of course I can absolutely understand that, especially with a view to your current  status. Maybe we'll move on from  you to the competition ,  which I ' m very interested in . W ho  do you  see as your biggest competitor ?  Perhaps  someone who  offers a similarly modern  sustainable  product ,  but also someone who  perhaps offers  a classic product  that does not necessarily  fulfil  sustainability  criteria.      (11:26)       Speaker 2      Yes,  well,  we have someone in the Netherlands called  Peter  Pott, who is also the  role model,  and  they do a very similar concept, except that they deliver by post and not on the same day. But they're  so successful, so they're shipping to Belgium,  they're expandi ng to Germany, it's just not that cool.  And then we have another competitor in Berlin, called Fundee, and they also have a very similar  concept, they also have these sustainable products. So these are our most direct competitors, and I  think our biggest co mpetitors,  because  they also  do what we  do.  On the one  hand,  we also have  competitors such  as   traditional  delivery services , for example  Picnic ,  or Rewe delivery services ,  or  Gorilla,  for example, which is  now also  in the delivery service ,  where  it  is a co mpetitor .  On the other  hand, we have  the  unpacked shops,  some of which also deliver  a  little, but  which are  now   simply  everywhere.  That  means we just have a few  pension packages, but they are still very small ,  especially in  Germany , which are now direct co mpetitors.    But then we have a lot of  competitors in different  areas, but  we combine  the best of all areas together .  That means the unpacked shop and the delivery service together.    


[image: image37.emf]Speaker 1     So, in the long term, your goal is also whether it is against classic competition, or this sustainable  competition that is driving similar business models. Your strategic direction is already to say that we  tend to offer more quality and value than to pay  attention to costs? So, on the whole.     (13:14)       Speaker 2      So, compared to Rewe and  Picknick and all the traditional shops,  we offer  sustainability, but we are  also a bit more expensive, especially at the beginning.   But we offer sustainability, and compared to  the unpacked shop, we offer the price. So, the unpacked shop is more sustainable overall, because  the products are more sustaina ble, but we just offer the  cheap price ,  and that's where  we  reach the  mainstream consumers.      (13:50)       Speaker 1      There  really is a lot of  competition .  Because there are of course so many employed in so many areas,  but [...].   But, if you now target the c ompetition a bit  [... ] , your  internal  resources , currently  in such a spring  phase that  you consider particularly important, so, mostly [...] from the money resources, or other  possible resources that you bring? The ones that differentiate you?     (14:13)  


[image: image38.emf]Speaker 2      I think the most important thing  is the  network . Well, we are building up ou r network in the garage, so  if you know the right people, then a lot is possible. And I'm building up a network right now, and I just  think, I don' t want this to  sound  arrogant,  but I think at  the moment  our greatest resource  is  my  character, the way I am,   that I'm an entrepreneur,  and that I know ,   although I'm not a professional, I'm  not  Elon Musk, I'm not Jeff Bezos either,  but I have an idea of how to build something like this and I  have  the  motivation for it ,  above all .    So, I have  the motivation ,  and i f I don't know  something,  I know where to  get it,  and I think that's  the  biggest asset right now, that I  know where to  get it.    And then ,  I think ,  even in the future ,  the team complements each other very well . We  clearly lack  expertise in  IT,  for example,  and we also  clearly lack  expertise in the  food trade.    We know that too, but our team complements each other in the sense that we.. .   I'm the high - flyer, or the visionary who always takes off like that, a bit.    Julia , my co - founder, is the opposite, and  then we  just meet in the middle.  Because I'm  clearly aware  that  mine isn't exactly good either .  So, I'm talking about  a  Germany and Euro pe - wide  expansion, and  Julia  says, now chill out, why are you spending so much money?   And I think that if I were to do it alone,  I would  overdo it, if she were to do  it  alone , she would  completely underdo it,  because she simply  wouldn't make it big, and so   we complement each other  well. Then we have the third one on board, she's the creative one with us, I think that's how it  complements each other, that the team harmonises well.      (16:23)       Speaker 1     Yes, of course it's a very interesting point, especially with regard to the sustainability aspect, the  purpose, how people play into it. Do you think that in the future, when money is not seen  as  an  exclusive asset, that  maybe people, especially in a purpo seful adventure, are even more important,  and will become even more important?     (16:44)       Speaker 2      Yes,  we just have to follow this ,  quasi,  thought  and it's not about that then only about money . Of  course, we are profit - oriented. We want to make a profit,  earn money, but in  the end it's  not just about  that,  it's about  staying sustainable ,  and  when  a decision has to be made whether to make  five percent  more or 10 percent more sustainable, then yo u have  to have the people in such a way that they all  go  for the 10 percent sustainability and  not  for the 10 percent profit, absolutely.     (17:24)  


