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Abstract 

Entrepreneurship has been recognized as one of the most relevant driving forces for economic 

growth. However, the lack of a conceptual framework defining the field of research around 

entrepreneurship has hampered the growth of structured and useful investigations. Venkataraman 

(1997) and, later, Shane and Venkataraman (2000), have tried to bring some clarity in the field 

proposing a more complex and inclusive definition of entrepreneurship involving the discovery and 

exploitation of entrepreneurial opportunities. Taking the lead from these considerations, this paper 

aims at understanding which motivational and cognitive factors that the entrepreneur possesses can 

effectively influence entrepreneurial actions, opportunity discovery and opportunity exploitation. 

The research is built around a qualitative case study on a Danish SaaS start-up, Clerk.io. The main 

findings of the study suggest that while the entrepreneur’s motivational factors are significant for 

entrepreneurial actions and opportunity evaluation, the entrepreneur’s cognitive factors are crucial 

for the discovery and exploitation of entrepreneurial opportunities. 

Key words: entrepreneurship, entrepreneurial opportunity, motivational factors, cognitive factors, 

discovery, exploitation. 
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1. Introduction 

This chapter will introduce the general topic of the paper, focusing first on an outline of the 

research problem’s background and secondly on the relevance of the entrepreneur’s motivation and 

cognitive factors. Moreover, a discussion leading to the research question and the delimitations of 

the paper will be presented. Lastly, the structure of the paper will be described. 

1.1 Background 

Entrepreneurship has long been recognized for being the driving force behind economic growth and 

technological change (Schumpeter, 1934). Even in business schools, the interest for 

entrepreneurship has seen a sharp increase (Venkataraman, 1997). However, in order to be useful, a 

field of social science must provide with a clear conceptual framework that predicts a set of 

empirical phenomenon, which is not described by any other existing conceptual framework (Shane 

& Venkataraman, 2000). It is apparent that, to date, entrepreneurship is still lacking such a 

conceptual framework (Gartner, 1989; Shane & Venkataraman, 2000; Venkataraman, 1997) and it 

has generally become a broad label where an undefined, broad spectrum of research is collected 

(Shane & Venkataraman, 2000). It seems likely that this is the consequence of defining 

entrepreneurial activities through the role of factors belonging to the realm of the entrepreneur’s 

trait and features (Elfenbein, Hamilton, & Zenger, 2010; Gartner, 1989). As a result, people have 

had trouble in understanding what the real contribution of entrepreneurship to the broader domain 

of business study has been (Shane & Venkataraman, 2000; Venkataraman, 1997). 

In view of these considerations, Venkataraman (1997) and, some years later, Shane and 

Venkataraman (2000) have attempted to establish an integrating framework for the field of 

entrepreneurship defining entrepreneurship as the field that ‘seeks to understand how opportunities 

to bring into existence "future" goods and services are discovered, created, and exploited, by 

whom, and with what consequences’ (Venkataraman, 1997, p. 120). The benefits of this 

conceptualization are noticeable. This definition characterizes the field of entrepreneurship as being 

the field that studies 1) when, why and how opportunities arise in the market; 2) when, why and 

how only some individuals are able to discover and exploit them; and 3) what the consequences of 

this process are (Venkataraman, 1997). Consequently, entrepreneurship is no longer representing a 

pool of studies without specific guidance, but it is framed in a theory that finally aims at analysing 
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the multiple factors and the relation among these multiple factors that constitute the field of 

entrepreneurship. 

Since it is implied that some individuals are capable of discovering and exploiting opportunities, 

while others are not, it is crucial to understand what factors cause this sharp distinction. Indeed, 

human motivations, in particular, human motivational and cognitive factors, influence this decision-

making process and define which individuals will pursue an entrepreneurial opportunity (from now 

on EO) (Shane, Locke, & Collins, 2003). Therefore, motivational factors, such as need for 

achievement (from now on nAch), risk propensity, locus of control and self-efficacy, and cognitive 

factors, such as human and social capital, are essential to understand 1) which individuals will 

undertake an entrepreneurial career; 2) which individuals will discover EOs; and 3) how these 

factors are affecting the exploitation of the EO discovered. 

1.2 Definition of the research question 

Although the conceptual framework proposed has the main purpose of bringing clarity and cohesion 

within the entrepreneurship research field, studies still show discrepancies about what the features 

of an opportunity are (Davidsson, 2015) and what its role in the entrepreneurial process is (Eckhardt 

& Shane, 2003). Even more importantly, inadequate empirical research has resulted in a deficient 

picture of the role of human motivations in entrepreneurship (Shane et al., 2003). Furthermore, 

evidences about how the entrepreneur’s human capital affects opportunity discovery remains 

exiguous (Westhead, Ucbasaran, & Wright, 2009) and factors relating to survival and growth of the 

new venture are still unclear (Cooper, Gimeno-Gascon, & Woo, 1994). 

In view of these evidences, it is likely that the field of entrepreneurship is still lacking the focus 

promised by the definition of Venkataraman (1997). Despite the fact that incoherent results might 

still be due to heterogeneous samples (Gartner, 1989), the lack of focus led this paper towards the 

search of some clarity. In particular, it is evident that the definition of entrepreneurship proposed 

involves the interplay of several different aspects, whereas the studies analysed have tested only 

single factors influencing either entrepreneurial decisions, or opportunity discovery, or opportunity 

exploitation. 

Taking the lead from these considerations, an interesting field of analysis appears to be the wave of 

technology-based new ventures. This latter is an especially significant contributor to the static and 
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dynamic efficiency of the economic system (Colombo & Grilli, 2005). In particular, within this 

category, SaaS companies have experienced a remarkable growth, registering an increase in their 

total size of more than 1500% from 2008 and are expected to keep a stable growth rate even in the 

next years (Statista, 2015). It is believed that analysing a case belonging to such a dynamic and 

young industry will shed some light on the application of the definition of entrepreneurship 

elaborated by Venkataraman 20 years ago. Hence, the choice propended for The Social Digits ApS 

(from now on Clerk.io), a SaaS company, founded in 2011, operating in Denmark. Moreover, the 

case study was selected on an accessibility base, since the author has worked in the company for 

two years prior the beginning of the research.  

On the basis of these premises, the thesis aims at achieving a more clear understanding about the 

research around the field of entrepreneurship. Following the Venkataraman’s (1997) definition the 

study has the purpose of engaging with the comprehension of what factors drive entrepreneurial 

actions and, consequently, how these factors can be responsible of discovery and exploitation of 

EOs. The application of this research line on a case study offers the chance to give a different depth 

to the investigation and to enhance the understanding of how each factor interacts with the other 

factors in a physical organization. 

The thesis proposes the following research question: 

‘How are the discovery and the exploitation of entrepreneurial opportunities dependent on the 

entrepreneur’s motivational and cognitive factors? A case study of a Danish SaaS company’ 

In order to answer the main research question with clarity, three more sub-questions have been 

elaborated.  

Sub-question 1: 

‘What motivational and cognitive factors affect the individual’s entrepreneurial action?’ 

Sub-question 2: 

‘How is the discovery of entrepreneurial opportunities dependent on the entrepreneur’s 

motivational and cognitive factors?’ 
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Sub-question 3: 

‘How is the exploitation of entrepreneurial opportunities dependent on the entrepreneur’s 

motivational and cognitive factors?’ 

The first sub-question aims at identifying what motivational and cognitive factors influence the 

individual’s decision to pursue an entrepreneurial career. The steps behind the individual’s 

decision-making process are made clear in order to understand which factors affect this process and 

which ones are irrelevant. The second sub-question’s purpose is to determine how the discovery of 

an EO is driven by relevant motivational and cognitive factors the entrepreneur possesses. Each 

factor is analysed singularly and in connection with the others in order to fully comprehend what 

the antecedents of opportunity discovery are. The third sub-question focuses on understanding how 

the entrepreneur’s motivational and cognitive factors identified affect the exploitation of the EO. 

Each factor is investigated in order to understand how the aspects characterizing the entrepreneur 

later influence the performance of the new venture. 

1.3 Background on Clerk.io 

Clerk.io, legally registered under the name of The Social Digits ApS, was founded in September 

2011 by Hans-Kristian Bjerregaard. Before founding Clerk.io, Hans-Kristian (from now on HK) 

was employed in the IT department of Unisport A/S. During this experience, he found out about the 

need of a product recommendation engine that could allow online buyers to buy more from 

Unisport’s online store. Being a computer science expert, he developed a SaaS solution based on 

machine learning and artificial intelligence. After testing the proprietary software, ClerkCore, and 

achieving remarkable results, i.e. +143% in extra conversion rate, Unisport A/S decided to purchase 

it. Consequently, HK founded Clerk.io to start invoicing the cost of the service (see Appendix A & 

B). 

After finalizing a partnership, HK started selling the software in Denmark. During the summer 

2014, HK realized that he wanted to expand the business to other countries and bought his partner’s 

equity out (see Appendix B). With the business scaling up during 2014 and the beginning of 2015, 

HK finally acted upon his plan of selling the software in other countries in Europe and Clerk.io’s 

expansion started in the summer of 2015 with UK, Netherlands and Italy (see Appendix D). Later 
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that year, Sweden and Norway followed. In the early 2016, Brazil and Germany were added to the 

list. In March 2017, also Spain started being in Clerk.io’s sight. 

Today, Clerk.io is present in 9 markets worldwide and employs 15 people in the Copenhagen 

headquarter. Moreover, in September 2016, Clerk.io signed its first reseller agreement with an 

existing Brazilian company for reselling the software in Brazil. 

1.4 Delimitations 

The thesis has some inherent delimitations that have been crucial to maintain a certain focus on the 

core of the research. 

One of the main delimitations of the paper concerns the decision of not accounting for the 

contextual environment. Although it is acknowledged that environmental conditions can play a 

significant role in the discovery and exploitation of opportunity, it is also acknowledged that the 

analysis of the impact of these conditions might have resulted in a loss of focus or in a mediocre 

investigation of their effects. Therefore, the research concentrates only on the entrepreneur’s 

individual aspects. Consequently, also in the analysis of what factors affect the exploitation of the 

opportunity, only the factors stemming from the entrepreneur’s personal experience are taken into 

account.  

Furthermore, in the third chapter, the investigation’s focus is maintained on the entrepreneur’s 

human and social capital. Even though financing is a dimension that depends on the entrepreneur’s 

social network, it is believed that introducing the dimension of financial capital might have 

conducted the research on an uncertain path, since only hypothetical deductions could have been 

suggested. 

On a more general level, the literature review has been limited to what it has been found to be 

particularly influential by previous research. Especially when considering the number of 

motivational factors listed and the antecedents of opportunity discovery analysed, more elements 

could have been taken into account from previous studies. To favour a more thorough study of each 

factors at hand, only the ones that have been found to be more investigated have been discussed. 
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1.5 Structure of the paper 

Chapter 2 – Literature review 

In this chapter, the theoretical background of the paper will be discussed concentrating on how the 

several theories and framework have been integrated with each other. 

Chapter 3 – Methodology 

In this chapter, the methodological choices for this paper will be outlined explaining and motivating 

the reasons behind each choice. In addition, a potential biases section is added to take into account 

the personal involvement of the author. 

Chapter 4 – Sub-question 1 

Answers to the first sub-question are provided showing what motivational and cognitive factors 

affected HK’s entrepreneurial choice. 

Chapter 5 – Sub-question 2 

Answers to the second sub-question are provided analysing what factors influences the discovery of 

ClerkCore. 

Chapter 6 – Sub-question 3  

Answers to the third sub-question are provided investigating how the exploitation of ClerkCore was 

dependent on HK’s features. 

Chapter 7 – Discussion 

In this chapter, findings are discussed and a plausible explanation is given for accounting for the 

results of the research. Theoretical and practical implications are also considered. In particular, 

practical implications for both Clerk.io and the general field of entrepreneurship are suggested. 

Chapter 8 – Conclusions 

The results of the paper are presented. In addition, limitations and suggestions for further research 

are included. 
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2. Literature review 

This chapter aims at presenting the theories and frameworks employed to answer the research 

question. Most of the theories borrowed for the analysis of this research is taken from the fields of 

entrepreneurship and strategic management. The chapter will discuss the utilities and the flaws of 

each rationale involved in the paper and how they have been integrated with each other in order to 

build a complete framework. The structure of the chapter will follow the three sub-questions 

proposed.  

2.1 Antecedents of entrepreneurial actions 

The research has started with a crucial wonder around the definition of entrepreneur. In fact, before 

understanding how the discovery and the exploitation of an EO are dependent on the entrepreneur’s 

motivational and cognitive factors, it is fundamental to first understand who the entrepreneur is and 

what the antecedents of this behaviour are. In this regard, the existing research has been found 

fallacious in providing a clear and unique definition, resulting in an ambiguous overall picture of 

the figure of the entrepreneur. Gartner (1989) seems to find reasons for it in the common use of the 

trait approach that depicts the entrepreneur as a set of set-in-stone features. The transition from a 

static approach, like the trait approach, to a dynamic approach that considers the traits of the 

entrepreneur as part of a developmental process has been more fruitful. Conceiving the entrepreneur 

as the individual capable of mobilizing resources (Lazear, 2005) has the benefit of including in 

definition also the skills and the abilities the entrepreneur develops during his or her journey. 

However, most of these definitions are missing the crucial nexus between the entrepreneur and the 

presence of an EO in the market (Venkataraman, 1997). For this reason, it is believed that the most 

complete definition is put forward by Venkataraman (1997) who defines the entrepreneur as an 

individual who is capable of discovering, evaluating and exploiting EOs to create future goods and 

services through a complex decision-making process (Shane & Venkataraman, 2000; 

Venkataraman, 1997).  

Following this line of thinking, the entrepreneur is subject to a process that leads him from one 

action to another. Therefore, in order to understand the full extent of the entrepreneur’s decision-

making process, it is useful to integrate this definition with a model of intentions. Actions are, 

indeed, best predicted by intentions (Krueger, Reilly, & Carsrud, 2000). In this area, the theory of 
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planned behaviour has been effective in describing how behaviours are first affected by the 

development of intentions and how, in turn, intentions are influenced by attitude towards the 

behaviour, subjective norms and perceived behavioural control (Ajzen, 1991). Although the theory 

of planned behaviour seems to explain clearly the process of formation of behaviours, several other 

papers that built upon this theory to understand and explain entrepreneurial actions have expanded it 

hypothesizing a number of exogenous factors influencing the attitude towards the behaviour on 

quest (Krueger & Carsrud, 1993; Krueger et al., 2000). However, these papers have left the 

definition of such factors rather ambiguous, hence, the research of Shane, Locke, and Collins (2003) 

has been taken into consideration to integrate and complement the theory of planned behaviour.  

This research provides a large number of factors distinguished in motivational and cognitive factors 

(Shane et al., 2003). Among the others, only the most relevant for the purposes of this papers have 

been chosen, i.e. nAch, risk taking, locus of control, self-efficacy and cognitive factors. Since the 

study of Shane et al. (2003) offers only a brief outline for each factor mentioned, for each of them 

other articles treating the topic more in depth have been chosen. In particular, the research of 

Collins, Hanges, and Locke (2004) has been employed to prove how nAch is a successful predictor 

of entrepreneurial intentions. Individuals high in nAch show an inclination for committing to 

difficult task and pursue challenges, especially if there is a level of personal responsibility towards 

the outcome involved (Collins et al., 2004). This propensity has been found to be successfully 

correlated to the development of entrepreneurial intentions (Zhao, Seibert, & Lumpkin, 2010). High 

nAch has also been correlated to a propensity for risk taking (Atkinson, 1957) and for displaying an 

internal locus of control (Rotter, 1966). Therefore, if the correlation holds, the propensity for risk 

taking and internal locus of control should be also connected to entrepreneurial intentions. Findings 

show that this is not necessarily true. Although the interaction between nAch, on one side, and risk 

taking and internal locus of control, on the other side, might hold, research has failed in 

understanding that this does not distinguish entrepreneurs from non-entrepreneurs (Brockhaus, 

1980), thus they cannot be considered antecedents for the formation of entrepreneurial intentions. 

On the other side, the strongest predictor of entrepreneurial intentions has been found to be self-

efficacy. Indeed, self-efficacy has been also associated to the concept of perceived behavioural 

control, since both concepts indicate the beliefs of the individual towards how easy or difficult the 

performance of an action is (Ajzen, 1991; Boyd & Vozikis, 1994). Indeed, the performance of an 
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action is highly dependent on what the individual thinks the outcome of performing that action will 

be (Begley & Boyd, 1987). Although the concept of self-efficacy appears to be self-standing, 

generally beliefs about personal success or failure are a consequence of beliefs on personal ability 

and skills (Phillips & Gully, 1997). Therefore, cognitive factors, in the form of human and social 

capital, have been taken into account to understand the nature of self-efficacy. On one side, human 

capital is a measure of the individual’s knowledge and skills gained through prior working 

experience and education (Colombo & Grilli, 2005; Cooper et al., 1994). On the other side, social 

capital constitutes the dimension of relations and networks where the individuals develop shared 

representative and interpretative systems that facilitate the acquisition of new knowledge (De 

Carolis & Saparito, 2006). Hence, social capital is strictly correlated to the development of human 

capital. Through their correlation to self-efficacy, both human and social capital are antecedents of 

entrepreneurial intentions. 

2.2 The discovery of EOs 

Before analysing what the precursors of discovering an opportunity are, it is interesting to discuss 

what discovering an opportunity really means. Research has long debated about the correct 

terminology to utilize when an individual is capable of identifying an opportunity in the market 

because, according to how this identification is conceived, the characteristics of the opportunity and 

of the individual who pinpoints it are bound to change. The paper engages with the discussion 

around whether an opportunity is recognized, discovered or created. If recognition implies a perfect 

equilibrium in the market, discovery and creation believe in a disequilibrium approach (Sarasvathy, 

Dew, Velamuri, & Venkataraman, 2003). Although theoretically possible, it is realistically difficult 

to encounter a market that responds to the criteria of a perfect equilibrium. In particular, if both 

demand and supply are rather obvious, it is very likely that profits are only short-term and many 

economic actors are driven to exploit the visible opportunity, thus profits are very quickly 

approximating zero (Sarasvathy et al., 2003). Therefore, a disequilibrium approach is introduced in 

order to hypothesize the existence of opportunities in the first place. In this case scenario, the 

misallocations produced by the different beliefs and conjectures individuals hold caused by 

information asymmetry (Kirzner, 1997) allow for opportunities to appropriate profits (Shane & 

Venkataraman, 2000). Depending on whether either the supply or the demand side is non-existent 
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or both the supply and the demand are non-existent, it is possible to distinguish between discovery 

and creation respectively (Sarasvathy et al., 2003).  

Since the case study under analysis responds to a case of opportunity discovery, the precursors of 

this specific phenomenon are studied. EOs might be discovered as a conjuncture of many aspects, in 

particular, the literature recognizes six main factors: prior knowledge, social capital, alertness, 

systematic search, cognition and environmental cognition (George, Parida, Lahti, & Wincent, 

2016). As just explained, the very existence of opportunities is dependent on misallocations caused 

by the information asymmetry present in the market (Kirzner, 1997), hence, some individuals are 

capable of spotting such misallocations, some others are not. Obviously, in a world where 

information asymmetry is present, the individuals capable of discovering a specific opportunity 

possess the complementary information stocks. These information stocks create mental schemas 

(Shane & Venkataraman, 2000), or patterns (Baron, 2006), that represent the individual’s beliefs 

and knowledge about the world’s social and political laws (Gaglio & Katz, 2001). Furthermore, on 

one hand, individual’s beliefs and knowledge are dependent on prior knowledge acquired through 

past experience and on prior knowledge acquired through social networks. On the other hand, 

individual’s beliefs and knowledge are responsible for the way the individual is screening the 

market for opportunity, since mental schemas will constrain his or her radius of action. Therefore, 

cognition is a powerful means to integrate the factors mentioned earlier into a unique perspective 

(Baron, 2006).  

The prior knowledge factor proposed by Shane (2000), including prior knowledge of markets, of 

customer problems and of ways to serve markets, has been found to be restrictive, hence, it has been 

integrated with the larger perspective of human capital. Research shows that human capital, 

especially in the form of entrepreneurship-specific and industry-specific human capital, is positively 

correlated to the discovery of EOs (Cooper et al., 1994; Davidsson & Honig, 2003; Ucbasaran, 

Westhead, & Wright, 2008; Westhead et al., 2009). However, human capital takes into account only 

a personal dimension. It is clear that each human being is inserted in a bundle of social networks, 

which represent another way to acquire knowledge and resources. Social networks constitute a 

means to extract benefits and enhance social capital (Davidsson & Honig, 2003). According to 

researchers, weak ties, i.e. networks that are temporary in nature and do not require the participants 

to invest particular time or efforts (Powell & Grodal, 2005), are positively correlated to the 



15 
 

discovery of EOs since they offer a greater access to information (Ardichvili, Cardozo, & Ray, 

2003; Bhagavatula, Elfring, van Tilburg, & van de Bunt, 2010). Nonetheless, even if the individual 

possesses the specific bundle of human and social capital, but he or she is not in a state of 

receptiveness and/or search for the EO, it is very likely that the opportunity will be kept uncovered. 

The two factors of alertness and systematic search help in discussing the topic more in depth. 

Alertness is described as ‘an attitude of receptiveness to available (but hitherto overlooked) 

opportunities’ (Kirzner, 1997, p. 72). Whereas, systematic search is conceived as a maximization 

method for effectively searching the market for opportunities on the basis of the constraints 

imposed by the individual’s knowledge and skills (Fiet, 2007). Although research tends to treat the 

two factors as opposites, the limitations that both alertness and systematic search face in their 

concrete application lead to think that the two modes of search are not too far apart. In fact, despite 

the fact that alertness is theorized as the search in an unbounded field (Kirzner, 1997), it must be 

taken into account that the individual is always affected by his or her mental schemas, thus it is 

possible to suggest that alertness and systematic search can be successfully employed in 

combination. 

Eventually, the discovery of an EO does not necessarily entail the consequent exploitation. Hence, 

there must be a phase of evaluation where the individual considers his or her chances of success or 

failure. Crucial to the evaluation phase are the use of heuristics, self-efficacy and perceived risk. 

Research shows that entrepreneurs are more likely to use heuristics in their decision-making 

processes. Heuristics refers to a simplified decision-making process based on key beliefs and 

experiences that individuals employ when information is complex and/or incomplete (Alvarez & 

Busenitz, 2007). Under these circumstances, if the use of heuristics delivers positive information 

about the probability of success, either because of positive performance feedback on previous 

actions (Keh, Foo, & Lim, 2002; Krueger & Dickson, 1994) or because of relying on personal rules 

and/or small samples (Busenitz & Barney, 1994; Keh et al., 2002), then the perceived self-efficacy 

is heightened. Consequently, the higher levels of perceived self-efficacy produce an increase of 

success expectancies, which, in turn, affect negatively the failure expectancies, hence, the level of 

perceived risk. According to findings, the lower the level of risk perceived the more favourable the 

evaluation of the opportunity (Baron, 2004; Busenitz & Barney, 1994; Keh et al., 2002; Krueger & 

Dickson, 1994). 
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2.3 The exploitation of EOs 

The last chapter of the paper takes into account the motivational and cognitive factors analysed for 

the development of entrepreneurial intentions and the discovery of opportunities and examines how 

they affect the exploitation and the consequent performance of the new venture.  

Research is inconclusive regarding the influence of motivational factors on company performance. 

In particular, nAch and self-efficacy are found to be correlated to performance through goal-setting, 

hence, the higher the levels of nAch and self-efficacy, the more challenging the goal standards, the 

higher the performance (Phillips & Gully, 1997). However, with the research not describing the 

nature of the goals implied, it is difficult to understand what the correlation to company 

performance is if the goals set are challenging, but are also hampering the company future growth 

or even its own existence. Therefore, either no correlation or negative correlation is hypothesized. 

Findings concerning the correlation between human capital and new venture performance are more 

consistent and several papers actually identify a positive correlation  (Baum, Locke, & Smith, 2001; 

Colombo & Grilli, 2005; Cooper et al., 1994; Davidsson & Honig, 2003; Gimeno, Folta, Cooper, & 

Woo, 1997; West-III & Noel, 2009). Nonetheless, to understand fully the reasons behind this 

correlation, two theories have been used, resource-based view and path dependency. The resource-

based view theorizes that firms are not profitable because they engage with strategic investments, 

but rather because they focus on scarce firm-specific resources, also recognized as distinctive 

capabilities (Teece, Pisano, & Shuen, 1997). These resources can be either physical capital 

resources or human capital resources or organizational capital resources. More importantly, in order 

for the company to appropriate economic rents and produce sustained competitive advantage, these 

resources must be valuable, rare, imperfectly imitable and non-substitutable (Barney, 1991). 

Research also proves that these competences are not volatile or temporary, but they are ‘sticky’ 

(Teece et al., 1997), meaning that they stay within the company’s bundle of resources for long-term. 

The theory that explains the process of how these competences are shaped and kept inside the 

venture is path-dependency.  