[image: image39.emf]Speaker 1      yes,  just in relation to that, that is the dichotomy in which you stand a bit, between profit a nd  sustainability. Perhaps with the last points we addressed, in order to stay there a little longer, what do  you consider to be the  core competences in the company that  you are currently pursuing? What are  the capabilities that you are trying to build up,   perhaps also have, and perhaps also try to ? that make  you so flexible as a company ?     (17:56)       Speaker 2      Yes, as I said, we lack expertise in IT, marketing and hygiene and food, and each of the three of us is  building up our own head, that is, I'm building the website, I'm taking care of it, I'm becoming the  expert in it. Julia is taking care of the concept a nd warehouse management, building up her expertise  there, and Caro, the third one, is taking care of the marketing, and we are just learning together how  to get the numbers right, and that you can...   Because we are aware that marketing is not just  [...] , b ut marketing is a bit more, and we are just  learning that. So, I just think that in general, between a start - up and a large corporation, we are simply  flexible, and with us, things can change very quickly, and we don't have to  ask six million people here  a nd there. And the structures are in place, and that's what makes us so flexible.     (19:07)       Speaker 1      So, you've already touched on this a bit, that you're all doing a bit of training, and would you say that  organisational learning would be a big point for you at the moment?     (19:20)       Speaker 2      Yes, well, I'm just learning how to manage a team , our team   meetings are organised by me, I'm trying  to get better and better at it, there are countless webinars, and I don't know what, also with all the  courses we're in, so from all the business planning we're in, and so on. I'm definitely learning a lot  more, an d Julia informs herself here, Caroline takes care of that, and yes.     (19:52)  


[image: image40.emf]Speaker 1      So,  do you think that learning in  all areas is  also possible in marketing,  perhaps with the area of  packaging  and  food , which may also  help to become more sustainabl e in the long term ?      (20:05)       Speaker 2     Do you hear me?     (20:11)       Speaker 1      Yes, I hear you.     (20:12)       Speaker 2     Yes, so what helps us to become more sustainable in the long term.   So, in any case. As I said, our goal  is to  be  as sustainable as possible and at the beginning we won't  be able to do it the way we want to, because laws and capacities  simply don 't allow it .  But we are  learning and learning what we can do and then there is   also the  process of growing.  But  that's  not so  much through learning  but simply through the  structure of the company, when we get bigger, we can  buy bigger containers and a bigger container  simply saves on packaging .  That is simply the logic  behind it.    A bout learning, directly, I think with us it's like that at the moment,  we're just  learning how to build up  and run a company. Everyone is doing their part.   Sustainability is the core, we do it all for  sustainability, that means we don't have to learn that,   we have to learn ways to achieve that. But we  don't have to learn this motivation any more. That is the core of what we do.      (21:32)  


[image: image41.emf]Speaker 1      So, what it leads to is that the more you do as a start - up, and the further you get, the more ideas you  get that make you even more sustainable. I don't know how it looked with you, whether the bicycles  were planned from the beginning, for example.     (21:52 )       Speaker 2     So far, not  much  has  changed .  From the beginning it was very, very sustainable . I see it a bit like this  with us, that the more we learn and the more we research,  especially in  terms of hygiene and so on,  that  you will become less sustainable, because the laws simply forbid it. For example, I'll give you a  good example, we have to p ut a label on every glass. We have to do that. We have to throw this label  away, it's rubbish again. We didn't know that before, and we had planned it that way, to do the whole  thing with QR codes. Then you would engrave QR codes in the glasses, you could  reprogram the QR  codes every time, and so you could save all the stickers. And that's where we learned that the law  prohibits this, so we become less sustainable in that sense, because the law prohibits it.      (22:50)       Speaker 1      So, this legal barrier is   something that somehow disturbs a sustainable entrepreneur in his process, in  his differentiation.      (22:58)       Speaker 2      So, on the one hand, I understand a little bit why that is, but on the other hand, the state and the  bureaucracy are very much against it. But there's nothing you can say against it.     (23:18)  


[image: image42.emf]Speaker 1     Cool, that was already a few points that we have po inted out here, I think we can already come to our  last questions. We have touched on a few points here, we have talked about competition, about  yourselves, about knowledge and also about organisational skills and learning. Of the three points,  i.e. resour ces, competition and skills, what do you think will be most important for you , in  conclusion,  to further differentiate yourselves and become more sustainable ?     (23:45)       Speaker 2      Honestly, I think that for us, in the sector we are in, competition helps us, partly, rather than  preventing it. Because, together with other companies that are direct or indirect competitors, they are  building up an ecosystem, and the more people work on  it, the faster it goes. So, we can benefit when  other companies, for example, invent glass. And I think competition actually helps instead of hinders.  Of course, only the very best will survive, but some will survive, and that's why I don't think  competiti on is so exclusive. The skills, of course, are important in the team, but a lot of it will be  bought in, bought in from the staff, like that. But I think the most important thing is the money, the  capital. Because if we don't have money, we can't do any ma rketing, nobody can find us. But if you  look at Gorillas, for example, they have millions, and they have advertising everywhere, and for that  people buy it.  If they didn't have so many resources, so much money, people wouldn't buy it. And I  think that's wh ere a sustainable company is not much different from a traditional company. Because if  nobody hears about you, nobody will buy from you. In order for someone to hear about you, you have  to spend money.         (25:30)       Speaker 1      Absolutely. Good, and the ve ry last question for you would be, what future, maybe in the next three to  five years, would be the biggest hurdles for you and your team? Again, in conclusion.     (25:48)  


[image: image43.emf]Speaker 2     I would say, now at the beginning, the funding. But I think the financing will remain a hurdle until we are  very big. After the first financing comes the second, and after the second comes the third, and after the  third comes the fourth. So, until we are  [ ...], it  will be years, so that will always be the hurdle. The second  hurdle will be that we will expand horizontally and vertically, because we want to get into more cities, but  also more products. And I think the hurdle will be  to find  more products,  and   to develop the whole thing,  for example, to be able to go and offer fresh products, and that's where the laws come into play, can you  transport something like that by bicycle? So, I think those are the biggest hurdles .       (26:43)       Speaker 1      Of course,  a little bit of solution skills that help to differentiate. So, first I have to see how I can do all that,  what is my skillset, and then come to the differentiation and offer more, and do more. Yes, cool, Florian,  then I don't have any more questions, I wo uld stop the recording at that point.   


Appendix E – Interview Participant 4
[image: image44.emf]Speaker 1   Okay, then. Hello again Lokesh, thanks for doing the interview. The first question will be, I want you to  briefly explain your business model.      ( 00:1 5 )     Speaker 2   Sure. As I explained to you in the email, FarMart,  is  the company that I co - founded with two   of my co - founders. Initially, the business was to provide mechanization services on rental to small holder  farmers in India. That was our first business. Then, part of the problem which lies in trust in terms of  the business built for farmers using Smartp hones. But most of the farming population in India are 45+,  the younger generation doesn’t want to get into it, at least they don’t  want to  get into agriculture. So,  most of the people were 45+, they were not there to conversing with Smartphones, so that w ay our  solution was a little ahead of its time.    We had to make a  pivot   and finally what the company right now does is basically making sure farmers  are getting the best price for  their  produce. We have converted the input sellers in India, these are like  small shops doing business about $50,000 to $60,000 US a year. We have converted those shops  into our agents, and they buy from farmers at better prices, the prices that they would not have gotten  otherwise. Then, we in turn sell this to the corporate or t he processors. That’s the model that we  currently pursuing in FarMart.      (01: 45 )     Speaker 1   Really interesting business model. What aspects in your opinion makes your business a  sustainable   business, either it be social or environmental?     ( 0 1:59)     Speake r 2   The first business that we started that was completely in the realm of environmental sustainability,  because there we were providing services which would have saved a lot of irrigation. So, in terms of  like laser leveling the fields, because right now most   of the fields in India are not laser leveled. So  those would be, and in that case, the method of irrigation that the farmers practice is flood irrigation,  so where they fill the entire field with water. These mechanization services that we were providing  and  in the first business model were basically helping environment in terms of saving water enhancing  productivity. But as I explained it, we made a pivot. The current businesses more in the realm of  enhancing the power or   