Path-dependency does not simply indicate organizational rigidity or stickiness, but rather describes 

the process that analyses how past events are important for future actions (Sydow, Schreyögg, & 

Koch, 2009). The process analyses how, from a single event, a series of consequences set out and 
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start drawing an unintentional path. Slowly and steady this path develops in a dominant decision 

pattern (Sydow et al., 2009). Integrating the resource-based model with path dependency is a 

successful way to understand how a company assimilates its distinctive capabilities, through a series 

of decision. Since path dependency also allows for the description of a process, it is possible to 

understand how the utilization of such capabilities results in processes, procedures or policies in 

place in the organization and ultimately how they are capable of generating or destroying value. For 

example, the combination of the entrepreneur’s human capital, hence, prior education and work 

experience, and of the path-dependence theory might explain the depth and the breadth of the new 

venture’s organizational structure and ultimately its performance (Beckman & Burton, 2008). 

Assuming that the entrepreneur’s human capital is a distinctive capability means that the 

entrepreneur’s human capital should be a resource the venture can leverage to gain a sustained 

competitive advantage and positive performance. The employment of path dependency might 

indeed yield to different results. In particular, in the paper, it is analysed how the entrepreneur’s 

industry-specific human capital affects, through path-dependency, the successful exploitation of the 

opportunity. Findings show that, although the entrepreneur’s human capital is a distinctive 

capability of the new venture and several research has proven a positive correlation between the 

entrepreneur’s industry-specific human capital and new venture performance, the entrepreneur’s 

human capital is not always a precursor of positive performance. In particular, West-III & Noel 

(2009) detect that the degree to which the entrepreneur’s human capital is directly applicable or 

relatable to the new venture is significant. In fact, if the entrepreneur’s new venture is industry 

related to his or her previous working experience, then such knowledge does not correlate to 

venture performance. Whereas, if the entrepreneur’s new venture is business related to his or her 

previous working experience, then the entrepreneur’s human capital is positively correlated to 

performance (West-III & Noel, 2009). Indeed, for successful continuation and completion of the 

new venture’s formation, the more specific variables are the ones that keep having an effect on 

performance (Davidsson & Honig, 2003). 

Finally, social capital is also taken into account. Research shows that social networks are a valuable 

means to mobilize external complementary resources and discover more rewarding opportunities 

(Lee, Lee, & Pennings, 2001). Although social networks, due to the idiosyncrasy of each of their 

component, can become distinctive capabilities (West-III & Noel, 2009), it is the interaction 
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between an internal capability and an external social network that positively affects company 

performance through the creation of a distinctive capability (Lee et al., 2001). Potentially, if through 

path-dependency, the venture is capable of implementing a dominant decision pattern to 

consistently relying on social networks that leverage on an internal capability, then the effects on 

performance will be multiplied. 
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3. Methodology  

This chapter describes the choices of research method, philosophy, approach and design, as well as 

data collection and analysis. In addition, a section taking into account the general credibility and 

potential biases of the paper has been included. 

3.1 Research method 

The purpose of this research is to analyse how the discovery and the exploitation of an EO are 

dependent on the entrepreneur’s motivational and cognitive factors. In particular, the paper involves 

the investigation of a case company, Clerk.io, and its founder entrepreneur, HK, as a high-

technology SaaS venture serving e-commerce businesses.  Hence, the analysis provides specific 

suggestions for the case study company, i.e. Clerk.io, and some general but context-dependent 

conclusions for technical individuals willing to start a career in entrepreneurship, especially in the 

software industry. Therefore, the paper involves a specific case study research in order to build an 

informal and context-dependent ‘grounded theory’ (Glaser & Strauss, 1967) that enables the 

application of existing theories and concepts in a new way. In particular, the research involves a 

single case study. The investigation of a single case study offers the chance to study a peculiar and 

unique case or to observe a phenomenon that few authors have considered before (Saunders, Lewis, 

& Thornhill, 2012). Indeed, the case of a scientist entrepreneur with only a few years of previous 

working experience, like HK, engaging in a growing industry as the SaaS one (Statista, 2015), is a 

rather peculiar and interesting case to analyse. 

3.2 Research philosophy 

The author takes the stand of an interpretivist paradigm. The world of management and business 

happens to be too complex to be explained through natural laws, hence, interpretivism refuses to 

reduce this complexity in law-like generalizations and acknowledges that humans are social actors 

and play different roles according to the context they are involved in (Saunders et al., 2012). 

Therefore, the reality is socially constructed and the view of the author may vary conforming to the 

reality observed (Saunders et al., 2012). Since, as previously stated, the following research is based 

on a case study and aims at developing a context-dependent grounded theory, the interpretivist 

paradigm suits the purposes of the research. Moreover, typically interpretivism engages with small 

samples, in-depth techniques and qualitative research design (Saunders et al., 2012). As mentioned, 
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the study involves a single company, thus aligning with the small sample size, and, as it will be 

explained in the next paragraphs, in-depth interviews and a qualitative research design were 

applied. 

3.3 Research approach 

The main research approach of this paper is an inductive approach. An inductive approach assumes 

that the research progresses through the search for patterns in a series of observations that lead to 

the development of explanations and theories through different hypothesis (Bernard, 2011). In fact, 

when the research was initiated, the author of the paper had been employed in Clerk.io for almost 

two years, thus allowing for a series of empirical observations of the company. However, also a 

deductive type of approach has been applied. According to this approach, a set of hypothesis and 

theories are contrasted against collected data in order to understand whether the premises are 

consistent with the results of the analysis (Saunders et al., 2012). The author has indeed proceeded 

with an in-depth research of existing theories and articles that have been later compared and 

contrasted to the empirical data collected. Combining inductive and deductive approach is not 

uncommon in many business and management papers; such an approach that moves back and forth 

induction and deduction is recognized with the name of abduction (Saunders et al., 2012). 

Therefore, abduction allows for overcoming the limits of both induction and deduction, by not 

needing cause and effect links fully confirmed and tested, as deduction requires, and by not leading 

to untested results, as induction does. Furthermore, an abductive approach implies searching for 

patterns in rich empirical observations in order to discover plausible explanations and to develop a 

plausible framework, but it also implies the use of existing theories and framework to test the 

evidences (Saunders et al., 2012). This combination perfectly fits the purposes of the research, 

which is highly context-dependent, involves an inherent understanding of the company and of the 

industry and engages with theories’ generation or modification based on existing theories. 

3.4 Research Design 

A qualitative research design was required for the research, since such an approach grants a context-

dependent analysis and a critical approach to socially constructed meanings (Saunders et al., 2012). 

Moreover, qualitative studies are positively correlated to the employment of both an abductive 

research approach and a case study research method, which are both applied in this research as 

above stated. In addition, the case study research is usually employed to answer questions like 
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‘why?’, ‘what?’ and ‘how?’ and, hence, it is associated with both exploratory and explanatory study 

(Saunders et al., 2012). This research is focusing on explaining the connections between the 

motivational and cognitive factors of the entrepreneur, on one side, and the discovery and 

exploitation of an EO, on the other side. Indeed, an explanatory strategy favours the investigation of 

the relation between two variables (Saunders et al., 2012). 

3.5 Data Collection 

The data collected for this study are both primary data, i.e. original data collected through direct 

observation, and secondary data, i.e. existing data collected by others for some other purposes 

(Saunders et al., 2012). As far as primary data are concerned, the research involves interviews 

conducted by the author in a series of sessions, given the availabilities of the interviewees. Two 

interviewees were chosen, in particular the CEO and founder, Hans-Kristian Bjerregard, and the VP 

sales, Jonas Larsen. In accordance with the research design and strategy, the interviews were non-

standardized and semi-structured and in-depth kind of interviews were employed in order to ensure 

the accountability of the data collected and also to allow for an in-depth understanding of the topic 

on quest (Saunders et al., 2012). To overcome some of the limitations typical of qualitative research 

designs such as highly subjective findings, poor generalizability, and low applicability in practical 

terms (Runyan, 1982), secondary data are also included. In particular, industry statistics, the 

company financial database and HK’s behavioural test are employed. 

3.5.1 Data Analysis 

The interviews were all recorded and transcribed immediately after the interview took place to 

avoid individual observer bias. Although it is advised to report common small talk and non-verbal 

communication in order not to decrease the value of the data collected as well as part of the 

contextualization of the interview (Saunders et al., 2012), this approach was not followed because 

the author considered such elements as being unrelated to the topic. To retain the integrity of the 

data and avoid fragmentation (Saunders et al., 2012), narrative was preferred over summarising and 

categorizing as a way to further structure the data collected through the interviews. This choice was 

taken not only because narrative fits well with in-depth interviews, but especially because it allows 

to retain the significance of the social organization and the organizational context of the events 

under examination (Saunders et al., 2012). 
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3.6 Credibility 

The requirement of credibility builds upon the necessities of reliability and validity. Reliability 

takes into account the consistency of the findings considering data collection and analysis 

techniques, whereas validity looks at the causal relationship between the variables observed 

(Saunders et al., 2012). However, in the context of qualitative research, reliability and validity have 

started assuming a different meaning, due to the differences between how qualitative and 

quantitative research are run. Consequently, both concepts have come to mark the generalizability 

of the research, which is an indicator of the trustworthiness of the research (Golafshani, 2003). 

As previously mentioned, due to the qualitative design and the case study approach employed in the 

paper, findings are highly context-dependant. Therefore, there is a possibility that if the general 

research question proposed in this paper is investigated in a few years with a different unit of 

analysis, the new research will yield different results. Nonetheless, it is believed that the results are 

generalizable to a large extent. First of all, several papers have found a positive correlation between 

the entrepreneur’s human capital and the discovery of EOs (Colombo & Grilli, 2005; Cooper et al., 

1994; Davidsson & Honig, 2003; Shane, 2000; Ucbasaran et al., 2008) and a strong correlation 

between the entrepreneur’s social capital and company performance (Bhagavatula et al., 2010; 

Davidsson & Honig, 2003; Lee et al., 2001; West-III & Noel, 2009). Thus, this confirms that 

previous research has observed the same paradigm for other types of industries and entrepreneurs. 

Moreover, the study can be generalizable to the increasing amount of computer science graduates 

that are turning to entrepreneurship; in fact, data show an increase of 1% of computer scientist 

turning to entrepreneurship from 2014 to 2015 (NACE, 2016). Potentially, results about the 

relationship between social capital and performance are also generalizable to the larger pool of SaaS 

businesses involved in process applications that has grown of about 138% from 2012 to 2016 

(Statista, 2014). 

3.6.1 Potential biases  

A final concern that must be taken into consideration is the observer bias the author might have 

been subject to, due to having worked for the company under study for more than two years. Being 

involved in the social structure of the company means that it is difficult for the observer to detach 

from it completely, since each individual has the tendency to interpret the world through past 

experiences (Saunders et al., 2012). The primary way the author employed to limit the observer bias 
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has been not to rely on personal information. The only data taken into account for the analysis have 

been the interviews and the financial data provided by the company. A significant way to reduce the 

observer bias is relying on information verification and triangulation (Saunders et al., 2012). As far 

as verification is concerned, the interviews conducted with Jonas had also the purpose of verifying 

the information received by HK. On the other side, triangulation, i.e. the use of different data 

collection techniques (Saunders et al., 2012), has been achieved through the use of primary and 

secondary data. In particular, the mix of qualitative and quantitative data has been helpful in 

confirming the reliability of empirical data collected especially through the interviews.  
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4. Sub-question 1 

The first chapter of the analysis will shed light on the question: ‘What motivational and cognitive 

factors affect the individual’s entrepreneurial action?’. The chapter will be structured as follows: 

the first section will compare and contrast several definitions of who an entrepreneur is; the second 

section will highlight how entrepreneurial actions are dependent on intentionality; the third section 

will analyse the motivational and cognitive factors that influenced HK’s entrepreneurial decisions. 

4.1 Who is an entrepreneur? 

Many authors have argued that the research upon who an entrepreneur is and what entrepreneurship 

is about has been generally inconclusive (Palmer, 1971). Drawing upon the literature review of 

Gartner (1989), it is possible to see how many researchers in the last few decades have failed in 

adopting a clear definition of the entity of the entrepreneur. As a result, not only most studies do not 

employ the same defining concept, but also samples within the same study are hardly considerable 

as homogeneous (Gartner, 1989). Gartner (1989) seems to find reasons for it in what he labels the 

trait approach, i.e. the approach where the entrepreneur is considered as a fixed and static set of 

traits and characteristics. The lack of clarity, uniqueness and homogeneity has led the research to 

depict an extremely complex psychological profile, which does not shed light on who an 

entrepreneur is, but makes him a sort of generic ‘everyman’ (Gartner, 1989). 

Consequently, Gartner (1989) invites future researchers to move the attention from the individual 

level to the organizational level, hence defining the entrepreneur as the creator of new 

organizations. However, when addressing the implications for future researchers, he calls for 

studies that can analyse what the individual needs to do in order to bring into existence new 

organizations and, eventually, that can understand what skills the individual needs to acquire and 

how these abilities are fostered (Gartner, 1989).  

Despite the advancements this research had promised, it is visible how Gartner (1989) only 

introduces a dynamic perspective where the skills and abilities of the entrepreneur are not 

considered anymore as set-in-stone, but are part of a learning process. Although many studies have 

successfully employed Gartner’s definition, it did not have the merit of changing the nature of the 

research on entrepreneurship (McKenzie, Ugbah, & Smothers, 2007). Moreover, other studies have 

criticized Gartner’s definition for narrowing and de-contextualizing the investigation upon 
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entrepreneurship. Therefore, during the last decade, researchers have broadened up the scope of the 

analysis to involve aspects like entrepreneurial behaviour, opportunity recognition, choice of 

organizational form and the social environment (McKenzie et al., 2007).  

As any other decision making process, entrepreneurial action is the result of a process that involves 

evaluations, which are followed by considerate decisions (Shane et al., 2003) that have as a focus 

the creation of new organizations (Gartner, 1989). As such, entrepreneurship can be conceived as 

the process of mobilizing the necessary productive factors, in particular human, physical and 

information resources, in an efficient manner. Within this process, the entrepreneur is the individual 

who gathers people and assembles physical capital and ideas in order to produce a new product or 

optimize an existing one (Lazear, 2005). This definition helps research in taking into account 

multiple factors. On one side, it considers entrepreneurship as a process aiming at creating a new 

product (or a more competitive version of an existing product), thus introducing the process 

variable in the definition. On the other side, it depicts the entrepreneur as an individual who is 

capable of mobilizing resources, of matching people and ideas and of doing so in an economic 

viable way, thus focusing on the skills and the abilities of the entrepreneur.  

Although the definition seems to be more articulated around the idea of who the entrepreneur is and 

what he or she does, it omits details about where the entrepreneur acts and how he or she interacts 

with this environment. Evidently, this definition, as well as many others which used the same 

approach, is missing the important nexus between the presence of an entrepreneurial subject and the 

presence of profitable opportunities in the market (Venkataraman, 1997).  

Venkataraman (1997) has the merit of introducing the concept of opportunity within the research 

upon entrepreneurship. In particular, he defines entrepreneurship as being the field that ‘seeks to 

understand how opportunities to bring into existence "future" goods and services are discovered, 

created, and exploited, by whom, and with what consequences’ (Venkataraman, 1997, p. 120). In 

this rationale, opportunities are seen through an entrepreneurial lens, i.e. EOs are represented by 

those circumstances where new goods, raw materials or methods can be introduced in the market 

and sold with profit (Shane & Venkataraman, 2000). Following this line of reasoning, the 

entrepreneur is an individual who discovers, evaluates and exploits EOs to create future goods and 

services through a complex decision-making process (Shane & Venkataraman, 2000).  
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Although authors have recently criticized the vagueness and inconsistency around the concept of 

EO (Davidsson, 2015), it seems that the reason why this is the case is ascribable to a dichotomy 

existing between the Schumpeter’s (1934) view, which suggests that opportunities are created, and 

the Kirzner’s (1997) view, which proposes that opportunities are discovered (George, Parida, Lahti, 

& Wincent, 2016). Therefore, recently, researchers have started to integrate and to take into account 

more views simultaneously, instead of debating on the existence of a single view (George et al., 

2016). A more in depth analysis of the issue will be treated in the next chapter. 

For the purposes of this paper, Shane & Venkataraman’s (2000) definition is adopted for several 

reasons: 

• The definition involves an individual capable of discovering an opportunity in the market, of 

evaluating its viability and of exploiting it; 

• The definition involves an individual that undertakes a decision-making process; 

• The definition involves goods or services that are new to the market and are introduced in 

the future; 

• The definition involves a connection between the individual and the opportunity, i.e. 

between individual factors and contextual factors. 

In the following sections, it will be made clear how and why HK can be considered an entrepreneur 

according to Shane and Venkataraman’s (2000) definition. 

4.2 The role of intentionality in the entrepreneurial process 

In order to understand the full extent to which HK can be considered an entrepreneur and to which 

Clerk.io can be considered an EO, it is necessary to illustrate the decisional process that led HK to 

the founding of Clerk.io in 2011. Even though the establishment of Clerk.io as a company has been 

labelled as an accident multiple times (see Appendices A & B), the founding of a new organization 

can hardly be considered an unconscious or an unintended act (Bird, 1988). To put it simply, 

intentions are predictive of actions, while attitudes are, in turn, predictive of intentions (Krueger et 

al., 2000). Therefore, intentions represent an important mediating variable between starting a new 

business and exogenous factors that are either situational or individual. Thus, they offer critical 

insights for understanding underlying processes like opportunity discovery or recognition (Krueger 
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et al., 2000). One of the theories that tries to explain performed behaviours through intentions is the 

theory of planned behaviour represented in Figure 1 (Ajzen, 1991).  

 

Fig. 1 Theory of planned behaviour (Ajzen, 1991) 

According to the theory, there are three independent determinants of behaviours: attitude towards 

the behaviour, subjective norm and perceived behavioural control (Ajzen, 1991). The attitude 

towards the behaviour relates to the degree to which an individual has a favourable or unfavourable 

assessment about the behaviour in question; the subjective norm concerns the perceived social 

pressure to take or not to take the behaviour in question; the perceived behavioural control is the 

perceived facility or difficulty to execute the behaviour in question (Ajzen, 1991). As a general 

criterion, the more favourable the attitude and subjective norm and the greater the perceived 

behavioural control, the stronger is the intention of the individual to perform the behaviour in 

question. Together with intentions, the theory recognizes a role to the individual’s actual control 

over the behaviour, i.e. the individual must have access to relevant opportunities and resources 

(Ajzen, 1991).   

Before applying the theory of planned behaviour on Clerk.io’s case study, it is important to 

delineate that the foundation of Clerk.io can be broken down in two crucial moments:  

1. The actual foundation of the company in 2011 as a response to the need of invoicing the cost 

of the service to Unisport A/S;  
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2. HK’s decision of actually pursuing a career in entrepreneurship after the test on Rezet Store 

in 2012 (see Appendices A & B). 

If the first moment can be easily considered a response to a stimulus, as HK simply puts it ‘I either 

give this for free or I can get 8000 a month’ (Appendix B), the second one constitutes a planned 

behaviour. A few key factors lead to this conclusion. First of all, HK’s attitude towards the 

behaviour of pursuing a career in entrepreneurship becomes favourable after the test on Rezet Store. 

In fact, he realizes that the service he built could meet fairly well the needs of two big segments of 

the demand for that service, in particular, he acknowledges that the product is a source of revenues 

for the most profitable companies and a time saving tool for the least profitable companies (see 

Appendices A & B). Moreover, it is possible to assume a favourable subjective norm influence. HK 

reveals that high achieving people have always surrounded him, thus conveying a positive social 

pressure, which taught him that determination is the key to achieving results (see Appendix B). This 

belief can have had also a positive impact on his perceived control behaviour. In addition, in a 

context of hardship and lack of resources like founding and building a company, HK depicts 

himself as an individual capable of overcoming difficulties and obstacles (see Appendix B).  

After careful considerations, HK shows favourable attitude towards the entrepreneurial career, 

favourable social norms and a strong perceived behavioural control. Following the general criterion 

of the theory of planned behaviour, it is then possible to infer that HK’s decision of undertaking a 

career in entrepreneurship can be explained through intentionality.  

4.2.1 Impact of exogenous factors on target behaviour 

As previously mentioned, intentions represent mediating variables between exogenous factors and 

entrepreneurial behaviour (Krueger et al., 2000). In particular, intentions function as catalysts 

channelling perceptions, beliefs and other exogenous factors in the action itself (Krueger & 

Carsrud, 1993). Figure 2 is representative of the basic intentions-based process model described by 

Ajzen (1991) in his theory of planned behaviour. 
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Fig. 2 Basic intentions-based process model (Krueger & Carsrud, 1993) 

In the previous section, the attitudes towards the target behaviour and their impact on the intentions 

towards the target behaviour have been described. It has also been shown how HK’s specific 

attitudes influenced his intentions to act entrepreneurially. In order to fully understand HK’s 

entrepreneurial process, it is necessary to analyse which exogenous factors influenced his 

behaviour. Krueger and Carsrud (1993) clarify that exogenous factors can be either situational, such 

as employment status or information cues about the environment, or individual, like demographic 

factors, personality traits, skills and knowledge, resources’ availability and so on. However, the 

authors do not investigate more in depth about which exogenous factors influence attitudes and 

behaviours and in what ways this influence operates; they only suggest some examples for further 

research.  

It is believed that one of the most detailed research shedding light on the topic is the study by 

Shane, Locke and Collins (2003) about entrepreneurial motivations. Even though this latter does not 

seem to provide any references to the intentions-based models’ studies, connections are easy to be 

found. First of all, both research conceive the creation of a new venture as a process consisting of a 

series of purposeful and motivated actions (Krueger & Carsrud, 1993; Shane et al., 2003). Both 

research state that entrepreneurial action is volitional (Krueger & Carsrud, 1993; Shane et al., 

2003). Both research assume that the individual’s behaviour is not solely determined by human 

actions, but other non-motivational factors are involved (Ajzen, 1991; Shane et al., 2003). Both 

studies admit the presence of an opportunity to act upon and the need of resources to carry on the 

task (Ajzen, 1991; Shane et al., 2003). Both studies state that there are inner individual factors 

affecting entrepreneurial actions; if the theory of planned behaviour hypothesizes that these inner 

factors are constituted by intentions, which are in turn influenced by attitudes and by exogenous 

factors (Ajzen, 1991; Krueger & Carsrud, 1993), Shane et al. (2003) presume that the same inner 

elements are constituted by motivational and cognitive factors. As previously said, Krueger and 
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Carsrud (1993) name as exogenous factors the following aspects of an individual: demographic 

factors, personality traits, skills, knowledge and resources’ availability. Shane et al. (2003) refer to 

motivational and cognitive factors as attributes, personality traits, abilities, intelligence and skills.  

The two delineations are visibly similar and it is clear that the authors are referring to the same set 

of factors. Therefore, Shane et al.’s (2003) research will be taken into account to analyse which 

traits influenced HK’s intentions to become an entrepreneur.  

4.3 Motivational and cognitive factors 

The work of Shane et al. (2003) has been selected not only because it has the potential to be a good 

extension to the theory of planned behaviour, but also because the authors adopt Shane and 

Venkataraman’s (2000) definition of entrepreneurship (Shane et al., 2003), which is also the 

definition chosen for this paper. The authors’ aim is to prove that people do not perceive the 

chances of taking advantage of an EO in the same ways, but they differ in willingness and abilities. 

Therefore, variations among people in their motivational and cognitive factors must have effects on 

the entrepreneurial process (Shane et al., 2003). 

According to Shane et al. (2003), there are a few motivational and cognitive factors that can 

positively affect the individual’s willingness to chase an EO. Those are: 

• NAch 

• Risk taking 

• Tolerance for ambiguity 

• Locus of control 

• Self-efficacy 

• Goal setting 

• Independence 

• Drive 

• Passion 

• Cognitive factors 

The next sections will serve to illustrate what motivational and cognitive factors need to be taken 

into account and what kind of influence they had on HK’s entrepreneurial process. 
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4.3.1 Need for achievement 

The concept of nAch was first introduced by Henry Murray (1939, p. 164) who defined the nAch as 

a desire to “accomplish something difficult; […] to overcome obstacles and attain a high standard; 

to excel oneself; to rival and surpass others.” McClelland (1961) developed the idea further arguing 

that those individuals showing a high nAch engage in activities where the level of personal 

responsibility towards the outcome is high and in tasks that require individual commitment and 

skills and show a moderate risk. Since entrepreneurial actions require a great degree of these 

activities, it is likely that people with high nAch pursue an entrepreneurial career (Shane et al., 

2003). Moreover, individuals with a high nAch are more prone to undertake instrumental activities 

for the success of the entrepreneurial process. Therefore, they are more inclined to overcome 

obstacles and exploit resources for researching for help, for competing in the market and for 

improving their abilities (Collins et al., 2004). It is also proven that nAch measurements are able to 

distinguish between entrepreneurs and all other kinds of professions, but fail in differentiating 

between entrepreneurs and managers, due to the fact that managers initiate many of the tasks and 

activities described by McClelland (1961) (Collins et al., 2004). 

In order to understand whether HK shows a high level of nAch, it is useful to analyse a behavioural 

test he recently took for company reasons (see Appendix E), together with his personal interviews. 

HK’s inclination for tasks that require individual commitment and that are bound to receive 

feedback on the outcome is visible even before he founded Clerk.io. During his time working at 

Unisport A/S, he took on activities that entailed a moderate risk of failure and a great deal of 

personal skills and efforts, such as building Unisport’s e-commerce platform from scratch with 

almost no background in coding and accepting the role of CTO at the age of twenty with no 

business education. The sole action of founding a company without business background nor 

funding (see Appendix B) tells a lot about the nature of the projects HK undertakes.  

These features are confirmed by the results of the behavioural test. HK stands out to be determined, 

persistent, focused and able to implement effective plans. He is depicted as an individual who picks 

challenges in order to be stimulated and who takes risks to achieve results. In addition, his attitude 

towards challenges is proactive and ready to take on chance (see Appendix E). Furthermore, the 

employment of the resources at the beginning of the story of Clerk.io was only instrumental for 
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allowing the company to grow and foster. As HK admits, all his savings were not his anymore but 

became the company’s (see Appendix B). 

Findings show that such characteristics like work goal orientation, hard work and perseverance even 

in the face of difficult tasks are associated with the development of entrepreneurial intentions (Zhao 

et al., 2010). In view of these empirical data, it is possible to state that a high nAch is one of HK’s 

traits and motivational factors that led him to a career in entrepreneurship. 

4.3.2 Risk taking 

McClelland’s (1961) research claims that individual with a high nAch show a propensity for 

moderate risk taking (Shane et al., 2003). Risk taking propensity of entrepreneurs is a highly 

disputed matter among researchers. As it emerges from Brockhaus (1980), reasons for this 

disagreement upon the topic can be found in the difficulty of opting for the same definition of an 

entrepreneur, thus resulting in selections of samples that vary widely from one study to another.  

However, as Liles (1974) speculates, it is easy to assume that there is a certain risk involved in 

starting a new venture; the financial obligation and the emotional commitment can involve a 

jeopardy of future standard living as well as major emotional consequences in case of failure 

(Brockhaus, 1980). Therefore, the propensity for risk taking is highly dependent on the 

entrepreneur’s perception of the risk involved (Brockhaus, 1980). It is, indeed, reasonable to deduct 

that starting a new venture is an act associated with risk and uncertainty. 

Atkinson's (1957) risk taking model takes a sharper view on individuals’ risk propensity. Taking the 

lead from McClelland’s (1961) relationship between nAch and probability of success, Atkinson 

(1957) predicts that the greater the uncertainty about the outcome, the greater the performance 

levels. Within this framework, the individuals that show a stronger achievement motive prefer 

intermediate risk levels, whereas individuals that show a stronger motive to avoid failure prefer 

either easy and safe tasks or extremely difficult and risky activities (Atkinson, 1957). If 

McClelland’s (1961) hypothesis holds, i.e. entrepreneurs are individuals with high nAch, then 

entrepreneurs have a propensity for intermediate risk taking.  

 As demonstrated in the previous section HK is, in fact, an individual with a high nAch, hence he 

should have a propensity for intermediate risk taking. It is possible to argue that founding Clerk.io 

represented an intermediate risk for HK. First of all, HK had knowledge about the market and its 
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needs, ergo he was aware that his solution was valuable and marketable. Secondly, HK was quite 

young and did not have a family that depended on his income. Lastly, HK decided not to tie himself 

financially and used his savings and the first revenue streams to supply and market the product (see 

Appendix B). The only risk he might have incurred into is an emotional risk in case of failure 

(Brockhaus, 1980). Nonetheless, this argument does not match what HK reveals during the 

interview when asked about the risk involved in founding Clerk.io. Indeed, he clearly states that he 

has never seen the action as risky (see Appendix B). 

An explanation can be provided by the findings of Brockhaus (1980) and Corman, Perles and 

Vancini (1988). Comparing risk propensity of entrepreneurs with the managers’, results show very 

similar dispositions; furthermore, the same results are found when comparing risk propensities of 

entrepreneurs with the general population’s (Brockhaus, 1980). This does not mean that previous 

studies failed in recognizing that entrepreneurs have a propensity for moderate risk taking, but they 

neglected to notice that this does not seem to be a feature discriminating between entrepreneurs and 

other professionals (Brockhaus, 1980). In addition, individuals involved in high-technology 

entrepreneurship do not appear to associate the founding of a new company with the concept of risk 

(Corman et al., 1988).  

According to Corman et al. (1988), high-technology entrepreneurs do not think that undertaking a 

career in entrepreneurship is risky because they do not consider money as a motivating factor and 

they are aware that their skills are in high demand and can provide an alternative option relatively 

quickly. Moreover, they are not worried about affecting negatively family relationships and they are 

motivated by contributing with a solution that can help solving a problem or responding to a need in 

the market (Corman et al., 1988).  

It is clear that HK is a high-technology entrepreneur because of the nature of the service he 

developed and it has been already mentioned that family relationships did not constitute an obstacle 

for him. More importantly, he admits that he is not driven by money, a statement that is further 

proven by the behavioural test, money is said to be one of the least important drivers for HK (see 

Appendix E). In addition, his opinion about the fundamentals of building a solid company requires 

that the company commercializes a product that helps customers in solving a problem and that the 
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company should gain revenues only through the commercialization of the product itself (see 

Appendix B).  

In view of these remarks, it is possible to infer that, while risk taking might be a motivational factor 

for some entrepreneurs, it does not represent a motivational factor for HK. 

4.3.3 Locus of control 

Another motivational factor listed by Shane et al. (2003) is locus of control. Locus of control refers 

to the individual trait of attributing the outcomes of an occurrence either to himself or herself or to 

the external environment (Hansemark, 2003). In particular, when an act of reinforcement is 

perceived to follow a behaviour that is not completely contingent upon his or her own actions, but at 

least partly due to what culture labels as luck, chance or fate or any other external contingencies, 

then the individual shows an external control. When an act of reinforcement is perceived to be the 

outcome of the individual’s own behaviour or permanent traits, than the individual shows an 

internal control (Rotter, 1966). According to Rotter (1966) internal locus of control is associated 

with a high achievement orientation. If McClelland’s (1961) hypothesis holds, i.e. entrepreneurs 

have a high nAch, then entrepreneurs must also have an internal locus of control.  

Consequently, since it has been demonstrate that HK shows a high nAch, it seems reasonable to 

assume that he also shows an internal locus of control. Considering that locus of control is such a 

deep perception of one self’s behaviour, it has been tricky to spot some elements that can argue in 

favour or against this statement. However, there are a few points in the interview and in the 

behavioural test that seem to argue in favour of the above hypothesis. HK is described as a 

persistent and determined person, more importantly, he is said to possess the ability of making 

effective plans and strive for their implementation. Furthermore, he is depicted as firm on its own 

views and judgements, to a point where he rarely doubts about his opinions and expect others to 

follow him (see Appendix E). Although these traits do not appear to communicate a definitive 

position about HK’s locus of control, it is necessary to take into account that these dispositions are 

synonym of an individual who is capable of making plans and has a positive attitude regarding their 

rightful implementation. This conclusion fits Rotter’s (1966) definition of internal locus of control, 

since HK’s propensity towards planning is positively associated with success. 
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Nevertheless, three more important cues are to be found in the interview. First of all, HK reveals 

that leaving Unisport A/S in order to pursue his studies and his teaching position took him one year. 

As he affirms, the reason why the process took so long was that he was so involved in the 

company’s activities and his presence was so important to bridge the IT and marketing functions 

that he could not leave abruptly (see Appendix B). Hence, HK believes that the outcome of this 

occurrence is completely contingent upon his previous behaviour. The second cue concerns HK’s 

opinion about what he is good at as a manager. In fact, HK states that he his good at making people 

successful because he is good at finding people that are right for the job position of interest (see 

Appendix B). Also in this case, HK takes full credit on the outcome, i.e. having successful 

employees, of an occurrence, i.e. finding the right person for a job opening. The third cue has to do 

with his failures in the processes of hiring the first employees and of becoming a good leader. In 

both cases, HK does not claim the fate or some other external contingences to be responsible for his 

mistakes, but he admits that his lack of knowledge and his wrong attitude to management led him to 

failure (see Appendix B). 

However, in some cases, HK shows a more external type of locus of control. The first case is 

regarding being hired at Unisport A/S. HK does not motivate this company decision mentioning his 

skills and competences, but clearly addresses it through casualty and company policies on new 

hires, i.e. Unisport A/S used to hire freshmen to work on temporary projects (see Appendix B). The 

second case concerns HK’s belief on how to face risks. According to him, the risk factor does not 

exist if the entrepreneur is capable of facing and overcoming obstacles. In particular, he employs a 

powerful image ‘the difference between success and failure depends on how many beatings you can 

take and still get up again’ (see Appendix B). The idea behind the word ‘beatings’ is not further 

clarified, as such there is at least a 50% chance that these obstacles are seen to be the results of 

external contingences. The third case is related to the internationalization of the company. When 

asked about the decision of expanding towards other countries, HK admits that, working with a 

technological service that runs on the Internet, it was a natural choice to try out other markets (see 

Appendix B). Hence, the outcome, i.e. the internationalization of the company, is dependent on an 

external contingence, i.e. the globalization powered by the presence of the Internet.   

The ambivalence that HK shows in different situations can be explained through the findings of 

Begley & Boyd (1987). The authors test two hypothesis, the hypothesis 2(a) argues that small 
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enterprise founders show a higher internal locus of control than non-founders, the hypothesis 2(b) 

argues that among small business founders there is a positive relation between internal locus of 

control and financial performances (Begley & Boyd, 1987). Although the investigation is successful 

in proving both hypothesis right, the authors reveal that the absolute difference between founders 

and non-founders is modest and that there are only a few connections between internal locus of 

control and performance (Begley & Boyd, 1987). 

Therefore, despite HK showing a fairly high internal locus of control, this trait does not seem to 

distinguish him from other professionals. In conclusion, it does not seem reasonable to deduct that 

locus of control is a motivational factor that effected HK’s intentions to undertake an 

entrepreneurial career. 

4.3.4 Self-efficacy 

Self-efficacy is defined as the belief in one’s capability of achieving a task mastering and 

implementing personal resources, skills and competences (Shane et al., 2003). Although the 

concepts of self-efficacy and locus of control can be perceived as similar at a first sight, there are 

two main differences (Chen, Greene, & Crick, 1998). While locus of control measures both 

behavioural and outcome control, self-efficacy is concerned only with behavioural control. In 

addition, locus of control is a general concept covering a number of situations, whereas self-efficacy 

is task specific and measures the individual’s conviction of performing a specific task at a certain 

level of expertise (Chen et al., 1998). The differences here explained apply also in the comparison 

between self-efficacy and nAch (Ajzen, 1991). 

Self-efficacy, as described by Bandura (1997), has been successfully associated with the concept of 

perceived behavioural control (Ajzen, 1991; Boyd & Vozikis, 1994). In fact, Ajzen (1991), in his 

theory of planned behaviour, defines the perceived behavioural control as the individual’s 

perception of simplicity or difficulty for performing a specific behaviour. Consequently, self-

efficacy is an important variable for understanding the strength of entrepreneurial intentions and the 

likelihood that these intentions result in an actual behaviour (Boyd & Vozikis, 1994; Chen et al., 

1998). The reason why this is the case is to be found in the relation between beliefs and attitudes, 

because the attitudes towards accomplishing a certain behaviour are determined upon the beliefs 

about the consequences of performing that specific behaviour (Boyd & Vozikis, 1994). As 
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previously seen, attitudes modify intentions, which, in turn, shape behaviours. Indeed, the easiest 

action to take if one is interested in knowing whether an individual will or will not perform a certain 

activity is to ask that specific individual whether he or she intends or does not intend to perform that 

specific activity (Boyd & Vozikis, 1994).  

Beliefs about efficacy are developed in four ways: mastery experience (also called enactive 

mastery), modeling (also recognized as observational learning), social persuasion and judgement on 

psychological states (Boyd & Vozikis, 1994). Enactive mastery is developed through confirming 

experiences that lead to positive evaluations of future performances (Boyd & Vozikis, 1994). As far 

as HK’s possibility of developing beliefs about his self-efficacy through mastery experience is 

concerned, his work experience at Unisport A/S must be taken into account. As HK reveals, he was 

first hired in the company to help the IT department dealing with the flourishing e-commerce 

business, but he grew inside the company very quickly until becoming a leading figure in both IT 

and marketing divisions (see Appendix B). This recognised success most probably affected his self-

efficacy perception of carrying on important tasks even without strong background knowledge, it is 

necessary to remind that HK, at the time, was a freshman with little to no familiarity with coding 

and management. In view of Boyd and Vozikis’ (1994) proposition 2, which states that 

entrepreneurial self-efficacy is positively related to enactive mastery acquired through previous 

career experience, and of the empirical data presented, it is possible to infer that HK developed 

positive beliefs about his entrepreneurial self-efficacy through enactive mastery. 

Observational learning through modeling provides strengthening to self-efficacy through the 

individual’s assessment of his or her own capabilities by comparisons with others’ (Boyd & 

Vozikis, 1994). It is difficult to retrieve reliable empirical data on such a deep psychological effect. 

The only circumstance where HK was exposed to some successful role models appears to be during 

his time at Unisport A/S. In particular, HK mentions the first founder and owner of the company, 

who also founded Rezet Sneaker Store. It is possible to address some lines of comparison. First of 

all, HK reveals that he inspired him, thus implying that HK took him as an inspirational model for 

his future entrepreneurial career. Secondly, HK states that he was not driven by money and this is a 

trait that HK also connects to himself. Lastly, HK depicts him as being a down to earth person that 

had an interest only in his football store and his family. In some ways, HK is also interested in his 

own ‘football store’, which is developing a service that is helpful for people to solve a problem (see 
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Appendix B). The success of this entrepreneurial figure might have triggered the strengthening of 

HK’s entrepreneurial self-efficacy by association. In view of Boyd and Vozikis’ (1994) proposition 

5, which states that entrepreneurial self-efficacy is positively related to the presence of an 

entrepreneurial role, and of the empirical data presented, it is possible to infer that HK developed 

positive beliefs about his entrepreneurial self-efficacy through modeling. 

Social persuasion is developed through feedback and encouragement aiming at persuading the 

individual that he or she is capable of performing a task (Boyd & Vozikis, 1994). In this scenario, 

HK’s self-efficacy was positively affected by the encouragement of his parents. It is worth remind 

that, right after HK partnered up with the first and only co-owner of Clerk.io, in a moment of 

financial distress, his parents offered to give him the equivalent of a monthly scholarship in order 

for him to fully concentrate on the development of the new venture (see Appendix B). In view of 

Boyd and Vozikis’ (1994) proposition 7, which states that entrepreneurial self-efficacy is positively 

related to the degree of social persuasion derived from social support through interpersonal 

relationships, and of the empirical data presented, it is possible to deduct that HK developed 

positive beliefs about his entrepreneurial self-efficacy through social persuasion. 

Finally, judgement on psychological states is developed through the assessment of personal 

capabilities, in fact, factors as physical condition, personality traits and mood can positively affect 

the excitement an individual feels when confronted with a specific task (Boyd & Vozikis, 1994). As 

previously mentioned, HK appears to be an individual capable of relying on his own views and 

judgements. Furthermore, according to the results of his behavioural test, for HK is natural to 

personally determine how a task should be performed (see Appendix E). In view of the empirical 

data presented, it is possible to conclude that HK’s belief about his entrepreneurial self-efficacy is 

positively affected by the judgement about his psychological states. 

Boyd & Vozikis (1994) have also elaborated a few propositions that illustrate the relation between 

entrepreneurial self-efficacy and entrepreneurial intentions and actions. In particular, the 

propositions 3, 6, 8 and 11 argue respectively that entrepreneurial self-efficacy stemming from 

enactive mastery, modeling, social persuasion and personal assessment is positively related to the 

development of entrepreneurial intentions, which are, in turn, bound to shape the likelihood of 

entrepreneurial actions. Chen et al.' s (1998) research represents one of the attempts of proving 
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empirically the positive relations between entrepreneurial self-efficacy and entrepreneurial actions. 

The investigation takes into account two groups of analysis, a group of university students and a 

group of small business owners and executives (Chen et al., 1998). For both groups, entrepreneurial 

self-efficacy appears to be a discriminating factor between students who did express a strong desire 

for starting a new venture and students who did not and between founding executives and non-

founding executives. Following this line of thinking, entrepreneurial self-efficacy is a determinant 

variable in distinguishing entrepreneurs from managers, especially when functions like marketing 

and financial control are involved (Chen et al., 1998).  

The specification about what functions better delineate the difference between entrepreneurs and 

managers is especially spot on in HK’s case. In fact, Jonas reveals that HK has always been in 

charge of the marketing function, even when Jonas was CEO (see Appendix D). Furthermore, HK 

reveals that in his recent decision of taking charge again of the CEO role, he accomplished a swap 

of tasks with Jonas in order to regain the control over the financial department (see Appendix B). 

In conclusion, it is possible to state that self-efficacy is clearly one of the motivational factors 

affecting HK’s intentions of pursuing the entrepreneurial career. 

4.3.5 Cognitive factors 

As often mentioned in the previous section, in this paper entrepreneurship is considered a process 

consisting of a series of purposeful and motivated actions (Krueger & Carsrud, 1993; Shane et al., 

2003). Motivational factors support the individual in transitioning from one stage to the next one; 

however, this transition is also influenced by cognitive factors, such as knowledge, skills and 

abilities (Shane et al., 2003). It is proven that human action is a consequence of motivation and 

cognition (Locke, 2000). Although motivational factors appear to be instinctive, thus having a 

certain supremacy over cognition, it is also true that the individual cannot act without having 

knowledge about the action in itself and about what it is needed to undertake it. Once individuals 

achieve a repertoire of knowledge, made of skills and strategies, this repertoire will automatically 

activate when the individual wants to reach a goal and perceives that a particular set of skills is 

necessary (Locke, 2000). These repertoires later develop in mental schemas (Gaglio & Katz, 2001) 

and patterns (Baron, 2006). 
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The decision-making process of an entrepreneur is even more peculiar, in fact, it has been 

demonstrated that entrepreneurs use heuristics extensively, more than what managers do (Alvarez & 

Busenitz, 2007). Heuristics refers to a simplified decision-making process that individuals employ 

in complex situations where information is unavailable and/or incomplete. In order to deploy such 

mechanism, entrepreneurs’ cognition is built around key experiences and beliefs, while managers’ 

cognition is more factual-based (Alvarez & Busenitz, 2007). Since entrepreneurs usually face a high 

level of uncertainty and ambiguity, the readiness of relying on heuristics might prove crucial to 

progress forward (Alvarez & Busenitz, 2007). This argument is indeed suitable to describe HK’s 

decision-making process, especially at the beginning of the new venture. As an example, it is 

possible to mention the moment when HK realized he wanted to pursue an entrepreneurial career, 

but he was missing basic knowledge on how to build a business. In this case, HK employed 

heuristics because he resorted to exploiting a tool that granted him easy and fast access to business 

educated people. His own words are exemplifying, ‘I didn't know anything about business […], so I 

thought 'ok, who knows something about business? People from Copenhagen Business School!'’ 

(see Appendix A). This clearly shows that his decision was mainly based on key beliefs and no 

other more factual-based element was taken into account.  

The heuristics-based mechanism proves to be beneficial not only when the entrepreneur deals with 

uncertainty, but it proves to be crucial when he or she needs to quickly learn about changes in the 

environment and understand their implications on new discoveries (Alvarez & Busenitz, 2007). It 

seems logical to deduce that such a process, based on the creation and assembly of resources to 

produce new heterogeneous resources (Alvarez & Busenitz, 2007), must involve heterogeneous 

sources of key beliefs and experiences (Lazear, 2005). Since the entrepreneur must bring together a 

number of resources, he or she needs to possess some basic knowledge about each of those 

resources in order to be capable of combining them, especially when human resources are involved 

(Lazear, 2005). Due to the high costs of coordinating knowledge dispersed among several 

individuals, the distinctive capabilities of a new venture are highly related to the knowledge and 

skills of its founder(s). In turn, founder’s knowledge and skills depend on and are learned through 

prior education and professional experience. Therefore, companies established by founders with a 

higher human capital should outperform other ventures (Colombo & Grilli, 2005). As just 

mentioned, the founder’s human capital derives from the coordination of knowledge dispersed 
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among several individuals (Colombo & Grilli, 2005), hence, social networks also play a role in the 

development of human capital. In fact, social networks create the ideal dimension to facilitate the 

exchange of information and knowledge and to allow for the interpretation of new knowledge and 

information (De Carolis & Saparito, 2006).  

The economist Gary Becker has been one of the first to introduce the concept of human capital. 

Human capital has been defined as the capital each individual possesses and can develop over time, 

generally constituted by specific knowledge, skills and competencies. According to this 

conceptualization, it appears evident that human capital corresponds to what Shane et al. (2003) 

refer to as cognitive factors. Human capital can be either generic or specific (Colombo & Grilli, 

2005; Cooper et al., 1994). Generic human capital refers to the general knowledge and skills 

acquired through education and prior work experience. Specific human capital relates to specific 

knowledge and skills that the founders can apply directly to the new venture, i.e. management know 

how and industry-specific know how (Colombo & Grilli, 2005; Cooper et al., 1994). Specific 

human capital can either be industry-specific obtained by the founders through prior work 

experience in the same industry or entrepreneur-specific obtained by the founders through prior 

work experience in a managerial position or in a previous self-employed situation (Colombo & 

Grilli, 2005). 

As far as generic human capital is concerned, HK shows a specialist background as opposed to a 

generalist one. In fact, HK has a strong technical education based mainly on his computer science 

degree and on a fairly technical work experience, both at Unisport A/S and at the university with the 

student teaching position (see Appendix A & B). Consequently, it is possible to infer that HK 

invested in a less balanced form of capital investment strategy (Lazear, 2005), focusing on 

developing mostly his capabilities as a developer. The specialization he decided to pursue his 

visible in the interrelation between his job at Unisport A/S and the choice of his education. He 

reveals that, even though he had always dreamt of studying chemistry, when he started this 

education he found out that his desires transitioned towards a computer science degree, due to the 

interest this field raised in him after building the Unisport’s e-commerce platform (see Appendix 

B). Although research proves that entrepreneurs enjoy a certain advantage if they pursue a more 

generalist path (Colombo & Grilli, 2005; Cooper et al., 1994; Lazear, 2005), the specialized path 

HK chose provided him with the tools for creating the service which Clerk.io was founded for.  
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Therefore, it is possible to argue that most of the human capital HK acquired before founding the 

new venture was generally specific human capital, in particular industry-specific human capital. 

Besides what it has already been mentioned about his education, it is necessary to point out that his 

experience at Unisport A/S offered him the chance to gain access to a great deal of knowledge 

regarding what, in the future, he would consider the market demand for his new venture. Indeed, 

Unisport A/S has been Clerk.io’s first customer (see Appendix B). In particular, HK was especially 

involved in the IT division, hence, he was deeply aware of what problems an online store was 

usually facing when installing a recommendation engine and of what its needs were. This 

experience not only granted him a certain advantage in the first stages of the product development, 

but, more importantly, it inspired him in the first place. It is safe to say that, without the direct 

experience at Unisport A/S, probably HK would have not gotten the opportunity of finding out 

about product recommendation engines and their usefulness, and, probably, he would have simply 

pursued his career as a chemist. This is further proven by the fact that the more task-specific 

knowledge the individual acquires enhancing his or her self-efficacy, the more the conviction he or 

she can perform the task increases (Locke, 2000).  Although it is arguable if HK developed some 

entrepreneur-specific human capital, he affirms he came to cover a CTO part-time position (see 

Appendix A & B), many elements lead to the conclusion that such development is so negligible that 

it can be considered irrelevant. It is exemplifying that HK himself realized he had a very limited 

business background and, therefore, he decided to partner up with someone he considered more 

knowledgeable than him (see Appendix A & B).  

Besides the proven interaction between motivation and cognition to generate action (Locke, 2000), 

human capital is also a precursor of self-efficacy (Phillips & Gully, 1997; Zhao et al., 2010). If self-

efficacy measures the belief of an individual to be capable of performing an action, this belief 

should be based on skills and knowledge the individual possesses (Phillips & Gully, 1997). In fact, 

the definition of self-efficacy expects the capability of mastering a task relying on personal 

resources, skills and competences (Shane et al., 2003). As an exemplification of this interaction, it is 

possible to see how HK’s knowledge and skills influence his self-efficacy and, in turn, developed 

even further his entrepreneurial intentions. It has just been explained how HK’s human capital is 

mainly composed by industry-specific human capital and general technical knowledge. The product 

of this knowledge is ClerkCore. The success of ClerkCore in generating more revenues than its 
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competitors proves HK’s knowledge and abilities with coding. This resulted in HK’s belief in 

having executed all it was needed to set up a company (see Appendix B), which can be interpreted 

as a positive effect on HK’s entrepreneurial self-efficacy.  