[image: image45.emf]the bargaining power of farmers i n terms of getting   better pace of their produce compared to what  they would have got otherwise if FarMart was not there.       (02:48)     Speaker 1   And when you started your business or you sketched  it, what was the main challenge for you as a  founding team?     ( 0 3:16)     Speaker 2   So, as I explained it, we thought that the m ain   problem that we were trying to solve was  mechanization, was mechanization is very low in  India , especially with this smallholder farmers .  B ecause the cost of machinery is very high and gene rally, they don't have capacity to buy , s o they are  depending on  rental   services and that, too, they don't get the service of entire ( unintelligible  3:40) of  mechanization. So, the problem that we were trying to solve at that point of time ,   was providing e ven  the smallholder farmers mechanization by pulling machines, which basically belong to a richer  farmers.    The problem that we as a business face d , as I explained, was complete broken infrastructure . O ne ,   that most of the farmers they themselves were not using smartphones.  T he solution, the app that we  had ,  that  never started, that never actually took off . B ecause the farmers they were not using  smartphones  and   they were not even sure  of  what our app was d oing.  S econdly, in terms of the  payment realization, because our solution, again, was built for digital payments. But again, as I  explained, because they were not using smartphone  phones,there were   no digital payments.  T hose  were the challenges that we fac e d   when we started the business.       ( 0 4:39)     Speaker 1   And did you recognize   during the process of funding   and   starting the venture, any particular market  entry barriers or legal barriers to overcome?     ( 0 4:52)     Speaker 2   Not exactly . The   thing is that in India, a lot of these things are in gray areas . E specially now the entire  government ,   machinery and everything is basically -- because they realize that these are the problems  that   


[image: image46.emf]they can't solve on themselves.  T hey are kind of encouragin g startups to get into those areas.  So,   we  actually didn't face any particular legal or regulatory issues when we started.     ( 0 5:2 0 )     Speaker 1   Okay, so you had some state support. D id you  have any   partnerships at the beginning that particular ly  helped you to start your business?     ( 0 5:31)     Speaker 2   N ot exactly partnerships, but as we were building our business completely   at base , and we didn't want  to invest anything in in terms of like capital inv estment. So, partnerships were basically with the rich  farmers who had these machines, who could actually want to rent out those machines to people who  actually didn't have them. So those were the partnerships, but nothing  like   a formal partnership with  an y other organization as such.       ( 0 5:59)     Speaker 1   Ok ay , so you had some some connections  that   helped you . Did these partnerships help you to  increase the awareness of your service?         ( 0 6:13)     Speaker 2   Again, not exactly partnerships, sort of a form  of partnerships . B ut definitely we did kind of get in  touch with local public representatives . In   India   y ou have these systems of village representatives , s o  we got in touch with them, and we tried  to explain to them what t he water solution  wa s basically t rying  to do . W e took their help in terms of spreading the awareness about our services.       ( 0 6:39)  


[image: image47.emf]Speaker 1      Yeah, it's pretty interesting.  M aybe we now move to the part after we talked a bit about the funding  process, about the  competition, which is of interest . Who d id you or do you consider it your main  competitor? May it be a similar service or what  people,   or your customers used before?       ( 0 7:02)     Speaker 2      W hen we started our first business, there were almost four other co mpanies which were trying to do  quite similar business.  S lightly different in the sense that  they actually purchased   their own machinery  in terms of renting out those machineries. Our model was different in terms that we were not  purchasing any machinery ,   w e were trying to utilize machineries which were kind of underutilized  belonging to rich farmers . T hat they they were formal competition in terms of providing similar  services , b ut with capital investment .    T hey were informal competition in the sense they   were already these farmers who had these  machin eries,   and they could provide the same services to farmers. We were different because we  were doing this through an app and  in  a little more professional way. But otherwise, in terms of the  surveys,  we faced   the bigger challenge of the biggest  sellings   from these informal players over  individual farmers providing similar service.     ( 0 8:06)     Speaker 1     So, you stated what makes it different, but could you please state clearly what was the  key  differentiation? Either it'd be more cost oriented for a consumer or quality oriented for consumers . Did  you provide more service than the others or better serivc?  Or did you offer a lower cost service  compared to the others?         ( 0 8:28)     Speaker 2      So, as I explained it and this again, we are talking about our first business and why we made the  pivot . I n the first business   w e actually were not -- because of most of  the farmers , t hey themselves  were not using smartphones. So, we actually couldn't provide any differentiation in terms of services. I  would rather say that the farmers, they felt that using informal service channels was better than  compared to us . B ecause  in our case, they would have to wait slightly before they got the service.    But now, when the new business that we are doing, the farmers must be finding it really, really easy .   B ecause in the current model, they would have to transport the entire output o f the produce to a  market   


[image: image48.emf]which might be  35 kilometers from the place. Right now, they're able to do that within two to three  kilometers, because we have converted these input shops, the agri chemical shops, into our agents.  And these shops are much close r than the  output  markets   are .  S o ,   farmers find it much, much easier  in terms of selling their output to these places compared to the original services that they were using   s o fa r ther o f f.   .    ( 0 9:45)     Speaker 1      Ok ay , so it's kind of a process optimization and which which is differentiated. You mentioned the app.  What kind of challenges did you had when you introduced your new process model with the app and  started your differentiation from the competition with partic ular challenges? Yet with this       (10:08)     Speaker 2      In our first business, as I explained ,   the market itself was not ready in terms of the farmers were not  using  the  app and they were not tech savvy. So, there were a lot of problems.  U ltimately, we had t o  make  a  pivot in terms of the farmer,   a nd we do not have an app, but we have an app at the level of  our agent .   A nd  our  agent is not someone who is on our rolls,   the agent   is not an employee. This guy  is a businessman who says agri inputs to farmers. So, as we know that this guy is much more tech  savvy compared to our farmers,  w e built an app for the  agri input sellers, not for farmers.   Farmers can  still use their old phone s, but they  agri  input   seller  would have an app   a nd that has made the whole  process much easier.     (11:00)     Speaker 1     But you would say that there are some  hurdlers , some kind of differentiating due to infrastructure  somehow that yet to be taken care of, t hat the farmers are tech ready.     (11:14)     Speaker 2      Yeah, exactly.  As I explained   quite a number of times that the infrastructure is the biggest challenge in  terms of farmers getting realizing full potential of technology. The infrastructure is lacking .       (11:32)  


[image: image49.emf]Speaker 1    Ok, so maybe we'll move on a bit after we talk about the  competition to the resources of your  business. What did you do you consider a key resource for your business?       (11:47)     Speaker 2      I’d say t echnology, is definitely one and then funds definitely . B ecause in this business and for that  matter, all business es in India, you need to have a certain amount of working capital . B ecause you  need to sort of have a working capital, which you need to provide to your buyers as well as to your  suppliers . So for both angles, you need  to have a certain amount of working c apital . The key  resource, if I need to choose one, then I’ll choose the funding.        (12:18)     Speaker 1      With the funding, where  did you use it first? You mentioned two sides. Did you use it to create  awareness on both sides?        (12:32)     Speaker 2      A wareness like that, I guess, was the easy part, at least with the the  Agri Import sellers as I was  talking about. B ecause that could be done digitally.  T hat part is a very cost effective . Right now, the  cost of  acquiring a single agent for the company is miniscule , i t's like 20  U.S.  cents and then you can  acquire  one agent. The major cost component  is working capital ,  because you need to provide the  agent also in order for him or her to be able to buy from farmers , s o you need to provide them capital .  A t the same time when you supply to   say a   corporate or processing company , t hey w ill   not pay you  upfront. So, there's a  certain amount of working capital that is involved there as well.  T hat's the  biggest component.     (13:25)     Speaker 1    L et's move to some of the organizational aspects.  W hat do you consider the key capabilities of your  organizations that you  particular ly   think are necessary for your business or were necessary to start  your business?  


[image: image50.emf](13:48)     Speaker 2     H aving a deep understanding of how Indian agriculture works, because it's. And when I say Indian  agriculture, I guess that must be true for  entire Southeast Asia, South Asia, agriculture. It's highly,  highly fragmented. The land sizes or the the land holdings are very, very small. So that way it doesn't  work   a nd you can't just transport any model which might have been perfected in, say, Europe an  countries or any other geography, because that wouldn't work here. The kind of the holdings that  farmers have and the dependance on agriculture makes it imperative that the output  may  not be in  that quantum . The  output s   would be small   a nd then the cost  of the aggregation would be higher. So  how do you make a business out of this  entire thing,   that I guess is key capability .     (14:50)     Speaker 1      Y ou mentioned that you had some where in between you had to   react to changes. Do you think any  particular capability makes you able to adapt to changes or to market changes?     (15:06)     Speaker 2     Exactly. As I as I explained , our   understanding of this agriculture market ,   and  the  moment we realized  that the first mo dule was not working   w e were  quick to change the market, quick to make that pivot .       (15:19)     Speaker 1      H ow do you consider the role of learning in your organization, like in relation to market knowledge?  Did you provide any particular foster learning, any organization?       (15:35)     Speaker 2     I wouldn't say that consciously we were doing that, but as we were c onstantly in  the  market, we were  trying to understand the signals from  the  market. But there's no conscious process as such. And so  that I would say it was one key capability that we've missed out on.  So,   there was no conscious  process of propagating that  learning across the nation.  