As far as social networks are concerned, they constitute the fundamentals for social capital. Social 

capital is a multidimensional factor, hence, research has found it difficult to link the definition of 

the term with its operationalization (Davidsson & Honig, 2003). For the purposes of this paper, the 

broad definition by Davidsson and Honig (2003) is taken into account. The authors define social 

capital in terms of the social exchange enacting between two or more individuals. As mentioned 

before, this social exchange relates to information and knowledge (De Carolis & Saparito, 2006) 

and is crucial for the development of human capital. Therefore, it is evident that also social capital 

can be considered part of what Shane et al. (2003) refer to as cognitive factors. Social capital can be 

conceived in three different dimensions, a structural dimension, a relational dimension and a 

cognitive dimension (De Carolis & Saparito, 2006).  

The structural dimension concerns what the overall pattern of connections between the network’s 

actors is (De Carolis & Saparito, 2006). For example, HK finds himself at the intersection among 

several networks, his family and friends, the network of classmates and professors acquired through 

university and the working network established through the experience in Unisport A/S. Whereas, 

the relational dimension refers to the nature of the relationship between two specific people (De 

Carolis & Saparito, 2006). Following the distinction among HK’s social networks just proposed, it 

is reasonable to assume that the relationship existing with his family and friends is a strong and 

durable relation based on trust, as such it represents a strong tie (Powell & Grodal, 2005), while the 

networks accessed through education and work are more temporary and sporadic in nature, as such 

they represent weak ties (Powell & Grodal, 2005). Lastly, the cognitive dimension refers to the 

shared representations and interpretations among different parties and allows for making sense of 

new information, classifying it into categories (De Carolis & Saparito, 2006). This dimension 

correlates directly with the way social capital is a cognitive factor. The investment HK has done in 

several networks, characterized by different natures, has granted him with an environment for the 

production of new knowledge and the interpretation of existing one. 
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The correlation between human and social capital offers the chance to extend the connection 

between human capital and self-efficacy also to social capital. Hence, since knowledge and skills of 

the individuals are a product of the gathering of knowledge from dispersed individuals (Colombo & 

Grilli, 2005), then, also social capital is a means to develop skills and abilities that increase 

perceived self-efficacy (Locke, 2000; Phillips & Gully, 1997). Furthermore, the link between social 

capital and entrepreneurial intentions has also been seen earlier with the treatment of social norms 

as precursors of intentions (Ajzen, 1991).  

In conclusion, in view of the empirical data provided, it is possible to infer that HK’s investments in 

industry-specific and technical human capital and social capital increased his skills and knowledge 

and, in turn, improved his entrepreneurial self-efficacy, which, eventually, led him towards the 

development of entrepreneurial intentions. 

4.4 Summary and conclusions 

In consideration of the analysis exposed about probable motivational and cognitive factors affecting 

HK’s entrepreneurial intentions and, in turn, HK’s entrepreneurial actions, it is possible to conclude 

that two main factors actually influenced his decision-making process, i.e. nAch and self-efficacy. 

Although cognitive factors, such as human capital and social capital, were found to be positively 

associated to the development of entrepreneurial intentions, this correlation was mediated by self-

efficacy. 

It is worth noticing that some of the motivational factors listed by Shane et al. (2003) were 

purposely not taken into account. After careful consideration, tolerance for ambiguity has been 

neglected. Tolerance for ambiguity has been defined as the propensity of perceiving threatening 

situations as desirable (Budner, 1962). Threatening situations involve a certain degree of novelty, 

complexity or insolubility (Budner, 1962). It seems safe to deduct that this kind of situations engage 

with uncertainty and risks. As such, tolerance for ambiguity and propensity for risk taking do have 

many commonalities especially when it comes to their application to HK’s case. Moreover, it 

appears that research show inconsistent results for both risk taking and tolerance for ambiguity. 

Hence, Shane et al. (2003) question themselves the hypothesis that tolerance for ambiguity is a 

motivational factor. 
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Goal setting has also been neglected. According to Shane et al. (2003), it appears that goal setting is 

a variable connecting entrepreneurial action with its performance, instead of being a motivational 

factor for undertaking entrepreneurial actions. Therefore, it seems reasonable not to include goal 

setting within the motivational factors analysis. Need for independence has not been included since 

it does not seem to be a relevant factor for the case study of interest, nor for the purposes of this 

paper. Drive and passion have also been disregarded, since it seems safe to assume that starting a 

new business requires a high degree of commitment that must leverage on persistency and love. 

In conclusion, the intentionality model proves to be an interesting and relevant framework for 

understanding the precursors of entrepreneurial actions in the form of entrepreneurial intentions. 

For the case study taken into account, intentionality explains to a wide extent a behaviour that is 

considered by HK himself as accidental, therefore, it seems to predict accurately the performance of 

future actions. The analysis upon predictors of HK’s entrepreneurial intentions does not want to be 

exhaustive, exogenous factors are, indeed, hard to grasp with interviews and behavioural tests. 

Nonetheless, nAch and self-efficacy will be fundamental in the next analytical chapters.  
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5. Sub-question 2 

In the previous analytical chapter, the motivational and cognitive factors that influenced HK’s 

entrepreneurial actions have been described. In the following chapter, the focus will shift towards 

the entrepreneurial action itself and will take into account the opportunity being at the core of the 

final behaviour. The chapter will answer the sub-question ‘How is the discovery of entrepreneurial 

opportunities dependent on the entrepreneur’s motivational and cognitive factors?’ The chapter 

will develop as follows. First of all, the concept of EO will be considered in order to assess whether 

ClerkCore is an EO. Secondly, the antecedents for opportunity’s discovery will be evaluated for the 

case study under analysis. Lastly, it will be shown how the evaluation of the EO was conducted by 

HK. 

5.1 The recognition, discovery and creation of EOs 

As mentioned in the previous chapter, the definition of entrepreneurship adopted in this paper is the 

one proposed by Venkataraman (1997), which postulates that entrepreneurship is the field that 

strives to understand how opportunities to bring new services or goods into the market are 

discovered and exploited, by whom and with what consequences. The previous chapter has seen a 

peculiar focus on the element ‘by whom’ of this definition, but nothing has been said about the 

actual core of this rationale, namely the factor ‘opportunity’. 

Opportunities are defined as those situations where it is possible to introduce into the market new 

goods, or services, or raw materials, or organizing methods with a profit (Shane & Venkataraman, 

2000). In particular, EOs differ from the general set of opportunities because they are the result of 

the discovery of new means-ends relationship, whereas the latter are the result of an optimization of 

an existing means-ends relationship (Shane & Venkataraman, 2000). This conjecture requires that 

individuals hold different beliefs about the values of resources. Therefore, this definition takes on a 

disequilibrium approach as opposed to an equilibrium approach (Shane & Venkataraman, 2000).  

The equilibrium approach postulates that individuals have perfect knowledge about available 

alternatives (Sarasvathy et al., 2003) and take decisions simultaneously to maximize their benefits 

(Kirzner, 1997). Hence, allocative efficiency is reached through a perfectly competitive market and, 

at equilibrium, opportunities do not exist since resources are efficiently allocated (Sarasvathy et al., 

2003). In this scenario, individuals do not have any incentive to chance their actions, because they 
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have already maximized their utilities with the appropriate resources’ price-quantity combination 

(Eckhardt & Shane, 2003). Opportunities arise only in brief states of disequilibrium where 

resources are not exploited optimally. Under these circumstances, short-term profits are achievable, 

but they are quickly appropriated by the new firms entering the market and attracted by the 

available profit share. In this peculiar case, both supply and demand exist and are rather obviously 

recognised. In an equilibrium approach, EOs are simply recognised (Sarasvathy et al., 2003).  

Within this approach, price is the mechanism for regulating and coordinating the system because it 

is meant to convey information about the availability of resources to every economic actor (Hayek, 

1945). It seems reasonable to conclude that information and knowledge assume a very important 

role in this dynamic (Sarasvathy et al., 2003). Hayek (1945) admits that, even in equilibrium, 

knowledge is dispersed in incomplete and sometimes contradictory bits, hence, each individual 

possesses only a partial and limited picture of the totality. Having this premise in mind, it is also 

logical to admit that, if different individuals hold different pieces of knowledge, then these 

individuals will also hold different perceptions and expectations (Kirzner, 1997). Therefore, 

individuals can only guess what the others’ expectations and perceptions are, thus, they can only 

retain beliefs and conjectures about market prices (Kirzner, 1997; Sarasvathy et al., 2003; Shane & 

Venkataraman, 2000). Moreover, producers are usually incapable of supplying the right quantity of 

goods or services in order to set prices to marginal costs, because costs are unknowable before the 

goods or services are actually brought into existence (Eckhardt & Shane, 2003). Since individuals 

purchasing and selling decisions are only based on conjectures, these decisions are bound to incur in 

mistakes, thus resulting in shortages, surpluses and misallocated resources (Sarasvathy et al., 2003).  

Therefore, it is impractical to assume that the market responds to the requirements of a perfectly 

competitive market; a disequilibrium approach seems to better represent the phenomenon of pricing 

decisions. For the individual to be incentivized to bring together the resources needed for the new 

venture, his conjectures about the value of these resources must be different from the conjectures 

that the resources’ owners hold (Shane & Venkataraman, 2000). If the resources’ owners and the 

individual shared the same beliefs, the resources’ owners would strive for appropriating the possible 

profit pricing the resources so that the individual’s profit would approach zero (Shane & 

Venkataraman, 2000). Moreover, if many individuals shared the same beliefs, it is possible to 

suppose that those individuals would try to capture the same profit, thus distributing it to a point 
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where any action would be disincentivized. Hence, the disequilibrium approach allows for 

postulating the presence of EOs and, as a consequence, of entrepreneurship (Shane & 

Venkataraman, 2000). 

However, through a process of errors and mistakes, individuals acquire more accurate and complete 

mutual knowledge, hence, they will strive to approach the state of equilibrium. This driving force 

guiding this trial and error process can be described as entrepreneurial discovery (Kirzner, 1997). 

According to this view, which is also recognized as the Austrian approach, EOs are pre-existent and 

it is the responsibility of the entrepreneur to actually discover them and, successively, exploit them 

(Kirzner, 1997). Under these circumstances, either the supply side or the demand side is non-

existent, yet (Sarasvathy et al., 2003). Thus, the entrepreneur must be alert at all times in order to 

grasp and discover the EOs present in the market, because of the misallocations mentioned before, 

or arising as a result of market changes (Kirzner, 1997).  

Within the disequilibrium approach, it is also possible to assume that individuals adopt other types 

of behaviours that cannot be considered fully rational, but creative instead (Sarasvathy et al., 2003). 

In this case, individuals undertake a creative process of invention through interactions and 

negotiations with other stakeholders. As a consequence, aspirations and values are operationalized 

into products, services and institutions (Sarasvathy et al., 2003). This view seems to approach the 

Schumpeterian concept of ‘creative destruction’, where innovation plays the role of an industrial 

mutation that revolutionizes the economic structure, destroying the old one and replacing it with a 

new one (Schumpeter, 1934). However, the interpretation of the entrepreneur as creator of 

opportunities is limited to the narrow economic market sphere, since even Schumpeter postulates 

the pre-existence of opportunities (Buenstorf, 2007). Nonetheless, the Schumpeterian view differs 

from the Austrian approach because it theorizes competition as a trigger for change and innovation, 

integrating the assumption of competition as a mere coordination force. In this way, Schumpeter’s 

assumptions come closer to the evolutionary conception of the market processes (Buenstorf, 2007). 

Competition together with performance condition innovation through a continuous flux of mutually 

interdependent choices of the different economic actors. This open-ended dynamic endlessly 

generates EOs. Hence, EOs are not exogenously pre-existent, but are created by the interaction of 

human activities (Buenstorf, 2007). According to this view, EOs are rather created than discovered, 
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as both demand and supply do not exist in an obvious manner and are the results of a process of 

creation (Sarasvathy et al., 2003).  

In view of the characteristics of the case study taken into account for this paper, it seems reasonable 

to adopt the discovery approach. In fact, as HK admits, Unisport A/S had already experienced 

problems with the recommendations engines they had tested, as they could not pick up sales at the 

right time (see Appendix B). Hence, the need and the demand for a service like ClerkCore that 

could integrate a better technology was already existing in the market. This is further proven by the 

presence of some companies that had already tried to find solutions that could respond to the needs 

of such market. Thanks to his fascination about how computers could predict behaviours if nurtured 

with data and to his knowledge about A.I. gained through his computer science degree, HK was 

capable of developing a software that could actually help in improving e-commerce’s revenues and 

in removing some of the issues encountered with the existing services (see Appendix B).  

Although it can be reasonable to infer that HK created the EO ClerkCore instead of discovering it, a 

few elements clearly contradict this possibility. The first important cue is to be found in the way 

ClerkCore was first conceived. Despite the fact that the EO arose because of the poor performances 

of competitors’ solutions, ClerkCore was not planned as a move to outperform competitors, but was 

the genuine attempt to solve a problem for a specific company driven by interest and fascination. 

Moreover, the creation of an EO requires that both the demand and the supply for the new product 

or service are non-existent and must be brought into existence by the effort of the entrepreneur 

through activities like marketing, financing and so on (Sarasvathy et al., 2003). Whereas, as 

previously explained, the demand for a service like ClerkCore was already existent, hence, HK was 

only responsible for offering a viable supply. 

5.2 The discovery of EOs: the case of ClerkCore 

Even though the opportunity for exploiting a supply gap was present in the market, the chances that 

HK actually discovered the EO and took advantage of it cannot be taken for granted. Since 

conjectures and asymmetry of beliefs are preconditions for the discovery of an EO, the EO must not 

be obvious for every individual, thus, only a subset of the population is able to discover a given 

opportunity (Shane & Venkataraman, 2000).  
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The literature mentions three relevant ways of categorizing opportunities, by locus of the change, by 

the source of the opportunity or by the initiator of the change (Eckhardt & Shane, 2003).  

Locus of the change 

The locus of change represents the point in the value chain where the change occurs and, as a result, 

EOs arise. It is possible to distinguish five different loci: the creation of new products or services, 

the discovery of new geographical markets, the creation or discovery of new raw materials, the 

emergence of new methods of production, the generation of new methods of production (Eckhardt 

& Shane, 2003). According to this distinction, ClerkCore appears to be an EO generated because of 

the creation of new products and services. It was, indeed, the result of the necessities generated by 

the launch and the flourishing of the online businesses. 

Source of the opportunity 

Prior research seems to suggests four ways to categorize EOs for their sources: opportunities that 

result from existing information asymmetries or from exogenous shocks; opportunities that lay on 

the demand side or the supply side; opportunities that aim at enhancing productivity or at rent-

seeking; opportunities that are generated by catalysts of change (Eckhardt & Shane, 2003).  

Information asymmetry vs. exogenous shocks Schumpeter (1934) and Kirzner (1997) present 

opposite views on whether asymmetry of information between economic actors or exogenous 

shocks in the market provoke change and, as a consequence, opportunities. In particular, 

Schumpeter (1934) believes that periods of upheaval are the causes for the generation of new 

information about how resources can be used differently; whereas, Kirzner (1997) states that the 

different conjectures people hold about the value of resources create misallocations, which, in turn, 

are causes for the generation of new knowledge about how resources can be used better (Eckhardt 

& Shane, 2003). In line with this latter, ClerkCore seems to develop from a misallocation of 

resources. As previously mentioned, other companies had tried to commercialize a solution that 

failed in responding to the specific needs of the market demand, thus releasing knowledge about the 

potentiality of such market segment. 

Demand side vs. supply side Driven by the preferences and the needs of the market demand 

(Eckhardt & Shane, 2003), ClerkCore spawned from a change in the demand side. 
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Productivity-enhancing v. rent-seeking opportunities Rent-seeking opportunities are meant to 

generate private value, but no social value; example of such opportunities are crime, piracy and 

corruption (Eckhardt & Shane, 2003). Therefore, it seems obvious to classify ClerkCore as a 

productivity-enhancing opportunity. 

Initiator of the change  

Different actors can initiate change and create opportunities. Among the initiators, it is possible to 

list non-commercial entities, such as governments and universities, existing commercial entities in 

the industry, like incumbents and their suppliers and customers, and new commercial entities, for 

example entrepreneurs or new entrants (Eckhardt & Shane, 2003). It can be assumed that, since 

ClerkCore was born as an idea inspired by industry incumbents, the analysed case study had 

existent commercial entities as initiators. 

This categorization, however, provides only a few insights on why this specific EO became 

apparent just to HK. Researches show that some individuals recognize opportunities and others do 

not because of interrelated specific factors, specifically: 

• Prior knowledge; 

• Social capital;  

• Alertness; 

• Systematic search; 

• Cognition and personality traits; 

• Environmental conditions (George et al., 2016). 

In the following sections, each of these aspects will be fully analysed. 

Environmental conditions will be disregarded because they appear to be out of the scope of this 

research as mentioned in the limitations section. 

5.2.1 Prior knowledge 

As previously mentioned, according to the Austrian approach, the dispersion of knowledge in the 

society is granting the possibility of existence of EOs. This knowledge is idiosyncratic and usually 

acquired through experience, such as occupation, social relationship and everyday activities 

(Venkataraman, 1997). These information stocks create mental schemas that facilitate the individual 
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in the process of discovering an EO. This happens because the knowledge possessed by the 

individual needs to hold a complementary link with the new knowledge acquired through the 

recognition of a market misallocation. This complementarity ensures that the individual is actually 

able to discover the EO in question (Shane & Venkataraman, 2000). The specific and peculiar 

knowledge in possession of the entrepreneur is also labelled as knowledge corridor, which provides 

relevant insights on EO’s recognition (Venkataraman, 1997). If the discovery of EOs is based on 

information asymmetry, then only a subset of the population is likely to recognize a particular 

opportunity at some point in time (Shane, 2000). Since knowledge is idiosyncratic and drives the 

discovery of EOs through knowledge corridors and since only a few individuals will be able to 

discover a peculiar EO because of information asymmetry, then it is reasonable to assume that prior 

knowledge constitutes a mediator between the entrepreneur and the EO (Shane, 2000; Shane & 

Venkataraman, 2000; Venkataraman, 1997). According to Shane (2000), there are three major 

dimension of prior knowledge: prior knowledge of markets, prior knowledge of ways to serve 

markets, prior knowledge of customer problems.  

Prior knowledge of markets & Prior knowledge of customer problems Prior knowledge of markets 

relates to the entrepreneur direct experience with how a peculiar market functions, how the 

operations within such market work, or what the supply chain looks like. It is, indeed, knowledge 

that is acquired through a direct exposure to the processes connected to the market on focus and it 

becomes especially relevant if the entrepreneur takes active place in its dynamics, as a customer, a 

supplier or a manufacturer for example (Shane, 2000). Whereas, prior knowledge of customer 

problems relates to clear understanding of customers’ needs; it is, indeed, difficult to recognize a 

viable solutions for customers’ needs the entrepreneur does not know of (Shane, 2000). Because of 

the role HK covered in Unisport A/S, it is possible to affirm that HK had relevant prior knowledge 

of the market before the discovery of ClerkCore. In particular, he was on the customer side of 

operations, thus, he developed powerful insights on what the problems the customers were 

encountering with existing software were (see Appendix A & B). Hence, it is possible to assume 

that HK gained both prior knowledge of markets and prior knowledge of customer problems within 

the same experience. Because the exposure though direct was anyway collateral, it seems 

reasonable to infer that HK at that time did not possess any further information about how the 

businesses in product recommendations were run or what their operations looked like. However, as 
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prior knowledge of markets and prior knowledge of customer problems influence the discovery of 

which market to enter in order to exploit a new technology and of which products or services are 

required to exploit a new technology (Shane, 2000), HK prior knowledge acquired through the 

experience at Unisport A/S mediated the discovery of ClerkCore. 

Prior knowledge of ways to serve markets Prior knowledge on how to serve markets derives from 

the entrepreneur’s understanding of how a new technology can be turned into a product or service. 

The new technology can, then, change production processes, originate a new product or service, 

generate new supply sources or new ways of organizing and so on (Shane, 2000). In this case, 

besides the technical knowledge acquired in Unisport A/S, HK’s education comes into play. At the 

time, HK was a graduate in computer science and had already the chance to come across new 

technologies such as machine learning and artificial intelligence. The application of these skills to a 

completely new different field, i.e. product recommendation engines, represented a new way to 

serve an existing market. Since prior knowledge of ways to serve markets influences the discovery 

of how to exploit a new technology for serving a market (Shane, 2000), HK prior knowledge 

acquired through the experience at Unisport A/S and his education mediated the discovery of 

ClerkCore. 

Following this line of thinking, it seems reasonable to infer that HK’s prior specific knowledge 

about the market and his technical knowledge about the technology revealed fundamental for the 

discovery of ClerkCore. However, it seems also reasonable to think that prior knowledge conceived 

only as accumulated market and technical knowledge is reductive. Venkataraman (1997) includes 

occupation, social relationship and routines as well. Many other studies have tried to find a 

correlation between prior knowledge and entrepreneurial discovery analysing the impact of 

education, work experience, industry-specific and entrepreneurship-specific kind of knowledge 

(Ucbasaran et al., 2008). The involvement of these factors does not seem casual. As mentioned in 

the previous chapter, the human capital concept entails exactly the same aspects, i.e. education, 

work experience, industry-specific and entrepreneur-specific kind of knowledge (Colombo & Grilli, 

2005; Cooper et al., 1994). Therefore, it is relevant to correlate human capital and prior knowledge 

in order to propose a more in depth analysis. Ucbasaran et al. (2008) broadens the boundaries of the 

human capital concepts including also entrepreneur’s capabilities. According to the authors, the 
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inclusion of a cognitive perspective enhances the consideration of the learning-by-doing element 

that would be otherwise disregarded.  

Although it seems legitimate to state that the higher the human capital, both generic and specific, 

the higher the number of opportunities discovered, studies show that general work experience and 

previous education present a weak link to entrepreneurial discovery (Davidsson & Honig, 2003; 

Ucbasaran et al., 2008). This finding is in line with the case study. As mentioned in the previous 

chapter, HK possesses low levels of general human capital, but he managed to discover the 

opportunity of ClerkCore. Therefore, it must be that specific knowledge and capabilities hold a 

greater explicative correlation. In line with this reasoning, research reveals a significant association 

between entrepreneur-specific knowledge and number of opportunities discovered and pursued. It 

seems likely that skills developed during prior entrepreneurial and/or managerial experience 

facilitate the discovery of EOs (Ucbasaran et al., 2008). Whereas, technical knowledge is found to 

be irrelevant for the number of opportunities identified, but holds a more representative correlation 

with opportunity pursuit. This might happen because technical knowledge lowers the opportunity 

cost associated with exploiting an EO (Ucbasaran et al., 2008).  

Once more, the findings match the case study fairly well. Before discovering ClerkCore, HK had 

developed a deep technical and industry-specific knowledge, while his entrepreneur-specific 

knowledge was rather shallow (see Appendix B), e.g. he had some managerial experience, which 

can be disregarded as irrelevant. As HK states, the discovery happened casually during a vacation 

trip, the solution was then tested and presented to Unisport A/S (see Appendix B). Clearly, no other 

EOs were identified or evaluated. This interpretation is further confirmed by Davidsson and Honig 

(2003) and Westhead, Ucbasaran and Wright (2009). Although explicit knowledge, i.e. knowledge 

acquired through education, is found to be correlated with entrepreneurial discovery (Davidsson & 

Honig, 2003), entrepreneur-specific experience, or explicit knowledge reveals to be especially 

influential (Davidsson & Honig, 2003; Westhead et al., 2009). 

However, it is proven that experienced entrepreneurs develop a series of repertoires or shortcuts for 

decision-making processes based on heuristics (Ucbasaran et al., 2008; Westhead et al., 2009). As 

previously mentioned, accumulated knowledge and experience create mental schemas that, on one 

side, surely facilitate the entrepreneurial discovery process, but that, on the other side, can lead to 



55 
 

biases against environmental and technological changes (Ucbasaran et al., 2008) or against the 

collection of new sources of knowledge (Westhead et al., 2009). Therefore, the relationship 

between entrepreneur’s prior business ownership and the number of opportunity identified in a 

given period is an inverse U-shaped curve, having its focus at 4.5 business ownership experiences 

(Westhead et al., 2009). 

Assuming that mental schemas and heuristics are not only related to prior business ownership, but 

to all kinds of learning experience, the so-called learning-by-doing, it is possible to trace the effects 

of such biases even on HK’s entrepreneurial activities and decision-making. First of all, HK himself 

admits that he keeps growing his knowledge and skills through a learning-by-doing technique, 

instead of relying on managerial experience acquired through other occupations (see Appendix B). 

Secondly, the discovery of new opportunities after the foundation of Clerk.io in 2011 has been 

limited. After the first solutions were commercialized, HK’s entrepreneurial activity has been 

reduced to the development of two other services within the same service package, namely email 

recommendations and audience (see Appendix A). Even though HK argues that these products are 

so innovative that customers need training before being able to understand their usefulness (see 

Appendix A), it seems rather inflated to conceive the launch of these two products as a discovery of 

a new EO. Moreover, this shows that HK already developed a predisposition to assume that his 

information stock is sufficient, thus maturating a certain overconfidence about successfully tasted 

practices (Westhead et al., 2009). This learning-by-doing bias might be one of the explanations why 

HK did not discover any other EOs and kept exploiting the ClerkCore technology. 

In conclusion, although findings are controversial, it seems reasonable to infer that prior knowledge, 

especially derived from education and industry-specific knowledge, has been a powerful mediator 

for the discovery of ClerkCore for HK. 

5.2.2 Social capital 

As already mentioned, the process of entrepreneurial discovery is fostered by information 

asymmetry (Shane & Venkataraman, 2000). Since information is dispersed, linkages and 

connections with other economic actors enhance the flow of information (Davidsson & Honig, 

2003). These relations or transactions between two or more people constitute social networks. Each 

interaction may entail either a communication content, namely the transfer of information, or an 
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exchange content, that is the exchange of goods or services, or a normative content, or in other 

words the expectations people hold about each other based on specific attributes or characteristics 

(Aldrich & Zimmer, 1986). From these networks, individuals can extract benefits, thus enhancing 

their social capital. Social capital is then fundamental to enrich and broaden the initial information 

stocks of the individual accumulated through his or her own human capital (Davidsson & Honig, 

2003). 

Social networks have the power of exposing the individual to different ideas and views and to a 

wider range of resources (Aldrich & Zimmer, 1986). This is the reason why it is possible to assume 

that social capital is positively connected to the discovery and subsequent exploitation of EOs 

(Ardichvili et al., 2003; Bhagavatula et al., 2010; Davidsson & Honig, 2003). As seen in the 

previous chapter, social networks can be characterized by a relational dimension accounting for the 

nature of the relationship between two individuals (De Carolis & Saparito, 2006). The networks that 

individuals are parts of are usually constituted by weak and strong relationships (Bhagavatula et al., 

2010), what Granovetter (1973) also calls weak and strong ties (Davidsson & Honig, 2003). Strong 

ties represent longstanding relationships with a high degree of interactions among the participants. 

These relationships require a long time to build and effort and, hence, they result in a high degree of 

trust and reciprocity. Strong ties are especially useful when complex information is involved since 

all participants share a high degree of familiarity (Bhagavatula et al., 2010). These ties especially 

include familial relations, which can serve as particularly efficient means to obtain resources in the 

start-up process (Davidsson & Honig, 2003). It seems evident how HK’s parents acted as strong 

ties, providing HK with the first financial resources to carry on with his entrepreneurial activity (see 

Appendix B).  

However, this is an example of resources mobilization. The encouragement of HK’s parents did not 

have any effect on the discovery of ClerkCore, but rather it helped HK in gathering resources and 

speeding up the process of establishing Clerk.io as a company. Although some researchers argue 

that strong ties are fundamental for the discovery of opportunities since they grant access to 

strategic knowledge and resources (George et al., 2016), it seems that findings stating that strong 

ties are crucial in the exploitation stage (Bhagavatula et al., 2010) are better suited for the case 

study on focus. According to this view, weak ties play a more important role in entrepreneurial 

discovery (Ardichvili et al., 2003; Bhagavatula et al., 2010). Weak ties are temporary in nature and 
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do not require the participants to invest time or efforts in the relationship. Despite these features, 

this typology of ties offer a greater access to information as they connect members of different 

social circles (Bhagavatula et al., 2010). These connecting bridges detect non-redundant networks 

(Bhagavatula et al., 2010). In particular, Burt (1992) coined the term ‘structural holes’ to better 

explain the nature of these bridges between clusters of unites (Powell & Grodal, 2005). Structural 

holes are typical of sparse networks, as opposed to closed networks (Bhagavatula et al., 2010). 

These structural arrangements can give access to benefits and opportunities, since they leverage 

gaps between clusters and existing social circles (Powell & Grodal, 2005).  

  

 

 

 

 

Fig. 3 Strong ties, weak ties and structural holes (Figure by the author) 

In view of the empirical data collected, HK shows to hold quite a few week ties, as previously 

mentioned, they relate to his networks acquired through education and work. Particularly, through 

the job at Unisport A/S, he overcame the structural hole existing between the e-commerce 

businesses and himself, and through his education, he overcame the structural hole between 

computer scientists and himself (see Appendix A & B). Although HK mentions a few 

entrepreneurial role models that he had the chance to get in touch with, like the founders of Rezet 

Store and of Trustpilot A/S, these ties were mostly generated after the discovery of ClerkCore and 

even after the establishment of Clerk.io (see Appendix A & B). Therefore, HK’s weak ties mainly 

revolved around the IT department of Unisport A/S and the computer science department at the 

university he attended. Filip, i.e. Filip Domagala, CEO at Unisport A/S, represents the only 

business-related weak tie he seems to mention (see Appendix A & B). HK’s social network shows 

his tendency of choosing to interact with similar other individuals, especially technical people, also 

known in the literature as homophily (Bhagavatula et al., 2010). HK, indeed, admits that once 

Clerk.io was founded, the only network he could access was the technical connections built 
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throughout university (see Appendix B). It has been proven that homophily has negative 

consequences on opportunity discovery, unless the entrepreneur is capable of breaking away from 

his or her tendency and allowing for new people to access his or her network (Bhagavatula et al., 

2010).  

Despite the homophily threat, HK’s weak ties were particularly effective for the discovery of 

ClerkCore. Without the connections developed through prior work experience and education and 

the access to new sources of knowledge those granted him, it is questionable whether he could have 

identified such an EO on his own. This further proves the connection between human and social 

capital, where both sources of capital interact and influence one another mediating the process of 

opportunity recognition (Ardichvili et al., 2003; Bhagavatula et al., 2010). As explained in the 

previous section, main prior knowledge factors facilitating the entrepreneurial discovery are to be 

found in HK’s specific-industry knowledge gained through the occupation at Unisport A/S and 

education. Therefore, it does not seem casual that the relevant weak ties analysed are, indeed, 

acquired through the same experiences. 

In conclusion, it appears reasonable to infer that social capital was a significant mediator for HK’s 

entrepreneurial discovery. Specifically, if strong ties helped him during entrepreneurial entry and 

encouraged him during periods of financial distress, weak ties were, instead, the means to reach the 

information needed to identify the EO represented by ClerkCore. 

5.2.3 Entrepreneurial alertness versus systematic search 

Information asymmetry is not the only precursor of entrepreneurial discovery. As previously 

mentioned, according to the Austrian approach, EOs are pre-existent and are mainly due to 

resources’ misallocations. As long as the EO remains uncovered, the individual is suspended in a 

state of sheer ignorance. Therefore, the subsequent moment of discovery is accompanied by a 

feeling of surprise (Kirzner, 1997). In order to make sure that the discovery of EOs represents a 

continuous succession of moments of surprises, the individual must keep a natural state of alertness, 

i.e. ‘an attitude of receptiveness to available (but hitherto overlooked) opportunities’ (Kirzner, 

1997, p. 72). Hence, EOs cannot be subject to systematic search, because the searcher himself (or 

herself) is not aware of what he (or she) is looking for (Kirzner, 1997). However, studies that have 

tried to detect levels of entrepreneurial alertness have showed poor and inconsistent findings (Fiet, 
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2007). Moreover, affirming that the entrepreneur should scrutinize all sources of knowledge at all 

times (Kirzner, 1997) appears to be an overestimation of what the capabilities of an entrepreneur 

can actually entail (Fiet, 2007). The body of research addressing the limitations of the 

entrepreneurial alertness’ concept postulates that systematic search represents a more successful and 

reliable way of explaining and directing entrepreneurial discovery (Fiet, 2007). For this reason, 

entrepreneurial alertness and systematic search will be treated as contrasting assumptions about 

entrepreneurial discovery. 

Entrepreneurial alertness has been at the centre of many studies especially concentrating on 

Kirzner’s conceptualization of noticing without actively searching (Gaglio & Katz, 2001). One of 

the most renowned examples is the empirical research by Kaish & Gilad (1991). The authors 

interpret the concept of alertness as a tendency to expose oneself to a rich flow of information so 

that the likelihood of encountering opportunities without searching for them is increased. Findings 

show that entrepreneurs are more inclined to spend more time and effort generating information 

flows and they also appear to use unconventional sources of information more often (Kaish & 

Gilad, 1991). However, these results must be taken with caution. The samples taken into account 

suffer from poor generalizability since they are not constructed following a random fashion and 

they are arguably small in size (Busenitz, 1996). Further research, established on the same 

assumptions, failed in proving similar results just by changing the quality and the quantity of the 

samples under analysis (Busenitz, 1996). Hence, the doubts raised against the concept of 

entrepreneurial alertness find indeed roots in the controversial nature of the concept and in the 

inconsistent conclusions of researchers.  

On the other hand, the basic rational of a systematic search approach recognizes that prior 

knowledge and bounded rationality constitute cognitive barriers that constrain the type of new 

knowledge that can be acquired and the search for it. There must indeed be a fit between the 

entrepreneur’s knowledge and skills and the EO discovered (Fiet, 2007), as it was also analysed in 

the previous section. Based on these boundaries, the entrepreneur can effectively select specific 

information channels. Information channels are described as low cost sources of new information 

that result into a change of the entrepreneur’s views about the future (Fiet, 2007). Compared to 

entrepreneurial alertness, which assumes the possibility of researching an unbounded field (Kirzner, 

1997), this approach carries the advantage of potentially maximizing mathematically the number of 
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information channels selected (Fiet, 2007). This maximization can be performed through the 

selection of consideration sets, which are groups of promising information channels (Fiet, 2007). 

Although the model proposed by Fiet (2007) has the potentiality to be taught and seems to have a 

more concrete applicability, it is not free of criticism. First of all, advocates of entrepreneurial 

alertness sustain that it is not possible to search systematically for an object that is unknown 

(Ardichvili et al., 2003; Kirzner, 1997). Secondly, despite the fact that it has been already shown 

how discovery of EOs is dependent on prior knowledge and existing mental schemas, it is possible 

to argue that limiting the search to known channels can hinder the discovery of EOs laying outside 

the channels selected (Fiet, 2007). Beyond these criticisms, the major drawback in the application 

of the systematic search model is the involvement of a certain volitional action. The entrepreneur is 

actively searching for the more appropriate information channels and the entrepreneur is actively 

grouping them in consideration sets, thus requiring a certain willingness to undertake these actions 

with the aim of discovering an unknown opportunity.  

Even though it has been assessed in the previous chapter and sections that the discovery of 

ClerkCore cannot be considered an accident, as HK states, it is difficult to ignore the unplanned and 

casual dimension involved in the discovery. The idea of ClerkCore came to HK during a ski 

vacation in Norway (see Appendix B). Hence, this situation resembles what Kirzner (1997) 

describes as surprise. However, what is more relevant is HK admission of having played with the 

idea of how computers could predict things based on an initial database (see Appendix B). 

Therefore, it appears evident that HK already possessed a certain awareness of the market 

misallocations and had already tried to test out some solutions. Consequently, the case study strikes 

as being difficult to categorize, as it presents a mix of the two opposite views. 

A plausible explanation lays on the multiple similarities between the two approaches. Both 

approaches openly show their limits and revise the accuracy of the models when it comes to their 

concrete application. In particular, on one hand, Fiet (2007) admits that it is difficult to expect that 

an entrepreneur would process information in a such efficient and effective manner, thus allowing 

for a proxy of efficient use of information channels, i.e. signals. On the other hand, Gaglio & Katz 

(2001) allow for the use of automatic chronic schemas that vary among people for their activation, 

content and degree of complexity. As previously mentioned, mental schemas are mainly based on 
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existing information stocks the individual possesses (Shane & Venkataraman, 2000). Hence, the 

approach developed by Gaglio and Katz (2001) does not seem to be too distant from Fiet’s (2007) 

approach. Moreover, an alert individual is considered to be more sensitive to signals of market 

disequilibria (Gaglio & Katz, 2001). In addition, also Fiet (2007) conceptualizes these signals as 

signs of market changes.  

In view of these pieces of evidence, it seems reasonable to assume that entrepreneurial alertness and 

systematic search look at the same process in two similar manners, with the only difference that, 

while entrepreneurial alertness postulates the activation of automatic and unconscious mechanisms 

(Gaglio & Katz, 2001), systematic search theorizes an active action of the entrepreneur (Fiet, 2007). 

Therefore, the mixed presence of the two approaches in HK’s experience it seems now justifiable. 

Although HK initially showed a pattern of alertness, where he made use of his mental schemas to 

detect a signal of market disequilibrium, in a second step, he started researching actively in order to 

respond quickly to such a stimulus, connecting several sources of information channels and 

grouping them in coherent sets along a process of trial and errors.  

In conclusion, both entrepreneurial alertness and systematic search were successful mechanism in 

order for HK to detect ClerkCore as an opportunity.  

5.2.4 Cognition and personality traits 

In the previous sections, the concept of mental schemas has been mentioned several times without 

no further explanation than it is the result of accumulated stock of information. Gaglio & Katz 

(2001) define mental schemas as evolving and dynamic mental models that summarize what the 

individual’s belief and knowledge about what the world’s social and political laws are. Mental 

schemas have a tendency to activate in case of environmental changes, or, in other words, when the 

individual needs to reassess his or her beliefs based on new informational cues. The schemas 

prompt the entrepreneur to integrate the anomalies perceived into an existing pattern and then 

develop hypotheses about the correspondence between his or her beliefs and the status quo (Gaglio 

& Katz, 2001). Therefore, the concept of mental schemas shows many commonalities with the 

cognitive process of pattern recognition. Pattern recognition is the process that allow individuals to 

perceive and elaborate complex and seemingly unrelated events as being part of a pattern. Hence, it 

facilitates the mechanism of connecting dots, i.e. recognizing links among events and contextual 
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changes (Baron, 2006). Due to the very similar definitions of the two concepts, mental schemas and 

pattern recognition will be treated as synonyms. 

Earlier in the paper, it was noted how pattern recognition (or mental schemas) influence the factors 

leading to entrepreneurial discovery. In particular, it has been mentioned that prior knowledge 

shapes mental schemas, which in turn influence the discovery of EOs. Moreover, social capital 

affects the individual’s stock of knowledge, thus affecting mental schemas. In addition, both 

entrepreneurial alertness and systematic search have their roots in mental schemas. Therefore, it is 

possible to conclude that pattern recognition provide a powerful means to integrate these factors 

into a unique perspective (Baron, 2006). However, this conclusion does not offer a more insightful 

view about how the process of discovering opportunity through pattern recognition actually 

functions. 

The recognition of patterns is based on the idea that individuals make sense of new information 

comparing it and contrasting it with the information and knowledge they already possess, thus 

activating a cognitive process aiming at considering the resemblance between two (or more) events. 

This cognitive process has been labelled as structural alignment and provides a basis for 

understanding the process of opportunity discovery (Grégoire, Barr, & Shepherd, 2010). This 

alignment proceeds on two levels, one focuses on superficial features, while the other one 

concentrates on structural relationships. Superficial features are concerned with basic elements of a 

mental representation (Grégoire et al., 2010), for example, who developed and commercialized the 

first recommendation engines in Denmark, or who elaborated the machine learning algorithm. 

Structural relationships, instead, relate to the links that connect the different superficial features 

building a mental representation (Grégoire et al., 2010), for example, how the machine learning 

algorithm works, or how the machine learning algorithm generates higher performances in 

recommendation engines. In particular, the first example represents a first-order structural 

relationship, where superficial features are connected in a one-to-one link, whereas the second 

example shows a higher-order structural relationship, where the connection involves two or more 

first-order structural relationships (Grégoire et al., 2010).  

The research from Grégoire et al. (2010), analysing 18 verbal protocols from 9 different 

entrepreneurs, finds that, during the process of opportunity discovery, entrepreneurs are prone to 
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use higher-order structural relationships, which is indicated by how they consider alignments 

between how a certain technology functions and the cause-effect relations of its applications. It is 

possible to see the enactment of this process in two different points of HK’s interviews. First of all, 

HK illustrates why the existing technology behind recommendation engines did not work properly. 

He recognizes that the poor predictive capabilities of the technology made the engine slow in 

reading and interpreting the behaviours of the online customers, thus resulting in poor initial 

performances that would even out only in a second step (see Appendix B). This interpretation 

shows how HK aligns the poor performances with the poor quality of the technology in use. This 

represents, indeed, the first step into the discovery of ClerkCore. In the moment HK understood that 

better performances could be reached by exploiting a different technology, the discovery of 

ClerkCore was just a matter of searching for the right technology to apply. Arguably, this is also a 

process of structural alignment. Drawing from the awareness of the applied technology’s flaws, HK 

was able to understand what technology could overcome the existing disadvantages, relying in the 

end on machine learning (Clerk.io, 2017). Secondly, HK explains how ClerkCore meets unsatisfied 

needs of two different segments of the demand. After the second test of the product on Rezet Store, 

HK was able to align the functionalities of ClerkCore with the advantages it could bring to two 

different types of clients. The results of the two tests showed that, on one side, the new technology 

could consistently increase the revenues for the e-commerce businesses having already a high 

turnover and that, on the other side, it could consistently save time for those businesses not having 

high sales volumes (see Appendix A). 

In conclusion, since prior knowledge, social capital, entrepreneurial alertness and systematic search 

were found to be relevant factors for the discovery of ClerkCore, and since pattern recognition 

influences these factors, then also cognition is found to be relevant for HK. Most importantly, 

cognitive processes helped explaining the processes hiding behind opportunity discovery. In this 

case, HK’s mental schemas behave in accordance with what predicted by Grégoire et al. (2010), 

relying mostly on higher-order structural relationships during his process of opportunity discovery. 

Research shows that also some personality traits are successfully related to entrepreneurial 

discovery, in particular creativity and optimism (Ardichvili et al., 2003). However, these traits 

appear to be highly intrinsic and difficult to measure in a solid fashion, therefore they will not be 

taken into account in this analysis. It must be mentioned that the effect of entrepreneurial self-
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efficacy, a concept that is linked to entrepreneurial optimism (Ardichvili et al., 2003), on 

opportunity evaluation will be treated in the next section. 

5.3 Opportunity evaluation 

Once opportunities have been discovered, before the exploitation phase, there exist a phase of 

evaluation of the opportunity, where the individual must decide whether undertaking the 

opportunity or discarding the new information. Opportunity evaluation is essentially a cognitive 

process (Keh et al., 2002). As such, it is far from being considered completely rational; individuals’ 

thinking and decision-making processes are indeed affected by errors and bias (Baron, 2004). 

Understanding how cognitive mechanisms affect opportunity evaluation is then crucial to 

understand why and how individuals decide to become entrepreneurs (Keh et al., 2002). 

The process of evaluating an opportunity requires making judgements under uncertain and complex 

circumstances (Keh et al., 2002). As mentioned in the previous chapter, the concepts of ambiguity, 

uncertainty and risk are interconnected. Therefore, it is possible to conclude that the dimension of 

perceived risk constitute a crucial step in assessing whether the opportunity is feasible or it should 

be kept in the realm of ideas; the lower the level of risk perceived the more favourable the 

judgement (Baron, 2004; Busenitz & Barney, 1994; Keh et al., 2002; Krueger & Dickson, 1994). 

Indeed, in the previous chapter, it has been already seen how the risk factor did not constitute an 

element of concern for HK, but, as he affirms, he has never seen founding Clerk.io as risky (see 

Appendix B). It is interesting to investigate the antecedents to HK’s low level of perceived risk. 

Research shows that heuristics and bias are valid explanations to understand why entrepreneurs 

perceive a lower level of risk associated with career choices and business decisions (Busenitz & 

Barney, 1994), in particular possible cognitive bias are overconfidence, belief in the law of small 

numbers, planning fallacy and illusion of control (Keh et al., 2002). Each of these biases will be 

analysed in the following sections. For the purposes of this paper, only overconfidence and belief of 

small numbers will be analysed in depth, whereas planning fallacy and illusion of control will be 

only briefly sketched. 

5.3.1 Overconfidence 

Overconfidence refers to the overly optimistic opinion about one self’s knowledge and skills, 

generating a positive judgement about one self’s ability to accomplish a task. It generally occurs 
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when individuals base their assessment on previous successful actions and on the ease with whom 

they can recall the event (Keh et al., 2002), thus relying heavily on heuristics (Busenitz & Barney, 

1994). After the first estimate, overconfident individuals find it difficult to modify or revise such 

estimate in light of new information, especially in case the new pieces of information are 

disconfirming the initial belief of success (Busenitz & Barney, 1994; Keh et al., 2002). It is worth 

recalling that in the previous chapter the concept of self-efficacy was mentioned as the ‘belief in 

one’s capability of achieving a task mastering and implementing personal resources, skills and 

competences’ (Shane et al., 2003). Moreover, it is believed that perceived self-efficacy is strongly 

influenced by the performance feedback on previous actions (Krueger & Dickson, 1994), as already 

explained through the process of enactive mastery (Boyd & Vozikis, 1994). Hence, the definitions 

of overconfidence and perceived self-efficacy are very similar with the exception that perceived 

self-efficacy does not necessarily entail an overly optimistic judgement on one self’s capabilities. 

As shown in the previous chapter, HK’s self-efficacy, in particular entrepreneurial self-efficacy, or, 

in other words, perceived self-efficacy associated with entrepreneurial decisions, reveals to be 

consistently high. Therefore, in HK’s case, overconfidence and perceived self-efficacy are 

synonymous.  

According to the basic model presented, HK is overconfident because of positive performance 

feedback on previous actions (Keh et al., 2002; Krueger & Dickson, 1994). For instance, HK might 

have developed a high perceived self-efficacy because of the positive performance feedback he 

gained through his working experience at Unisport A/S. In fact, with very little or almost inexistent 

knowledge in computer science, he managed to build a fully functional e-commerce website the 

company exploited for two years (see Appendix B). Education can be considered a further factor 

influencing HK’s levels of overconfidence. During the interviews, HK does not mention any 

particular difficulties or obstacles encountered in his university career, actually he was even capable 

of obtaining a position as teaching assistant soon after his bachelor (see Appendix B). This 

circumstance can also be considered a positive influence on HK’s overconfidence. Although these 

aspects are not strictly correlated with entrepreneurial activities, studies show that entrepreneurs 

heavily rely on heuristics (Alvarez & Busenitz, 2007; Baron, 2004; Busenitz & Barney, 1994). As 

explained in the previous chapter, heuristics are intuitive guidelines that yield acceptable decisions 

in complex situations (Alvarez & Busenitz, 2007; Busenitz & Barney, 1994). Besides having 
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proven earlier that HK makes use of heuristics, in this specific case, the positive performance 

feedback of the two circumstances presented constitutes the intuitive guideline exploited for the 

later assessment about his self-efficacy for undertaking entrepreneurial actions.  

Research shows that perceived self-efficacy is negatively correlated with risk perception, i.e. greater 

the overconfidence lower the risk perceived (Keh et al., 2002; Krueger & Dickson, 1994). This 

prediction can also be derived by the application of prospect theory (Baron, 2004; Krueger & 

Dickson, 1994). The theory focuses on explaining the risk seeking and the risk avoiding behaviours 

assuming that individuals transform objective gains and losses in subjective gains and losses given 

a point of reference (Krueger & Dickson, 1994). For example, when asked about the preference 

between losing with 50% chances $1000 and a certain loss of $500, individuals choose the former 

despite the fact that the expected values are identical. Arguably entrepreneurs behave in the same 

manner and, confronted with an opportunity, they would rather take the chance of starting a new 

venture, even though a certain percentage of risk is involved, than ignore the opportunity and incur 

in a certain loss (Baron, 2004). Within such a model, perceived self-efficacy acts on the percentage 

of failure/success that individuals recognise to themselves when evaluating an opportunity. 

Therefore, an increase in perceived self-efficacy is positively connected with an increase in success 

expectancies and positively connected with a decrease in failure expectancies, thus increasing the 

chances of risk taking (Krueger & Dickson, 1994). Referring to the previous example, an increase 

in perceived self-efficacy causes a decrease in the perceived probability of losing $1000. Simply, 

the individual feels confident enough that his or her own skills can position him or her in the 50% 

chance he or she will not lose the $1000, despite the fact that the objective probability does not 

change.  

According to this framework, an increase in HK’s perceived self-efficacy resulted in an increase in 

his perception of succeeding with the new venture and, consequently, in a more positive evaluation 

of the EO. Therefore, besides the evidences already suggested influencing his degree of perceived 

self-efficacy, there must have been an event, prior to the decision of exploiting the EO, that 

increased his confidence level. When asked about his perception about the risk involved in starting 

a new venture, HK seems to rely on logical argumentations. He mentions he undertook the 

opportunity very quickly because, to him, there was nothing to lose besides the 8000 dkk a month 

he should have renounced to. Hence, he did not perceive any risk because he did not have any 
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expenses besides himself, he did not have a family that relied on his income and he is not motivated 

by money. On a further instance, he points out the gains of acquiring more knowledge through the 

process of running a business (see Appendix B). However, he fails in noticing the opportunity costs 

involved in his evaluation. He does not take into account the cost of renouncing to his PhD, nor the 

lost gain of having to reinvest the 8000 dkk a month in his new venture, nor the possible costs 

related to failure. Moreover, he does not acknowledge the risks associated with almost non-existent 

entrepreneurial and managerial experience. Although HK seems to act as a logical individual, 

clearly there are rational data missing from his evaluation process, specifically those data that 

shaped the risk of founding Clerk.io. In view of these remarks, it seems reasonable assuming that 

HK perceived the success of his new venture with chances approaching the 100%. The only 

reasonable element that could possibly trigger this certainty was that his solution worked not only 

slightly better, but with a 143% increase in revenues compared to the old solutions.  