[image: image51.emf](16:03)     Speaker 1      We’ve already pretty much come to the end. Y ou recognize that you talked about some points that  competition ,   resource ,   capabilities . I f you would  conclude it, what of those   aspects do you think in the  early stages of your venture helps you to be competitive? Maybe it relates to the four competitors you  mentioned at the beginning.       (16:29)     Speaker 2      A s I explained ,   our understanding of this market and our sort of because  we never believed in making  capital investment . S o when we had to change, we were quick to change, because otherwise had we  made th e   huge capital investment in terms of owning machines and things like that, then that would  have made it very difficult for u s to make that pivot.       (17:05)     Speaker 1     I n relation to this question also that is of  interest, h ow do you consider the role of people in your early - stage organization?     (17:16)     Speaker 2      Very high.  Y ou need to have that go o d team, which is on the  same page, which is willing to put those  hard yards, especially in a startup environment . B ecause things would be very fluid , t hings you keep  on changing. So, there might be some hard ones that might be people who might be frustrated. So,  it's very importa nt to have that clear communication and to have that capability to accept mistakes  and to say , okay , what we thought might not have worked out what we need to maybe make that  pivot . So  that the role of having the right kind of people, that kind of team is  very, very important.     (18:00)     Speaker 1      Yeah. Especially when you follow a purpose driven venture like you did.   


[image: image52.emf](18:05)     Speaker 2     Yeah, exactly.     (18:08)     Speaker 1      Maybe the last question , which is always really interesting , which future challenges do yous see for your  business or the business itself in the upcoming years?     (18:19)     Speaker 2     One,  I guess scaling it again would be because, again, as I explained with India  (18:26)   is a highly, highly  fragmented market.  So,   scaling beyond a certain limit is going to be a challenge because most of the  startups in this space might be banking   on   b eyond  a   point of time . There will be  infrastructure coming up,  there will be   digitization coming up and things like that. If that doesn't happen, then scaling beyond that  point would be very difficult.  So,   you would have a number of small companies doing the same   thing,  which is not the most efficient way of doing it.     (18:59)     Speaker 1      Yeah. Okay, cool . Then I don't have any further questions. I just can thank you for your recent answers,  and I will stop the recording.     (19:15)     Speaker 2     Sure, thanks a lot. It was nice talking to you. I wish you all the best for your future.     
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Name in Block Capitals: JUAN IGNACIO ESTEVEZ

Witness:

Date: 24 August 2021





Appendix H – Informed Consent Participant 3
[image: image57.png]INFORMED CONSENT FORM

I. Research Study Title: Exploring Competitive Advantage in Sustainable
Entrepreneurship: Challenges and Approaches in early stages out of the Founder’s
Perspective

University: Griffith College, Graduate Business School.
Principal Investigator: Dr Garrett Ryan.
Researcher Name: Alexander Ali

Email: alexander.ali@student.griffith.ie

Clarification of the purpose of the research

The aim of this research is to explore the strategy approaches of sustainable entrepreneurs
and Green-Start-Up companies in their early-stages of existence. The aim is to explore in
detail sources of competitive advantage and highlight differences to other types of companies.
Furthermore, through a combination your participation and the latest research into strategic
management, this research will add to body of academic understanding of strategic
management. Further, in relation to the strategic dimensions, it is intended to get insights into
the problem areas of early-stage sustainable entrepreneurs.

Confirmation of particular requirements as highlighted in the Plain Language
Statement

This project involves taking part in semi-structured interviews. The interviews responses will
be recorded, and seek to gather information on your experience of corporate strategy.
Questions are directed towards your thoughts on the importance and role of specific corporate
aspects such as resources, competition, learning etc. | estimate the interviews/survey will
take no longer than 45 minutes to complete.