In conclusion, overconfidence proves to be a strong bias in HK’s perception of risk and a strong 

factor influencing his positive evaluation of ClerkCore as an EO to undertake with the founding of a 

new company. 

5.3.2 Belief in the law of small numbers 

The belief in the law of small numbers relates to the individual’s ability to draw solid conclusion 

from a limited number of informational inputs (Keh et al., 2002). As such, this belief can be 

connected with the heuristics of representativeness. This latter, in fact, generates from the 

association between alternative outcomes and current knowledge and personal rules gained through 

prior experiences (Busenitz & Barney, 1994). In this case, individuals treat current knowledge and 

personal rules as the raw informational data and oversimply the decision-making process relying on 

such data and ignoring consequent issues related to the validity and reliability of the conclusions 

(Busenitz & Barney, 1994). The entrepreneur is generally forced to resort to small samples and 

personal experience because larger and more representative samples are usually unavailable and 

very costly to gather (Busenitz & Barney, 1994; Keh et al., 2002). If a belief in the law of small 

numbers is coupled with positive information, this combination is likely to positively affect the 

perception of success for the future venture, thus lowering the perception of risk related to the 

establishment of such venture (Keh et al., 2002).  
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In HK’s case, this is very evident from the size of the sample he took into account to conclude that 

the newly founded company would be successful. It is worth remembering that HK tested the 

product twice, on Unisport’s website and on the Rezet Sneaker Store’s website (see Appendix A & 

B). Although the two stores gave a positive indication of performance and usefulness of the service 

for two different demand’s segments, the sample is small and holds a small representativeness of 

the e-commerce businesses. Moreover, the two examples belong to the same vertical and had top 

management figures in common at the time of the trial. In addition to this sample, HK reveals that 

he could rely on nothing more than his own knowledge and experience, which is hardly constituting 

a sample. Arguably, the heuristics of representativeness is also demonstrated by the way HK 

conceives selling strategies and differences in markets and cultures. Referring to selling strategies, 

he affirms ‘I think I actually see sales the other way around, it's the same no matter what you do. If 

you sell a newspaper or a couch or IT products, how you sell things haven't really changed in 

thousands of years.’ (see Appendix A). Referring to differences in cultures, he states ‘People want 

to live a good life and be happy and if you base it on that, then culture is basically the same.’ (see 

Appendix B). In both cases, he uses his own personal experience, which here corresponds to the 

small sample of selling strategies he has been exposed to and the small sample of different cultures 

he encountered, to draw absolute and solid judgements.  

In conclusion, HK made use of the heuristic of representativeness, hence, his belief in the law of 

small numbers was positively affected. In addition, he gained positive information from the two 

tests undertaken. In view of the hypothesis presented earlier, it is possible to infer that HK’s 

perception of risk was also influenced by his belief in the representativeness of the sample he was 

exposed to. Therefore, the evaluation of the EO revealed, once more, to be positive. 

5.3.3 Planning fallacy and illusion of control 

Planning fallacy refers to the phenomenon affected by an optimism bias where the individual is 

prone to underestimate the time needed to complete a future task (Baron, 2004). Evidences from the 

fact that HK is affected by this fallacy is given by the belief that he could start a part-time job, to 

release some of the financial distress he was facing, while still working for establishing Clerk.io as 

a company as a main activity (see Appendix B). 
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Illusion of control refers to the bias where the individual overestimates the positive impact of his or 

her own skills and capabilities on performance, even though chance plays a greater role (Keh et al., 

2002). Evidences stemming from this bias concern the perception HK shows in regards to how to 

make people successful. Although it is arguably a matter of chance to find and recruit the proper 

person for the job, HK believes his own skills are enough to understand the fit between the person 

and the available job. Moreover, despite the fact that employees can be successful or unsuccessful 

based on their own willingness to perform or their own capabilities, HK conceives his managerial 

style as the cause for them to be successful. 

Both biases, when present in a certain degrees, lower the perception of risk, thus leading to a more 

positive evaluation of the EO. 

5.4 Summary and conclusions 

The chapter was useful for analysing the precursors of entrepreneurial discovery, in particular the 

precursors for HK to discover ClerkCore. The analysis shows that social and human capital and 

alertness and systematic search were all relevant in the discovery of ClerkCore. In particular, 

industry-specific knowledge, weak ties and the combination between the mechanisms of alertness 

and systematic search proved crucial. Furthermore, cognition was found to be a fundamental 

enabling factor through pattern recognition. Therefore, cognitive factors were mainly significant for 

the discovery of the EO. 

The last section of the chapter also presented the cognitive mechanisms behind ClerkCore’s 

evaluation. Findings highlight how heuristics like overconfidence and representativeness played a 

relevant role in decreasing the levels of perceived risk associated with the start of the new venture, 

thus providing a positive final evaluation of ClerkCore. In this case, motivational factors like self-

efficacy and risk perception were correlated to opportunity evaluation. This is in line with the 

previous chapter’s findings revealing that motivational factors are precursors of entrepreneurial 

actions. 

In conclusion, with this chapter it was seen how cognitive factor, i.e. human and social capital and 

cognition, affected the discovery of ClerkCore and how motivational factors, in particular self-

efficacy and risk propensity influenced the positive evaluation of this EO.  
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6. Sub-question 3 

In this last analytical chapter, the influence of motivational and cognitive factors on 

entrepreneurial performance will be taken into account answering the question ‘How is the 

exploitation of entrepreneurial opportunities dependent on the entrepreneur’s motivational and 

cognitive factors?’ The chapter will be structured as follows: the first section will analyse the 

influence of HK’s intentions and motivational factors on the successful exploitation of ClerkCore; 

the second section will investigate the influence of HK’s cognitive factors, in the form of human and 

social capital, on Clerk.io’s performance. 

6.1 Successful exploitation: definition and empirical results 

Before starting the investigation about what factors influence successful exploitation, it seems 

useful to first clarify what successful exploitation means in the context of this research. Successful 

exploitation will be meant as a synonym for high growth and/or positive performance. Therefore, 

the company should not just survive but it should actually show positive indicators for growth and 

revenue. Hence, mainly financial performance indicators will be evaluated. Although financial 

indicators may result in a limited view of the overall company performance (Venkatraman & 

Ramanujam, 1986), introducing measurements of operational performance or organizational 

effectiveness could generate a focus loss and general confusion. It should be remembered that the 

chapter aims at studying how entrepreneur’s resources directly affect the success of the new 

venture, thus the employment of simple and understandable financial indicators seems to be the 

proper choice for meeting this purpose. 

In general, there are three possible performance outcomes: failure, marginal survival and high 

growth (Cooper et al., 1994). It is easy to see that the performance outcome failure does not apply 

to Clerk.io since the company has been in operations since 2011. In order to assess whether the 

company is classifiable as a marginal survival or a high growth start up, a general benchmark is 

needed. Following this line of thinking, statistikbanken.dk was employed as a database to recover 

the raw data about sales turnover of Danish IT companies (see Appendix G). For the purpose, the 

sector of application softwares, which is the specific sector Clerk.io belongs to, was chosen. Finally, 

the yearly sales turnover growth was calculated and contrasted with the yearly total MRR growth of 

Clerk.io as tracked by the company (see Appendix F). Results are presented in Figure 4. Total MRR 
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was used as an equivalent measure of sales turnover because MRR is also a measure of total sales in 

a limited time period. 

 

Fig. 4 Comparison between sales turnover growth of Danish application software companies and 

total MRR growth of Clerk.io per year (figure by the author) 

As visible from the chart, Clerk.io can be considered a high growth company, in fact for the years 

2013, 2014 and 2015 the company registers consistently better results than the market averages. 

However, even though Clerk.io’s total MRR growth seems to be very positive, it must be 

remembered that total MRR still represents a gross measure. Therefore, using once more the data 

retrieved from Clerk.io’s database, data concerning total MRR and salaries expenditure per year 

were compared. Results are presented in Figure 5.  

 

Fig. 5 Comparison between Clerk.io’s total MRR and total salary expenditure per year (figure by 

the author) 
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Salaries expenditure was used as a proxy of total costs since, according to both HK and Jonas, this 

is the biggest source of costs in the company (see Appendices B & D). 

As shown by the chart, total MRR and salary expenditure grow hand in hand with salary 

expenditure increasing more than proportionally to total MRR. This evidence seems to mirror what 

Jonas reveals when he is explaining why the company is interesting for investors. He admits that 

Clerk.io is attractive for its growth rate, but its liquidity is lagging behind (see Appendix D). 

Through the analysis of motivational and cognitive factors, it will be possible to understand the 

reasons why this is happening. 

6.2 Motivational factors’ influence on the successful exploitation of ClerkCore 

The determinants of new venture success are multiple and related to several different aspects of the 

new venture’s conditions of existence. They range from factors concerned with entrepreneur’s 

knowledge and skills, to environmental conditions, or from company strategy to market competition 

levels. However, the purpose of this paper is to explain how the entrepreneur’s motivational and 

cognitive factors influence first the discovery and then the successful exploitation of an EO. As 

such, the focus of this chapter will be on the entrepreneur itself. Upon these determinants, the 

resources that the entrepreneur brings to the venture can be especially useful to predict the 

probabilities of possible future outcomes (Cooper et al., 1994). 

As seen in the previous chapters, motivational factors are relevant for the formation of 

entrepreneurial intentions and for the positive evaluation of EOs. Findings are contradictory about 

the relevance of these two factors when it comes to venture performance (Chandler & Jansen, 

1992). If motivational factors and traits are taken into account, it is easy to see the reasons for such 

mixed results with the set of explanations given by Gartner (1989) and already illustrated in chapter 

one. This section will mention those factors that were found to be relevant for HK’s development of 

entrepreneurial intentions, i.e. nAch and self-efficacy. Risk propensity is also taken into account 

due to the relevance it holds for opportunity evaluation and the shown inverse relation with 

perceived self-efficacy. 

6.2.1 Influence of nAch on ClerkCore’s successful exploitation 

As acknowledged in the first chapter, HK is characterized by a high nAch and, from the nature of 

the tasks he chooses for himself, it is visible his attitude to be motivated by challenges and risks. 
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These elements should lead to a higher likeliness to overcome obstacles, competing in the market 

and improving the entrepreneur’s skills. These features are, in turn, associated with entrepreneurial 

performance (Collins et al., 2004). Moreover, according to Zhao et al. (2010), nAch is not only 

positively related to the formation of entrepreneurial intentions, but it is also connected with the 

firm’s growth. Hence, it seems that these findings also explain the Clerk.io growth rate, but they do 

not seem to provide explanations for the gross profit – total costs dichotomy. This lack can be 

explained not only by the numerous studies that find little to no significance of nAch as a precursor 

for entrepreneurial performance (Begley & Boyd, 1987), but also because, even in the research 

where a relevance is observed, often there exists a mediator between the trait and company 

performance (Phillips & Gully, 1997). In particular, goal setting has been used as a mediating 

variable (Phillips & Gully, 1997).  

The brokerage of goal setting seems to be particularly relevant. Since high nAch is conceived as a 

tendency to always achieve higher standards, it seems reasonable to assume that it will be related to 

higher goal levels. The pursue of challenging tasks, in turn, leads to higher performances  (Phillips 

& Gully, 1997). As it was said, HK is keen on choosing difficult tasks and is ready to take on 

challenges, thus proving the mediation power of high goal setting. Goal setting appears to be a 

difficult factor to categorize. In the first chapter, it was mentioned how Shane et al. (2003) include it 

among the motivational factors for an individual to become an entrepreneur and, as a consequence, 

it was listed as a precursor of entrepreneurial intentions. In spite of this classification, the factor was 

disregarded because in the very same article, the authors enlighten mainly its predicting power for 

performance (Shane et al., 2003).   

Although evidence seems to lead to the conclusion that HK’s nAch is somewhat correlated to the 

performance of Clerk.io, the aim is to understand if HK’s nAch led him to a successful exploitation 

of ClerkCore. Following this line of thinking, a high nAch might as well be employed to achieve 

the wrong set of tasks or to undertake the wrong challenges and, thus, it might result in negative 

financial indicators. This might be, indeed, an explanation for the disproportionate total costs 

growth illustrated in the previous section. The concept of nAch does not allow for a further 

investigation upon the nature of the goals just mentioned. 
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In view of the evidences provided, it seems evident that HK’s high nAch holds either negative 

correlation or no correlation with ClerkCore’s successful exploitation. 

6.2.2 Influence of self-efficacy and risk propensity on ClerkCore’s successful exploitation 

HK’s perceived self-efficacy has been successfully correlated to the development of HK’s 

entrepreneurial intentions and HK’s risk propensity to the positive evaluation of ClerkCore. Defined 

as the individual’s perception of simplicity or difficulty for performing a specific behaviour (Ajzen, 

1991), self-efficacy is a measure of assessment of personal resources (skills, knowledge, 

competences) to attain a certain standard level of achievement on a given task (Shane et al., 2003). 

It seems obvious that this assessment is not only the result of perceived abilities gained through 

enactive mastery, modeling, social persuasion and judgement on psychological state (Boyd & 

Vozikis, 1994; Zhao, Seibert, & Hills, 2005), but also of actual ability gained through experience 

(Phillips & Gully, 1997) and of risk propensity (Zhao et al., 2005). Reportedly, self-efficacy 

acquired through experience is correlated to performance through the brokerage of goal-setting 

(Phillips & Gully, 1997). Consequently, the discussion presented in the previous section for nAch 

applies in the case of self-efficacy as well. 

It is interesting to see what the influence of risk propensity is on perceived self-efficacy. As seen 

earlier, an increase in perceived self-efficacy corresponds to a decrease in perceived risk (Keh et al., 

2002; Krueger & Dickson, 1994). Consequently, an individual with a low perceived risk feels more 

confident in undertaking risky situations, especially because they perceive the circumstances as less 

risky than what they objectively are (Zhao et al., 2010). Although risk handling is an everyday part 

of entrepreneurial activities, a low perception of risk might lead the entrepreneur to gamble with 

company resources (Zhao et al., 2010). For example, hiring sales people based only on their 

capacity to speak different other languages besides English (see Appendix B & D) might have been 

a circumstance where HK decided to gamble on Clerk.io financial resources, being persuaded that 

more sales people necessarily correspond to higher sales volumes (see Appendix C). Although this 

is not necessarily true (see Appendix C & D), the sales growth of the company was not hampered, 

thus findings proof that risk propensity does not represent a precursor of performance (Zhao et al., 

2005, 2010). 
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In view of this data, self-efficacy resulting from risk propensity does not hold an influence on 

ClerkCore’s successful exploitation. Whereas, self-efficacy resulting from previous knowledge 

holds either negative correlation or no correlation with ClerkCore’s successful exploitation. 

6.3 Influence of cognitive factors on ClerkCore’s successful exploitation 

In the previous chapter, it has been studied how fundamental the contribution of human and social 

capital is for the development of entrepreneurial intentions, for the discovery of EOs and for the 

evaluation of EOs. The importance of human and social capital permeates deeply the field of new 

venture performance and growth. In fact, numerous are the studies that consistently correlate the 

entrepreneur’s human and social capital with the performance of the new firm (Baum et al., 2001; 

Colombo & Grilli, 2005; Cooper et al., 1994; Davidsson & Honig, 2003; Gimeno et al., 1997; 

West-III & Noel, 2009). As previously said, human capital proves fundamental in the combination 

and coordination of resources inside the company (Lazear, 2005) due to the idiosyncrasy of 

entrepreneur’s knowledge (Venkataraman, 1997). Moreover, it proves crucial to develop the mental 

schemas that lead the entrepreneur towards the discovery of EOs (Shane & Venkataraman, 2000). 

As mentioned, the entrepreneur’s prior knowledge is a mediator between the entrepreneur and the 

discovery of the EO (Shane & Venkataraman, 2000), since it helps the entrepreneur to coordinate 

the knowledge which is usually dispersed and fragmented in the markets (Alvarez & Busenitz, 

2007). Following this line of thinking, it seems reasonable to assume that the specific bundle of 

knowledge and skills embodied in the person of the entrepreneur is a relevant resource a company 

can leverage on.  

6.3.1 Resource-based view and sustained competitive advantage  

According to the resource-based approach, firms are not profitable because they engage in strategic 

investment, but because they direct their attention on scarce firm-specific resources (Teece et al., 

1997). Among other resources, human and social capital represent what the company can employ to 

implement new strategies and improving internal processes (Barney, 1991). However, in order for 

the venture to appropriate rents out of such resources, this latter needs to respond to some 

requirements (Teece et al., 1997). In particular, the resources can generate an advantage if they 

cannot be easily duplicated by other companies (Barney, 1991). The reasoning follows the already 

analysed idea of entrepreneurial discovery: if information were available to everybody at all times, 

then the possibility of market’s misallocations and opportunities discovery would not exist (Kirzner, 
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1997). In the same way, if the same set of resources were available to everybody at all times, then 

there would not be the chance for implementing a different strategy and build a position of 

sustained competitive advantage (Barney, 1991).  

In this context, resources must be valuable, rare, imperfectly imitable and non-substitutable 

(Barney, 1991). The so-called VRIN framework, elaborated by Barney, supports the companies in 

identifying the unique resources that should be deployed in an entry strategy process (Teece et al., 

1997). Hence, the resource must be: 

• Valuable 

A resource is valuable if it exploits opportunities or neutralizes threats 

• Rare 

A resource is rare if a large number of competitors does not commonly possess it 

• Imperfectly imitable 

A resource is imperfectly imitable if competitors cannot replicate it. Imperfect imitability 

can be generated through the combination of three processes: 

i. Unique historical conditions, the imperfect imitability depends upon the unique time 

and space when the company acquired the resource 

ii. Causal ambiguity, the imperfect imitability depends on the non-understandable 

nature of the link between the resource and the sustained competitive advantage 

iii. Social complexity, the imperfect imitability depends upon the embeddedness of the 

resource in social structures 

• Non-substitutable 

A resource is non-substitutable if there is no strategically equivalent resource that is itself 

either not rare or imitable (Barney, 1991). 

According to this framework, one of the resources that Clerk.io can leverage on to appropriate 

economic rents is, indeed, the specific bundle of human and social capital possessed by HK. As 

Barney (1991) acknowledges, the resources enabling a firm to gain competitive advantage can be 

classified into three categories, i.e. physical capital resources, human capital resources and 

organizational capital resources. Although it is admittedly possible to define ClerkCore as a 

physical capital resource that can enable Clerk.io to achieve competitive advantage, it must also be 
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recognized that this advantage can be only temporary, because, by itself, a physical capital resource 

can be purchased on the resource market (Barney, 1991). The value and the rareness of ClerkCore is 

not diminished by its imitability, but, objectively, the sources of technology HK employed to build 

ClerkCore are available in the market for any of Clerk.io’s competitors to be used. The true value 

and rareness of the product stay in the peculiar application of the machine learning technology to 

the previously unexplored field of product recommendation. Hence, as it was already analysed in 

the previous chapter, it is the contribution of HK’s cognitive factors to be especially relevant.  

Most of Clerk.io’s resources, ranging from location to business relations, from the insights of 

executives and customers to company culture, although valuable, is not rare and it is easily subject 

to imitation or potential substitution. HK himself admits that most of the organizational features in 

place is just a factor of what he gathered from experienced entrepreneurs and successful companies 

(see Appendix A), therefore these features are, themselves, a replica of others’ intuitions. In order to 

confirm that HK’s human capital is what can lead Clerk.io to the achievement of sustained 

competitive advantage, it is useful to apply the VRIN framework as previously explained.  

HK’s human capital is: 

• Valuable 

HK’s human capital proved fundamental in the discovery of ClerkCore, i.e. an EO 

• Rare 

The peculiar bundle of cognitive factors owned by HK can be exploited only by Clerk.io, 

since it is embodied in the person of HK 

• Imperfectly imitable 

Replicating the specific set of knowledge and skills possessed by HK proves to be 

particularly challenging, since it is the result of HK’s past experiences and mental schemas  

• Non-substitutable 

HK’s human capital can be potentially substituted by a similar technical profile, however, 

this latter will be itself rare and not imitable. 

Hence, since HK’s human capital is a scarce resource and difficult to imitate it can also be labelled 

as a distinctive competence of Clerk.io (Teece et al., 1997). This piece of evidence is further 

corroborated by Jonas admission of considering HK the only crucial element for the survival or the 
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failure of Clerk.io (see Appendix D). The relevance of such a finding is connected not only to a 

financial performance aspect but also to a strategical and organizational perspective. Company 

resources are ‘sticky’ to the company, which means that, at least in the short-run, a firm is bound to 

leverage on what the firm has and to deal with what it is lacking (Teece et al., 1997). In the realm of 

human capital resources, another possible resource that can be considered as a distinctive 

competence is Jonas’ human capital. As he states, with him taking the lead, the company was 

subject to a complete turnaround (see Appendix D) and that, thanks to his contribution, Clerk.io 

could finally access again a credit line from the bank (see Appendices B & D). It is, indeed, 

possible to see in Figure 6 how the managerial contribution of Jonas stopped the disproportionate 

salary expenditure growth while, at the same time, overturning the decreasing trend in MRR 

growth. 

 

Fig. 6 Comparison between total MRR growth and salary expenditure growth of Clerk.io per year 

(figure by the author) 

The impact of Jonas managerial experience is visible from the first month he started as a CEO, 

namely July 2016 (see Appendix C). The relation between average MRR and average monthly 

salary expenditure is reversed abruptly.  
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Fig. 7 Relation between average MRR and average salary expenditure in the first half of 2016 and 

in the second half of 2016 

Although the endowment of Jonas as a CEO provokes such a relevant turnaround of the company’s 

performance, Jonas cannot represent a rare, nor inimitable, nor non-substitutable resource. As he 

admits, his major contribution has been to bring in the company business insight, or, as he calls it, 

business understanding (see Appendix D), a factor that was clearly missing to the company since 

HK general and specific entrepreneurial knowledge and skills were limited. However, business 

understanding is a competence freely purchasable in the labour market and does not hold any 

specificities, thus, it is missing the requirements of rareness, imperfect imitability and non-

substitutability.  

Nonetheless, although non-distinctive, the sudden contribution of Jonas’ managerial competence 

makes it clear how such a competence is lacking within the top management team (from now on 

TMT) of Clerk.io. Because of the stickiness of resources mentioned earlier, the current position and 

the path the company has travelled shape the future position of the company itself. In other words, 

history matters, hence, previous investments constrain future behaviours, this is the concept of path 

dependency (Teece et al., 1997). 

6.3.2 Path dependency and the evolution of TMT 

The concept of path dependency has been used to refer to issues like organizational rigidity, 

stickiness and inflexibility. However, path dependency means much more. It describes a process 

that stresses the importance of past events for future actions (Sydow et al., 2009). This process can 

be divided into three phases. In the initial phase, the preformation phase, the effects of actions 
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cannot be predicted, hence, a broad scope of actions is allowed. Howbeit, once a decision has been 

taken, it sets off a series of consequences that start drawing an unintentional path, this moment is 

recognized as a ‘critical juncture’ (Sydow et al., 2009). The second phase, the formation phase, is 

characterized by the deployment of a narrower path that becomes every time more difficult to 

reverse. In the third and final phase, the lock-in phase, the dominant decision pattern becomes 

extremely stable and new decisions are bound to follow the path already in place (Sydow et al., 

2009).  

Multiple examples could be brought to confirm that HK and Clerk.io are subject to path 

dependency, but, probably, one of the most explanatory concerns the selling strategy that has been 

always employed in the company. At the beginning of Clerk.io’s history, several selling strategies 

were available to the venture. However, at some point, after six month exactly (see Appendix B), 

the phone cold calling approach started returning revenues. This became the moment of critical 

juncture that led the company into believing that this was the most profitable way of selling the 

service. Thanks to a learning self-reinforcement mechanism (Sydow et al., 2009), the selling 

technique emerged as a part of the organizational practices and taught as such to every salesperson 

in the team. Even when the company started penetrating new markets, the practice was already so 

integrated into the organizational learning that no other options were taken into account. Jonas 

himself admits that every new market was treated as a copycat of the Danish one and that the 

replication of processes approached the 100% (see Appendix D). 

Most importantly, path dependency appears fundamental in explaining the nature of organizational 

functional structure and functional experience. In particular, the human capital of the founding team 

shapes the functional structure of the company, which, in turn, shapes the functional experience of 

the management team (Beckman & Burton, 2008). The breath of both functional structure and 

experience is then associated positively with company performance. In this case, functional 

structure refers to the characteristics of the professional role, whereas the functional experience 

relates to the human capital of the individual that occupies that position (Beckman & Burton, 2008). 

The hypothesis is that HK’s human capital and prior experience in terms of functional structures has 

been crucial to shape Clerk.io’s functional structure and its breadth, whereas his prior experience in 

terms of functional experience has been fundamental to frame Clerk.io’s functional experience and 
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its breadth. It follows that the breadth of both his functional structure and experience are positively 

correlated to Clerk.io’s performance.  

At Clerk.io’s foundation, the only HK’s prior working experience was the experience in the IT 

division of Unisport A/S, thus, it seems reasonable to assume that HK’s functional experience and 

structure is rather narrow. As he describes, the functional structure at Unisport A/S was quite 

peculiar. The management team was composed by relatively few members, but stable in their 

employment status, while the larger employee base was formed by freshmen at their first working 

experience that stayed in the firm for approximately one year (see Appendix B). As illustrated, prior 

experience mediates between the entrepreneur and the discovery of EO (Shane, 2000) and frames 

the way an individual view the world (Beckman & Burton, 2008) through cognition (Gaglio & 

Katz, 2001). Therefore, when an individual leaves an organization, inevitably he or she carries ideas 

and routines over to his or her new venture (Beckman & Burton, 2008; Elfenbein et al., 2010). 

Although it can be tricky to find pieces of evidence for confirming or disconfirming this hypothesis 

because of the differences between the core businesses of the two companies, some elements can 

help in this deduction. The first clue is to be found in the variability of salary expenditure (see 

Appendix F). Even controlling for the variability due to the payment of commissions, the 

fluctuation in the expenditure is relevant. This is further confirmed by how Jonas describes the 

strategy of Clerk.io employed upon his arrival as a CEO. As he explains, sales was treated as a 

quick fix for all company issues, hence, if the company needed higher revenues, more salespeople 

were hired (see Appendix C). However, since these salespeople were hired according to which and 

how many languages they spoke and not because of their motivation or previous related experiences 

(see Appendix D), the risk of these people failing at selling and being fired was high. In view of 

these empirical data, it is reasonable to infer that the turnover rate inside Clerk.io is relatively high.  

Notwithstanding, there is a piece of evidence that makes it clear that Clerk.io’s functional structure 

reproduces the Unisport’s one. As HK states ‘The difference between me and Jonas is that my 

people never had to get fired, because they are always successful’ (see Appendix B). Since Jonas 

has always been in charge of the sales floor, especially before and after he was appointed CEO, 

covering the position of VP sales, then the support infrastructure, involving the finance, the 

customer support and the development departments, is what HK refers to. In conclusion, it is visible 
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how Clerk.io’s organizational structure presents a solid and stable group of employees that rotates 

around HK and a volatile and loose group of salespeople. In light of this last consideration, it is 

possible to say that the hypothesis mentioned earlier is confirmed.   

During his job experience at Unisport A/S, HK also gained a prior functional experience. It must be 

remembered, that HK was the point of reference within the technical team at Unisport A/S, dealing 

mainly with the development of the website. Thus, the experience and the enrichment to his human 

capital was technical and industry specific. According to the path dependency theory and to 

homophily, the founding team’s prior functional experience should shape the breath and the depth 

of subsequent TMT functional experience (Beckman & Burton, 2008). Although HK recruited a 

partner at the beginning of Clerk.io’s activities to help him out with the business operations, this 

partner cannot be considered a part of the founding team. The founding team is composed by the 

individuals that actually founded the company (Beckman & Burton, 2008), whereas the partner 

joined only after a year Clerk.io was established (see Appendix B). Therefore, he can be considered 

part of the TMT, together with HK, as much as Jonas from July 2016. In spite of Beckman and 

Burton' s (2008) study claiming for a homophily type of mechanism, it seems more likely that HK 

employed a functionality principle. The functionality principle stresses the importance of diversity 

and of complementarity of skills, instead, especially socio-emotional leadership and task leadership 

type of skills (Ruef, Aldrich, & Carter, 2003). In fact, HK recognizes that his functional experience 

was extremely limited in terms of managerial capabilities, hence, he decided to recruit people that 

could fill in this gap. Especially as far as Jonas is concerned, HK admits that one of the reasons why 

they function very well as a team is because he is very task oriented, while Jonas is a charismatic 

leader (see Appendix B). However, it must be reminded that the times when another executive had 

decisional power in Clerk.io’s history were limited to the first year of operations and from July 

2016 until October 2017 when Jonas was CEO. Therefore, HK has been founder, CEO and main 

developer of the company, keeping most if not all the decisional power in his hands, for most of 

Clerk.io’s history. Accordingly, it is difficult to see the founding team or the TMT having a broad 

spectrum of experiences covered.  

Moreover, it is useful noticing that HK started laying the foundations of what Clerk.io is today 

alone, only after having bought his partner’s shares of the company out (see Appendix B). This 
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means that the TMT, probably in the most crucial years for the company, was composed by HK 

alone. Indeed, research proves that founding conditions survive for several years after foundation 

and affect the survival or the exit of the firm from the market (Geroski, Mata, & Portugal, 2010). 

Especially when examining labour skills, Geroski et al. (2010) are successful in proving that the 

companies employing more skilled workforce at founding have lower probabilities of exit. 

Although moderated by the seldom preference of the functionality principle (Ruef et al., 2003) over 

homophily, HK’s narrow functional structure and experience is generally affecting in the same 

direction Clerk.io’s functional structure and experience. Therefore, if the breadth of the founding 

team functional structure and experience is positively correlated to firm success (Beckman & 

Burton, 2008), then it must be that the general lack of breadth is positively correlated to firm failure. 

6.3.3 HK’s human capital and Clerk.io’s performance 

In view of the reasoning just exposed, Clerk.io today should be a failed company. Moreover, 

according to the markets’ natural selection process of positive profits, well-performing 

organizations should survive, while poorly performing organizations should be rejected and 

disappear (Gimeno et al., 1997). However, this perspective takes into account only the 

consequences of economic performance, whereas the threshold of the entrepreneur is influenced by 

many other factors (Gimeno et al., 1997). In particular, an entrepreneur will: 

Discontinue the venture if: 

EPE (x1, x2) < EPA (x1, x3) + PIA (x5) – PIE (x4) - SC (x6) 

EPE (x1, x2) = the entrepreneur economic performance EPE is a function of the entrepreneur’s 

general human capital x1 and the entrepreneur’s specific human capital x2; 

EPA (x1, x3) = the economic returns of an alternative employment EPA is a function of the 

entrepreneur’s general human capital x1 and the entrepreneur’s specific human capital to the 

alternative occupation x3; 

PIA (x5) = the entrepreneur psychic income associated with an alternative employment is a function 

of x5 factors; 

PIE (x4) = the entrepreneur psychic income with the entrepreneurial venture is a function of x4 

factors; 
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SC(x6) = the switching costs are a factor of x6 factors accounting for the search for an alternative 

employment and for the psychological effects (Gimeno et al., 1997, p. 6). 

In other words, the function explains that the entrepreneur will discontinue if the economic 

performance of his venture, which is affected by his general human capital and specific human 

capital, are below a threshold being the sum of the economic and psychic returns associated with an 

alternative employment, minus the effects of switching cost and psychic income associated with the 

entrepreneurial venture. According to this function, the great level of industry-specific human 

capital HK has developed along the last ten years is especially related to a lower likelihood of exit. 

Moreover, the high intrinsic motivations HK shows towards his company and his role, for example, 

the ethical purpose of providing a valuable solution, acts on the threshold lowering its level. If these 

findings are matched with HK’s high nAch and high entrepreneurial self-efficacy, it becomes very 

clear why HK persisted in keeping Clerk.io in operations even when the markets’ natural selection 

process would reject Clerk.io as a poorly performing company. 

As it appears, HK’s industry-specific human capital is not only significant for ClerkCore discovery, 

but it also seems to be crucial for Clerk.io’s existence. Furthermore, HK’s human capital has been 

categorized as one of the distinctive resources of the company. Initial resources influence strategies, 

which, in turn, affect company performance. Since small firms are usually built around their 

entrepreneurs, the entrepreneurs’ resources are what makes the venture less likely to fail against 

liabilities of newness and smallness (Cooper et al., 1994). Therefore, the greater the entrepreneur’s 

human capital, the greater is the chance of a company outperforming the competitors (Colombo & 

Grilli, 2005). Although outperforming competitors should be correlated with higher growth rates 

(Colombo & Grilli, 2005), it does not necessarily mean achieving positive profits. This seems to 

describe quite accurately Clerk.io financial situation, which registers high growth rates, but still 

decreasing from year to year, and negative profits. Hence, the data show controversial results, on 

one side, the high growth is signalling a strong competitive position, but, on the other side, the 

negative profits are displaying how the company might be subject to failure in the next years.  

Findings correlating industry-specific human capital, i.e. knowledge of customers, or suppliers, or 

products, or services that cannot be applied in other industries, with positive venture growth or 

performance are numerous (Colombo & Grilli, 2005; Cooper et al., 1994; Gimeno et al., 1997). The 
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reasons for this correlation are ascribable to the knowledge the entrepreneur acquires through prior 

experience that can then directly be applied to his venture and that allows for overcoming the 

liability of newness and providing the entrepreneur with typical routines of the industry (Cooper et 

al., 1994). However, it must be remembered that, through Unisport A/S, HK gained experience and 

insights about potential customers of Clerk.io, hence, it did not involve direct experience of SaaS 

nor B2B type of businesses (the type of business Clerk.io belongs to). In addition, HK mainly 

developed a wide range of technical skills, but, for his own admission, he did not have deep 

contacts with the managerial team if not for everyday activities (see Appendix B). Therefore, the 

development of the typical routines he acquired might not be especially beneficial for Clerk.io, as 

already seen with the reiteration of employment of unskilled labour in the form of salespeople.  

This distinction proves fundamental. The similarity between prior job experience and new venture 

can be described through two different factors, a ‘task environment’ factor and a ‘skills/ability’ 

factor. The former refers to knowledge about suppliers, customers or competitors and outlines the 

concept of industry relatedness. Whereas, the latter refers to managerial duties, functional duties 

and tasks and illustrates the concept of business relatedness (West-III & Noel, 2009). The 

discrepancy between industry and business relatedness seems to explain properly HK’s 

circumstances. The experience at Unisport A/S is industry related to Clerk.io but not business 

related, for the reasons just explained. Although any type of relatedness should be positively 

connected with the new venture performance, since it provides a buffer against initial uncertainties, 

findings show that there exists no correlation between industry relatedness and company 

performance (West-III & Noel, 2009).  

Research shows contradictory results regarding this correlation. Colombo and Grilli (2005) find that 

entrepreneurs employed in technical roles in the same industry of the new venture and were 

involved in prior entrepreneurial experience found high growth ventures. Consequently, it seems 

that the divergence arises because of a missing prior entrepreneurial dimension in industry 

relatedness. Nonetheless, entrepreneurial or managerial experience exhibit a weak, if non-existent, 

correlation with venture’s performance (Cooper et al., 1994; West-III & Noel, 2009). Therefore, it 

is possible to assume that previous industry experience grants a knowledge that erodes very quickly 

in high-technology industries, where the environment changes with a fast pace (West-III & Noel, 



86 
 

2009). Clerk.io, indeed, belongs to an industry with these characteristics. Research shows that the 

size of the market for SaaS businesses is growing with an average of 40% per year and in the last 

nine years (from 2008 to 2017) it has grown for more than 1500% (Statista, 2015).  

These pieces of evidence might provide a valid explanation as to the reasons why Clerk.io 

registered high growth rates at the beginning of operations, while tracking decreasing growth rates 

from year to year after 2014, except for the year 2016 due to the contribution of Jonas. Similarly, 

these evidences could provide an explanation for the negative profits recorded from 2014, except 

for the year 2016. The hypothesis associating prior industry experience with the development of 

capabilities to manage uncertainties (West-III & Noel, 2009) or to the formation of routines 

(Cooper et al., 1994) appears to be weak in HK’s case. Therefore, it is likely that HK’s industry-

specific knowledge has been extremely useful during the process of discovery of the EO, but it has 

not been as relevant during the process of ClerkCore’s successful exploitation. As seen in the 

previous chapter, industry-specific knowledge has been crucial for the discovery of an unmet need 

that, consequently, led to the creation of ClerkCore and, lastly, to the decision of exploiting such an 

EO. Moreover, in the previous section, it has been explained that this knowledge, codified in human 

capital and mental schema, is, indeed, one of the distinctive capabilities that Clerk.io has 

accumulated so far. However, it has been shown how this knowledge either does not have or has a 

negative correlation with profitability. 

The explanation illustrating that this happens because knowledge becomes quickly obsolete (West-

III & Noel, 2009) is valid but only partial. Jonas reveals that what HK is missing for making 

Clerk.io profitable is business understanding (see Appendix D). Nonetheless, on one side, it has 

been proved that entrepreneurial and managerial experience are not correlated with the new venture 

performance (Cooper et al., 1994; West-III & Noel, 2009). On the other side, business relatedness is 

strongly correlated with the new venture performance (West-III & Noel, 2009). Although Jonas is 

referring to a very general business understanding related to cost and revenue balance (see 

Appendix D), it seems more likely that the type of managerial knowledge needed must be more 

specific to the type of business in order to be positively correlated with performance. In fact, there 

is a high probability that a scientist like HK can understand the basic mathematical principles 

behind the break-even concept. The more problematic type of knowledge is rather connected with 
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the ways to achieve the break-even and, of course, this entails a much broader and deeper 

knowledge about the business on focus. 

The concept of path dependency combined with the use of heuristics might be helpful to address the 

issue. Besides what it has been analysed already with the selling techniques and the organizational 

structure, there are a few other elements to be highlighted. HK stresses how, during his experience 

in Unisport A/S, he was hired with no apparent reasons, if not for a little experience with websites’ 

creation, and he was mainly on his own managing his daily activities (see Appendix B). These 

occurrences not only activated a learning process, but also a self-reinforcing mechanism. The 

overall take on the job experience is positive and, especially, HK feels really appreciated for what 

he accomplished with his work (see Appendix B). This fact, not only started the overconfidence 

heuristics, but it also started a path dependency mechanism. The critical juncture here is represented 

by the recognition of a personal accomplishment and of Unisport’s profitability. This set out an 

unintentional path that led to an inadequacy of concrete human resources policies and of leadership. 

Although HK admits himself that as soon as he started recruiting he did not know what to look for 

and also that he was not fully aware of how big of a role motivation has in handling a task (see 

Appendix B), it is unusual that the first qualified recruiter was hired only in 2016 (see Appendix D). 

Even if hiring a recruiter is as much of a challenge as hiring any other employees, the recruiter 

should have more qualification than a scientist with no managerial experience like HK in recruiting 

new employees. The lack of such a role for four years highlights an underlying propensity for hiring 

employees in the same manner HK was hired in Unisport A/S: young, unexperienced people with 

some proven capabilities, as for example being fluent in a foreign language (see Appendices A & 

D). Moreover, this might have been the cause for important damages to the company. Although, it 

is not the purpose of this research to understand how organizational structure drives company 

performance, for the sake of completeness, some brief considerations are worth a mention. The 

breath of functional structure and functional experience in a company are positively related to 

company performance (Beckman & Burton, 2008). Hence, if new hires are lacking functional 

experience, this is detrimental for long-term growth. Indeed, founding conditions are proved to 

persist after foundation for several years (Geroski et al., 2010), thus, unstructured nascent venture 

are more likely to fail (Beckman & Burton, 2008).  
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The inadequacy of leadership can be interpreted in the same way. The independency HK tested in 

Unisport A/S is replicated in Clerk.io. Jonas states clearly that, during his time as a salesperson in 

Clerk.io, he did not experience a firm leadership from HK. Interestingly enough, Jonas employs the 

same wording used by HK, defining employees as being on their own (see Appendix D). Although 

HK explains that his leadership is more task oriented than charismatic, it is difficult to understand 

how this type of leadership can be transferred to salespeople if they register a high turnover rate and 

are, generally, more distant from HK, as explained in the previous section. The CEO must be able 

to communicate goals and motivate people individually and in groups in order to reach a synergistic 

result that can drive the venture’s success (Chandler & Jansen, 1992). The powerful claim of Jonas 

‘there is no bigger insult of hiring a person and not being able to make that person successful’ (see 

Appendix D) gains now a completely new light. Without human resources policies, without a 

direction and without the relevant experience, the employees did not stand a concrete chance for 

being successful. With the high employee turnover rate already mentioned, there exist also a high 

probability of underperforming competitors in the long-run. Knowledge, especially tacit knowledge, 

is best transferred through rich and stable connections (Powell & Grodal, 2005). When labour 

turnover is high, ties are weakened, hence, the transfer of this knowledge might be hampered 

(Geroski et al., 2010). 

It seems now clear where the roots of Clerk.io’s poor profitability are to be found. If HK’s human 

capital was proven crucial for the discovery of ClerkCore and a distinctive capability for Clerk.io, it 

appears to be detrimental for its perfomance. However, according to these findings, reasons for 

Clerk.io’s high growth rates are still to be uncovered. The investigation, so far, leads to think that 

growth rate, especially the astonishing initial one, is connected with HK’s technical insights of the 

industry and its needs. Notwithstanding, this evidence appears to be weak, since this technical 

insight is shown to be deleterious in the long-term.  

6.3.4 HK’s social capital and Clerk.io’s performance 

Findings show that if human capital alone is relevant to explain opportunity discovery and, to some 

extent, the first progression and exploitation processes, it is only when human capital is exploited 

within a social structure that it leads to successful performance (Davidsson & Honig, 2003). Human 

and social capital are, indeed, complementary in value creation. To create more value with internal 
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capabilities it is necessary to mobilize complementary resources through social networks and, at the 

same time, companies having a high degree of internal capabilities are more likely to attract more 

valuable partners and to have higher absorptive capacity (Lee et al., 2001). As previously 

mentioned, social capital is useful to reduce information asymmetries and to expand the initial 

information stock of the individual (Davidsson & Honig, 2003), exposing him or her to new ideas 

and to a wider stock of resources (Aldrich & Zimmer, 1986). Providing access to more information 

and more resources, social network may assist the entrepreneur during the phases of start-up, 

management and growth of the new venture (West-III & Noel, 2009). Therefore, in order to extract 

the full value from internal capabilities, thus outperforming competitors, the new venture should 

leverage on social networks to mobilize external complementary resources and to discover more 

rewarding opportunities (Lee et al., 2001). 

Over time, however, it becomes difficult to distinguish between individual and organizational social 

capital (Davidsson & Honig, 2003). This difficulty might be due to what mentioned earlier about 

the nature of small firms. Small firms usually function around the entrepreneur, hence, they inherit 

entrepreneur’s resources, which, in turn, constitute the fundamentals for the company performance 

(Cooper et al., 1994). Therefore, the distinction will be treated more loosely also in the following 

investigation. 

As much as it has been seen with HK’s human capital, the specific components of a social network 

are idiosyncratic and have the potentiality to be translated into a valuable, rare, inimitable and non-

substitutable resource (West-III & Noel, 2009). It has been noted that, during the phase of 

discovery, weak ties have been particularly useful and that strong ties, instead, have been relevant to 

consolidate HK’s entrepreneurial entry. Despite proving valuable, the financial help of HK’s 

parents cannot be considered rare, nor inimitable, nor non-substitutable. Therefore, it seems more 

fruitful to try to understand whether the ties that were useful for entrepreneurial discovery could be 

also useful to create distinctive capabilities and, as a consequence, positive profits. In particular, the 

connection with Unisport A/S must be taken again into account. Especially at the beginning of their 

operations, technology start-ups are less resource-rich, hence, they look for resources in strategic 

alliances, in the form of long-term customers or suppliers (Lee et al., 2001). Unisport A/S can be 

labelled as a strategic ally of the new born Clerk.io. These types of partnerships are suitable for 
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signalling to third parties that the company has good chances for success (Lee et al., 2001). 

Accordingly, the collaboration with Unisport A/S could have vouched for Clerk.io for the 

acquisition of more customers. For instance, it was because of the network HK grew inside 

Unisport A/S that he could test ClerkCore also on Rezet Store and understand the true potential of 

his service (see Appendix B), thus confirming the thesis that social networks give access to 

resources and opportunities. However, findings show that linkages to other enterprises have weak 

links to new venture’s performance per se, or, in other words, if they do not interact with internal 

capabilities (Lee et al., 2001). This could be due to the fact that, the further the company moves 

away from its foundation, the more specialized and specific type of actions is needed, while general 

aspects of human and social capital lose their explanatory power (Davidsson & Honig, 2003). 

Moreover, it is the contribution of every single member of the network to turn the resource into a 

distinctive capability (West-III & Noel, 2009). The relationship with a customer, even though 

valuable and long-term, is definitely missing an active interaction from Clerk.io’s side that is 

committed only in maintaining the relation through good product’s standards. 

A linkage that seem to respond to these criteria is the collaboration agreement with the reseller in 

Brazil. The common client that first connected Clerk.io with the reseller organization had the power 

of bridging the two networks, narrowing an existing structural hole (Powell & Grodal, 2005). 

Thanks to this connection, Clerk.io had finally the chance to penetrate an extra-European market 

that was difficult to approach from Copenhagen. As Jonas recalls, the first deals with Brazilian 

clients were extremely difficult to close especially because of high bureaucratic and cultural barriers 

(see Appendix C). The intervention of the local reseller lowered instantly such barriers and made 

acquiring a client a lot easier. The reseller was already involved in the direct sale of a service for e-

commerce businesses, thus, most of the first clients was acquired through word of mouth (see 

Appendix C). The collaboration itself has its fundamentals on the resale of Clerk.io’s services in the 

Brazilian market, hence, it is leveraging on a Clerk.io’s internal capability. As a result, it is possible 

to infer that this network has the potential to constitute a distinctive capability.  

The resource is valuable because it exploits the opportunity to enter a new market and neutralizes 

the bureaucratic and cultural threats. Consequently, the Brazilian market is growing by 4-5% in 

MRR every single month (see Appendix C) in line with the MRR growth of the entire company (see 



91 
 

Appendix F), despite the fact that the Brazilian market is one of the most recently penetrated. The 

resource is rare because the competitors cannot own it as well. The resource is imperfectly imitable, 

because of the linkage’s embeddedness in specific historical conditions and social structures. In 

fact, the agreement was possible because Clerk.io had just started selling to Brazil without 

achieving the results the company was looking for and because of the common client that bridged 

the two organizations (see Appendix C). The resource is also non-substitutable; any other similar 

resources will itself possess the features of being rare and imperfectly imitable.  

This piece of evidence confirms the hypothesis drawn by Lee et al. (2001) stating that the 

interaction between internal capabilities and external networks have a positive interaction effects on 

the venture performance. However, the reseller agreement was signed only in September 2016, 

hence, it cannot explain Clerk.io’s growth rate entirely. In view of these findings, a plausible 

hypothesis is that, along its history, the company growth has been affected by similar type of 

connections. Once excluded other reseller agreements, the one with the Brazilian company has been 

the first and the only one negotiated, other types of agreements might include partnerships with 

local companies involved in the e-commerce industry and having access to a wide selection of e-

commerce businesses. Other local companies can involve competitors, other ventures with a similar 

type of business, in particular SaaS companies, or e-commerce agencies that are engaged with the 

creation of websites and/or marketing activities for the websites. Nonetheless, as Jonas explains, 

Clerk.io has never been able to profit efficiently from these informal connections and formalized 

partnerships. In order to make these networks profitable on a consistent basis, Clerk.io should invest 

many resources, a step the company is not ready to take even in its more mature and developed 

market, i.e. Denmark (see Appendix D). Especially in newer markets, the claimed reason for this 

fact is that the first priority should be the success of the salespeople inside the company, which, 

currently, is rather sporadic (see Appendix D). Although there are attenuating circumstances 

regarding the new human resources policies in place and the differences between Brazil and any 

other European market, it seems evident how the current situation of the European markets for 

Clerk.io, except for Denmark, is similar to the initial situation of the Brazilian market. In fact, all 

salespeople are concentrated in the Copenhagen office, all of them are struggling with being 

successful and reaching the company’s targets and most final clients could provide a connection to 

a potential profitable partner. However, it is arguable whether replicating the Brazilian approach 
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could be successful in other European countries, the environmental factors could, in fact, play a 

major role. 

In conclusion, it is visible how HK’s and, by extension, Clerk.io’s social capital are valuable assets 

for increasing and enhancing company performance. However, due to the isolated employment of 

these interactions, social networks cannot be considered entirely responsible for the growth rate 

registered by the company.  

6.4 Summary and conclusions 

The chapter was useful to analyse how HK’s motivational and cognitive factors affected the 

exploitation of ClerkCore. If successful exploitation is considered as the achievement of positive 

financial indicators, such as growth rate and positive profit, motivational factors appear to be 

irrelevant, while cognitive factors hold a correlation. Through the application of the resource-based 

view model and the path dependency mechanism, it has become clear how HK’s human capital 

does not represent a precursor for Clerk.io growth rate, but it does explain the negative financial 

measures. Although the application of the resource-based view shows how and why social networks 

could constitute a powerful means to reach overall positive performance, it is evident that their 

sporadic exploitation hampers the potential relation to the growth rate registered by ClerkCore. 

Therefore, the only plausible explanation for the astonishing growth rates of the company is to be 

found in the value of the technical solution brought to the market. Even though this explanation was 

first interpreted as weak, this is the only reason that still holds some accountability after the 

investigation.  
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7. Discussion 

This chapter discusses the findings of the paper proposing a plausible explanation for the results 

outlined. The chapter will also suggest some theoretical and practical implications. 