Every attempt will be made not to interfere with normal business operations, as such
interviews and or surveys will not be conducted at month or quarter end.

Participant — please complete the following (Circle Yes or No for each question

Have you read or had read to you the Plain Language Statement Yes/No \/
Do you understand the information provided? Yes/No \/
Have you had an opportunity to ask questions and discuss this study? Yes/No \/
Have you received satisfactory answers to all your questions? Yes/No \/
Are you aware that interviews will be audiotaped? Yes/No \/

. Confirmation that involvement in the Research Study is voluntary

Involvement in this Research Study is voluntary. Participants who decide to take part may
withdraw from the Research Study at any point. There will be no penalty for withdrawing
before all stages of the Research Study are complete..




[image: image58.png]V. Advice as to arrangements to be made to protect confidentiality of data, including
that confidentiality of information provided is subject to legal limitations

Every effort is made to ensure the confidentiality of the participant. Participant names will
not be recorded, as all participants will be assigned a code. Where used, recorded
interviews/survey data will be downloaded to a password-controlled computer, typed
transcripts/survey results are held within password-controlled documents. Participant
biographical details and or mention of other persons will be omitted in the final report.
Confidentiality of information provided is subject to legal limitations.

VI. Participant Signature:

| have read and understood the information in this form. My questions and concerns have
been answered by the researcher, and | have a copy of this consent form. Therefore, |

consent to take part in this research project'\ W@
Participants Signature:

Name in Block Capitals: Florin Kutten

Witness:

Date: 26.07.2021





Appendix I – Informed Consent Participant 4

[image: image59.png]INFORMED CONSENT FORM

I. Research Study Title: Exploring Competitive Advantage in Sustainable
Entrepreneurship: Challenges and Approaches in early stages out of the Founder’s
Perspective

University: Griffith College, Graduate Business School.
Principal Investigator: Dr Garrett Ryan.
Researcher Name: Alexander Ali

Email: alexander.ali@student.griffith.ie

Clarification of the purpose of the research

The aim of this research is to explore the strategy approaches of sustainable entrepreneurs
and Green-Start-Up companies in their early-stages of existence. The aim is to explore in
detail sources of competitive advantage and highlight differences to other types of companies.
Furthermore, through a combination your participation and the latest research into strategic
management, this research will add to body of academic understanding of strategic
management. Further, in relation to the strategic dimensions, it is intended to get insights into
the problem areas of early-stage sustainable entrepreneurs.

Confirmation of particular requirements as highlighted in the Plain Language
Statement

This project involves taking part in semi-structured interviews. The interviews responses will
be recorded, and seek to gather information on your experience of corporate strategy.
Questions are directed towards your thoughts on the importance and role of specific corporate
aspects such as resources, competition, learning etc. | estimate the interviews/survey will
take no longer than 45 minutes to complete.

Every attempt will be made not to interfere with normal business operations, as such
interviews and or surveys will not be conducted at month or quarter end.

Participant — please complete the following (Circle Yes or No for each question

Have you read or had read to you the Plain Language Statement Yes/No
Do you understand the information provided? Yes/No
Have you had an opportunity to ask questions and discuss this study? Yes/No
Have you received satisfactory answers to all your questions? Yes/No
Are you aware that interviews will be audiotaped? Yes/No

. Confirmation that involvement in the Research Study is voluntary

Involvement in this Research Study is voluntary. Participants who decide to take part may
withdraw from the Research Study at any point. There will be no penalty for withdrawing
before all stages of the Research Study are complete..




[image: image60.png]V. Advice as to arrangements to be made to protect confidentiality of data, including
that confidentiality of information provided is subject to legal limitations

Every effort is made to ensure the confidentiality of the participant. Participant names will
not be recorded, as all participants will be assigned a code. Where used, recorded
interviews/survey data will be downloaded to a password-controlled computer, typed
transcripts/survey results are held within password-controlled documents. Participant
biographical details and or mention of other persons will be omitted in the final report.
Confidentiality of information provided is subject to legal limitations.

VI. Participant Signature:

| have read and understood the information in this form. My questions and concerns have
been answered by the researcher, and | have a copy of this consent form. Therefore, |
consent to take part in this research project

Digitally signed by Lokesh
Participants Signature: Lokesh o st 057

Name in Block Capitals:

Witness:

Date:
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