7.1 Presentation and discussion of the findings 

The paper’s aim is to understand how the discovery and the exploitation of EOs are dependent on 

the motivational and cognitive factors of the entrepreneur. In particular, the case study of the 

Danish software company Clerk.io was taken into account together with it founder HK who 

assumes a relevant role in the analysis as the entrepreneurial figure under investigation. The three 

analytical chapters were needed in order to find out what motivational and cognitive factors affected 

HK’s entrepreneurial actions and, as a result, how these factors influenced the discovery and the 

exploitation of ClerkCore. 

Findings show that entrepreneurial actions have, as precursors, intentions and beliefs. Intentions are 

a mediating variable that catalyses exogenous factors and beliefs in the action itself. Exogenous 

factors are involving motivational and cognitive factors, such as demographic factors, personality 

traits, skills and knowledge (Krueger & Carsrud, 1993). Following the study of Shane, Locke, & 

Collins (2003), nAch, risk taking, locus of control, self-efficacy and cognitive factors were 

analysed. NAch was found to be strongly related to the development of HK’s entrepreneurial 

intentions confirming the findings of McClelland (1961). Whereas, weak connections were 

identified between HK’s risk taking propensity and locus of control and entrepreneurial intentions. 

Furthermore, through the processes of enactive mastery, modelling, social persuasion and 

judgement on psychological state, HK developed strong positive beliefs about his entrepreneurial 

self-efficacy. Entrepreneurial self-efficacy is, in turn, related to entrepreneurial intentions (Boyd & 

Vozikis, 1994). Finally, HK’s cognitive factors, in the form of human and social capital, were 

successfully correlated to entrepreneurial self-efficacy and, consequently, to the development of 

entrepreneurial intentions. 

As far as the second sub-question is concerned, results of the investigation show that prior 

knowledge, social capital, alertness, systematic search and cognition are relevant antecedents for 

ClerkCore discovery. In particular, prior knowledge, in the form of human capital, was found to be 

positively correlated to the discovery of ClerkCore because of the industry-specific human capital 
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that HK accumulated during his experience at Unisport A/S. Social capital appears to be significant 

in terms of weak ties acquired through HK’s prior work experience and education since they 

granted him access to a wider source of information. The interaction between alertness and 

systematic search was especially compelling because alertness was responsible for the identification 

of signals of a market disequilibrium, whereas, systematic search led HK towards the research of a 

successful solution. Eventually, cognition represents the link connecting these antecedents into a 

unique perspective (Baron, 2006). For the discovery of ClerkCore, HK’s cognition functioned by 

employing high-order structural relationships. However, the discovery of an EO does not 

necessarily imply its exploitation. In HK’s case, the positive evaluation and subsequent exploitation 

of the opportunity was due to the inverse relation between perceived self-efficacy and belief in the 

law of small numbers and HK’s perceived risk. Lowering the perceived risks towards the 

opportunity, the use heuristics prompted ClerkCore positive evaluation. 

Finally, the last chapter shows how HK’s nAch, self-efficacy and industry-specific human capital 

are not correlated with the successful exploitation of ClerkCore, while social capital is. Using the 

resource-based view and the VRIN framework, HK’s human capital and the reseller agreement with 

the Brazilian company are detected as being two distinctive capabilities Clerk.io could leverage on 

in order to generate sustained competitive advantage. Through path-dependency, it is illustrated 

how HK’s human capital is not efficiently transferrable to its new venture, because a business 

relatedness element is missing. Therefore, the entrepreneur’s human capital needs to be closely 

related to its new venture in order to have positive effects on the new venture performance (West-III 

& Noel, 2009). Consequently, this explains why Clerk.io faced several years of negative profits. On 

the other side, the interaction between an internal capability and an external social network is 

capable of generating a new distinctive capability (Lee et al., 2001). Although this is proven true 

with the interaction between ClerkCore and the Brazilian reseller, Clerk.io does not seem to exploit 

similar types of agreement efficiently, to the point of explaining the growth rate of the company.  

The only plausible explanation for the positive growth registered by Clerk.io is the value of 

ClerkCore, as a technical solution that successfully meets a need in the market. This explanation is 

supported by the connection that researchers have found between firm’s customer orientation and 

its performance (Appiah-Adu & Singh, 1998). Customer orientation is defined as the propensity of 

the company to serve the needs of its customers, providing products that respond to their necessities 
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(Gatignon & Xuereb, 1997). Since ClerkCore was born as a technical solution for solving the 

problems that previous recommendation engines were causing to their users, it is possible to see 

how this strong customer propensity was translated to Clerk.io in the initial phases of operations. 

However, a customer orientation does not only involve the creation of a product responding to the 

unmet needs of a customer segment, but it also involves a general propensity of the company to 

continuously gather information from customers and translate it into a better value for them 

(Appiah-Adu & Singh, 1998). Therefore, this could explain why Clerk.io registered a high growth 

rate in the first years of operations, which started decreasing the further away the company was 

moving from the first injection of a customer orientation in the strategic outlook of the company. To 

some extent, the correlation between customer orientation and company performance could also 

explain the increase in the company growth in 2016 and in 2017. As HK states, in this year he 

focused his strengths on making the service scalable and on building effective practices for the 

customer success department (see Appendix B). Arguably, this also represents an attempt to 

reintroduce a customer orientation in the company practices. 

In conclusion, the research is noteworthy in proving that: 

• Intentions are a powerful mediator between motivational and cognitive factors, such as 

nAch and self-efficacy, and entrepreneurial actions; 

• NAch and self-efficacy are relevant predictors of entrepreneurial intentions; 

• Cognitive factors, in the form of industry-specific human capital, weak ties, alertness and 

systematic search, are antecedents of entrepreneurial discovery; 

• The more specific the entrepreneur’s knowledge to the new venture, the more positive the 

correlation to company performance is; 

• The exploitation of interactions between internal capabilities and social networks drives 

venture performance. 

7.2 Theoretical implications 

Although the research does not claim to be exhaustive, there are a few theoretical implications that 

are interesting to discuss. 

In the defining section of the first analytical chapter, it is explained how research upon 

entrepreneurship failed in adopting a unique and clear definition of entrepreneur (Gartner, 1989). It 
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is believed that this paper provides enough evidence to support the definition of Venkataraman 

(1997), because it allows for understanding the nexus between the entrepreneur and the contextual 

environment, thus supporting a more complete and complex view of the figure of the entrepreneur 

and of the role of entrepreneurship in the society. Following this line of thinking, research should 

aim at shedding more light on the concept of opportunity (Davidsson, 2015), in order to avoid the 

deleterious consequences of establishing further research on an ambiguous definition. The risks of 

this occurrence have been already illustrated in the first chapter thanks to the critique of Gartner 

(1989) against the trait approach. 

As far as the trait approach is concerned, it is assumed that the paper contributes to the discussion 

about whether traits can be significant predictors of entrepreneurial actions. This research does not 

distance itself too much from this approach, however, it introduces two relevant variables, in 

particular, intentions and self-efficacy. In fact, the investigation shows how motivational factors, 

(aka traits), can be connected to the formation of entrepreneurial intentions and, as a result, to 

entrepreneurial actions. Especially self-efficacy is a powerful predictor of intentions because it 

describes the beliefs of individuals towards the success or the failure involved in performing a 

behaviour (Shane et al., 2003). Further research should understand how consistent or non-consistent 

the contribution of self-efficacy in the relationship between antecedents and the development of 

entrepreneurial action is (Zhao et al., 2005). 

Furthermore, as investigated, in the evaluation phase entrepreneurs are not simply more risk taking 

than the rest of the population (Brockhaus, 1980), but it is their use of heuristics and self-efficacy 

that transform objective gain and losses in subjective ones, facilitating an increase in success 

expectancies and a decrease in failure expectancies (Krueger & Dickson, 1994). This means that 

individuals that show a more factual-based type of reasoning or are not especially overconfident 

will be less likely to become entrepreneurs, even when confronted with good opportunities. It seems 

likely that research focusing on self-efficacy and use of heuristics will be more successful in 

distinguishing between entrepreneurs and non-entrepreneurs. 

Eventually, another plausible element of attention is the divergence that research employs in 

treating alertness and systematic search. Although the two concepts are different and require two 

different implementation methods, as shown earlier in the paper, the two mechanisms could be seen 
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as complementary, instead of divergent. If further research is successful in finding other evidences 

of this interconnection, a more clear framework of opportunity discovery could be elaborated. 

7.3 Practical implications 

It is possible to distinguish between a set of practical implications for the specific case study on 

focus and a set of practical contribution this study provides for the broader field of 

entrepreneurship. 

7.3.1 Practical implications: Clerk.io 

As far as HK and Clerk.io are concerned, it is visible how it is necessary to keep the relation 

between profits and cost stable, in a way that the company can register positive profits consistently 

year after year. In a company that is self-funded and with a propensity to avoid the investment 

market, liquidity appears to be relevant in order to maintain a stable access to relevant resources, for 

example, valuable employees that could further expand the set of distinctive capabilities Clerk.io 

can leverage. Financial capital has been indeed connected to better performances because it 

provides the means to implement more ambitious strategies, or change courses of actions or, more 

importantly, to face the financial implications of a growth plan (Cooper et al., 1994). According to 

the findings of the paper, this can be achieved by a) disengaging from the path dependency process 

started with human resources policies, b) by broadening the expertise of the managing team, c) by 

engaging more systematically in profitable networking activities and d) by keeping the strategy of 

the company customer oriented.  

Although human resources policies have recently become more strategic, candidates undergo 

behavioural tests and are actually interviewed to understand their motivations and competences (see 

Appendix C), they are still not completely effective. As HK and Jonas reveal, 2016 has been useful 

to build a support infrastructure that was previously missing in the company (see Appendix B & D), 

whereas, little has been done with the backbone driving the growth of the firm, namely the sales 

floor. Since a great majority of the costs for Clerk.io derives from salary expenditure, a heavy 

support infrastructure that is supporting an instable sales floor will result in a disproportionate 

growth of fixed costs and in a relatively slow and small growth of revenues coming from new 

subscriptions sold. In an organization as flexible and little like Clerk.io, counting 15 employees, it is 

also quite surprising that such a change was not reached effectively in every department of the 
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organization in more than one year. This could hamper the growth of the company and, especially, 

its profitability. Therefore, it is advisable that the company starts implementing soon the plan of 

establishing a hub where the proportion between departments is 80% sales people, 10% customer 

support and 10% support infrastructure, as mentioned by HK (see Appendix A). In this way, with 

the new hiring policies that should be able to recruit more experienced and motivated people and 

with a proportion consisting of more revenue centers than cost centers, Clerk.io should be able to 

increase revenues, sustain liquidity and improve growth rate, everything else equal. 

Furthermore, as explained in the previous chapter, the breadth of the founding’s team functional 

structure and experience is positively correlated to company success (Beckman & Burton, 2008). It 

was analysed how HK’s narrow functional structure and experience affected negatively Clerk.io 

profitability, because he replicated in his new venture mechanisms he had experienced in Unisport 

A/S, which is only industry related to Clerk.io, but does not hold any business relatedness. Since 

founding conditions are proven to persist several years after foundation  (Geroski et al., 2010), thus 

being significant variables of survival, it seems that little could be done to improve Clerk.io’s 

founding conditions related to the breath of functional structure and experience. However, data 

show that the contribution of Jonas as a CEO in the company had a rather positive effect on growth 

and profitability. Hence, it seems plausible that company growth is not exclusively associated to the 

founding team’s size and heterogeneity (Eisenhardt & Schoonhoven, 1990), but also to the TMT’s 

size and heterogeneity. Therefore, Clerk.io could benefit from expanding the TMT with executives 

having different background experiences than HK. In particular, according to what researchers 

noticed regarding the relatedness of human capital for venture’s performance (Davidsson & Honig, 

2003; West-III & Noel, 2009), the advantage should be even more significant if the new executives’ 

background were to be business specific to Clerk.io’s business. Reasonably, the executives’ 

heterogeneity should enlarge the set of distinctive capabilities the company can exploit and should 

favour the specialization among the executives. With HK’s choice of returning to the position of 

CEO, it seems evident that one or more departments of the company will suffer once more from 

poor leadership, as HK will be in charge of development, customer success, finance and, 

marginally, of the sales floor, too. The specialization of the executive’s role could facilitate the 

professionalization of each main department, fostering also the process of Clerk.io’s transition from 

being a start up to being a structured company. Moreover, each new executive’s human capital can 
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bring to Clerk.io the same benefits HK’s human capital brought to the company in the first place. 

For instance, it is very likely that they could discover new rewarding opportunities to exploit, 

thanks to new customers’ insights or new organizing modes. More importantly, each new hire 

carries not only a specific bundle of skills and knowledge, but especially new external networks that 

could be exploited to enhance the company profitability. 

As detected previously, the amount and relevance of social capital is, indeed, what is consistently 

correlated to the enhancement of company performance (Davidsson & Honig, 2003; Lee et al., 

2001; West-III & Noel, 2009). Through the access to new external social networks, Clerk.io could 

potentially secure new resources, such as skilled labour, financing, reputation, or, more in general, 

sources of information. As mentioned before, strong and weak ties guarantee resources’ 

mobilization and reduction of information asymmetry respectively, thus, strong ties are connected 

with better firm performance, whereas weak ties are related to opportunity discovery (Bhagavatula 

et al., 2010). This should enhance a beneficial cycle where new opportunities are discovered 

consistently and resources to successfully exploit them are achieved more easily. Especially in an 

organization small as Clerk.io intending to maintain a rather small size per every office established 

(see Appendix A), this cycle should also encounter little bureaucratic and cultural barriers. With all 

else equal, this should enhance company growth and profitability. 

Taking into account social networks on a more organizational basis, it has been acknowledged that 

Clerk.io does not leverage on external networks extensively because of a total benefits – total costs 

dichotomy, where costs are believed to be higher than the potential benefits (see Appendix D). Such 

beliefs were reinforced because of the experience with the Brazilian reseller. Although the final 

outcome seems to be finally yielding the expected results, the initial investment in terms of men 

hours and time resource involved was actually rather high (see Appendix C), not only for Clerk.io 

but also for the reseller. It must be remembered that the reseller was already in the market reselling 

another kind of e-commerce solution (see Appendix C), hence, it had to abandon its current 

business to pursue the new partnership. Arguably, as most other types of investments, investing in 

an external partner requires a high level of costs at the beginning, which are mainly focused on 

training and alignment, and should yield returns in the longer-run. As previously mentioned, the 

peculiarity of the connection between Clerk.io and the Brazilian reseller is the interaction between 

an internal capability and an external network, even more peculiarly the Brazilian reseller represents 
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the point of connection to a broader network already existing. Hence, the returns on the investment 

were expected to be high from the very beginning and the investment was believed to be worth the 

costs involved. Ideally, Clerk.io should aim at pursuing collaborations with the same kind of 

features: 

• They involve an interaction between an internal capability and an external network 

• They involve a strong commitment from both parties 

• They involve a partner working in a similar type of business, thus having access to a rather 

wide network of potential final clients 

These guidelines should ensure that Clerk.io does not engage in unfruitful partnerships and, 

especially, starts exploiting external collaborations more extensively, since the guidelines provide a 

screening means for deciding between valuable and non-valuable collaborations. However, it is not 

completely clear whether the priorities of Clerk.io are compatible with a more consistent 

implementation of external partnerships. Jonas mentions that the company’s priority is to make the 

people inside the company successful before evaluating the collaboration with more local partners 

(see Appendix D). This entails that the company’s efforts and investments would be focused first on 

the employees. With a company like Clerk.io that has access to scarce financial resources, it seems 

rather difficult to pursue both strategies at the same time and rather wasteful to, first, invest heavily 

in training an employee and, then, invest in a collaboration that should take over the local sales, at 

least partially.  

Lastly, it has been hypothesized as a plausible explanation for Clerk.io growth a certain customer 

orientation instilled in the company at the beginning of operations. It seems legitimate to deduct that 

if this customer orientation is kept stable in the product development phase and it is also chased by 

the rest of the organization, then it will positively affect future company growth and profitability, 

everything else equal. With HK taking over the CEO position and losing his complete focus on 

product development, it seems rather challenging keeping the product updated to the customers’ 

needs. 
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7.3.2 Practical implications: the general field of entrepreneurship 

The findings of this research bring interesting insights for the general field of entrepreneurship as 

well, such as a) the relevance of industry-specific knowledge for conveying the value of the 

opportunity discovered and c) the significance of social capital for successful exploitation of the 

opportunity. 

According to the analysis conducted, not every kind of prior knowledge is useful to discover a 

valuable opportunity in the market. It seems likely that individuals with very specific knowledge 

about the industry(ies) they have previously worked in are more inclined to discover more 

significant opportunities, thus confirming the hypothesis tested by existing research (Colombo & 

Grilli, 2005; Cooper et al., 1994; Davidsson & Honig, 2003; Shane, 2000; Ucbasaran et al., 2008). 

However, what appears to be especially relevant is that individuals having prior working experience 

in companies that can be considered potential clients of their new ventures are even more facilitated 

in the discovery of a valuable opportunity. Hence, they have the chance to gain powerful insights 

for the issues the specific business encounters in the daily activities or in the implementation of new 

solutions. These insights offer the future entrepreneur the possibility to have a first understanding of 

the adoptability and the usefulness of the product or the service he or she is going to develop and, 

consequently, commercialize. Moreover, the connection with a future potential client gives the 

individual a solid base for testing the new product or service and perceiving whether there is an 

actual advantage for the final client. Extending this finding to wider application fields, two 

conclusions could be drawn. First of all, individuals that are willing to pursue a career in 

entrepreneurship might find useful to leverage on their most recent working experiences and 

pinpoint the problems or the unmet needs they ran into in order to discover a potential valuable 

opportunity. Secondly, this might give a measure to business angels and early stage VC firms about 

the value of the solution they are investing in. 

Once the value of the opportunity has been assessed, the exploitation’s phase is crucial. In this 

phase, social capital appears to have a major role. As mentioned several times in the paper, social 

capital is a powerful means to gain access to resources (Bhagavatula et al., 2010; Davidsson & 

Honig, 2003). Therefore, heterogeneous social networks can give the entrepreneur the chance to 

avoid some of the dysfunctionalities detected in Clerk.io’s founding operations, in particular, the 

narrows of the founding team that was then transmitted to the entire organization. Moreover, social 
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networks could provide a first source of reliable labour and, potentially, sources of financing. In a 

later stage, external networks can offer new sources of information and new rewarding 

opportunities (Ardichvili et al., 2003) and can also offer new sources of revenues leveraging on new 

distinctive capabilities (Lee et al., 2001). Hence, it is advisable that entrepreneurs expand and 

exploit consistently the network outside the company, overcoming the boundaries of the 

organizations. By extension, with all else equal, entrepreneurs that can rely on a greater social 

capital, are more likely to own companies that are more successful. Also in this case scenario, this 

aspect could give a measure to investors about the degree of success the venture they are investing 

in could potentially achieve. 
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8. Conclusions  

This final chapter will present the conclusive findings of the paper and clarify its contributions in 

relation to the research question proposed. In addition to a final examination of the results, the 

limitations of the thesis and suggestions for future research will be outlined. 

8.1 A final examination of the findings 

As stated in the introductory chapter the aim of this research has been to study how the discovery 

and exploitation of EOs are dependent on the entrepreneur’s motivational and cognitive factors. The 

purpose of investigating this topic has been raised by the necessity of clarity within the field of 

entrepreneurship. The paper has especially attempted to convey a more coherent path in the 

research regarding what and how the entrepreneur’s individual factors can actually influence the 

entrepreneurial decision-making process. It is believed that, the main contributions of this paper 

relate to why the definitions about who the entrepreneur stemming from the trait approach were not 

successful and why the entrepreneur’s human capital is not always found significant especially in 

the exploitation phase.  

The analysis undertaken for answering the first sub-question shows that the entrepreneur’s 

motivational factors, also recognised as traits, are indeed relevant in the decision of following an 

entrepreneurial career (Shane et al., 2003). Previous research has tried to connect entrepreneurial 

traits directly to the behaviour of the individual of deciding to be an entrepreneur, thus retrieving 

poor and contradictory results (Gartner, 1989). However, it is found that this stream of research was 

missing the intermediate link offered by attitudes and intentions towards the target behaviour 

(Krueger & Carsrud, 1993). In this case, motivational factors need to be treated as exogenous 

factors influencing attitudes and, particularly, intentions, which, in turn, are predictive of actions 

(Krueger et al., 2000). Within this new framework, self-efficacy appears to hold the strongest 

correlation. The investigation based on HK shows that also nAch is a relevant predictor of 

entrepreneurial intentions and actions. Eventually, human and social capital, with their positive 

influence on self-efficacy, can be also considered significant exogenous factors. 

The investigation about the second sub-question proves that elements stemming from the 

entrepreneur’s cognition are the most relevant for the discovery of EOs. Hence, cognitive factors 

represent the best predictor for discovering an opportunity. After the clarification about the nature, 
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the features and the way EOs are involved in the entrepreneurial process through the employment of 

the examination by Sarasvathy, Dew, Velamuri, and Venkataraman (2003), it is analysed how 

human and social capital, alertness and systematic search and cognitions are all significant 

antecedents of EO discovery. Indeed, since these aspects are all connected through cognition 

(Baron, 2006), the interaction among them creates the dimension needed for the entrepreneur to 

discover opportunities. In particular, several hypothesis from previous research are also verified,   

1) prior industry-specific knowledge correlates to EO discovery (Davidsson & Honig, 2003; Shane, 

2000; Ucbasaran et al., 2008); and 2) weak ties, instead of strong ties, correlate to EO discovery 

(Ardichvili et al., 2003; Bhagavatula et al., 2010). On the other side, it seems likely that alertness 

and systematic search should not be seen as two alternative ways for identifying opportunities in the 

market, but they should be rather considered complementary. If the entrepreneur’s cognitive factors 

are relevant for opportunity discovery, the entrepreneur’s motivational factors are significant for the 

opportunity evaluation. As expected from the positive correlation tested between self-efficacy and 

entrepreneurial actions, the use of heuristics increases the levels of perceived self-efficacy, which, 

in turn, decreases the level of perceived risk. With an increase in success expectancies and a 

decrease in failure expectancies (Krueger & Dickson, 1994), the evaluation of the opportunity is 

favourable. 

Eventually, results for the third sub-question demonstrate that motivational factors have no real 

impact on the successful exploitation of EOs. Even in this case, cognitive factors play the most 

significant role. Findings are also particularly relevant in what concerns the influence of the 

entrepreneur’s human capital. In fact, an important stream of research reports how this variable and, 

in particular, industry-specific human capital, is strongly correlated to the new venture performance 

(Baum et al., 2001; Colombo & Grilli, 2005; Cooper et al., 1994; Davidsson & Honig, 2003; 

Gimeno et al., 1997; West-III & Noel, 2009). However, the study shows that these results are not 

necessarily consistent. Industry-specific knowledge is not particularly relevant if not directly 

applicable to the new venture, or in other words, if there exists no business relatedness (West-III & 

Noel, 2009). On the other side, existing hypothesis stating that social capital is a significant 

predictor of company performance (Davidsson & Honig, 2003; Lee et al., 2001; West-III & Noel, 

2009) are verified. In particular, the interaction between a company internal capability and an 
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external social network (Lee et al., 2001) is found to be a significant predictor of positive 

performance. 

These findings allow for saying that the discovery of EOs is dependent on the knowledge acquired 

through the entrepreneur’s industry-specific human capital and through weak ties, while the 

successful exploitation of the EO is dependent on the relatedness of the entrepreneur’s human 

capital and on the interaction between the venture’s internal capabilities and the entrepreneur’s 

social networks. Therefore, while motivational factors are relevant for opportunity evaluation and 

entrepreneurial actions, cognitive factors are essential for the discovery and the exploitation of EOs.  

8.2 Limitations 

The limitations of the paper are a direct consequence of the design chosen for this research. It must 

be taken into account that the paper is proposed as a qualitative research based on a single case 

study. This design could especially hamper the generalizability of findings because of the sample 

size and the specificities of the case study under analysis, i.e. type of industry, features of the 

founder and location of the company. 

Moreover, although triangulation of empirical data was employed to limit the effects of biases, it 

must be considered that the interviews, which offered the great majority of the empirical data 

collected, represent self-reported data. As such, they are inherently subject to bias that are difficult 

to control and account for. On a further note, it was noted that the research could have benefited 

from the contribution of a brief interview with HK’s first and only partner, since it could have been 

a valid source for further verifying the data provided by HK during his interviews. 

Eventually, due to time span this research could analyse, the time constraint also denotes a 

limitation. In particular, with HK re-engaging with the role of CEO, it could have been interesting 

to analyse whether the suggested findings regarding how HK’s human capital affected Clerk.io 

performance are consistently proven on a more long-term perspective.  

8.3 Suggestions for future research 

In consideration of the limitations just outlined, it is possible to suggest some directions for future 

research in order to verify whether these findings are applicable in a different design set.  
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First, future research could consider collecting bigger samples and opting for a quantitative study 

type of methodology. In addition, future study should test the findings also in other type of 

industries, in other countries, and with entrepreneurs with a different background, especially with a 

managerial or entrepreneurial prior experience. 

Secondly, future research could select different types of data collection. Findings could be tested, 

for example, with surveys rather than interviews. Furthermore, including more points of views from 

partners, collaborators or employees could potentially offer a different perspective and depth to the 

study. 

Lastly, longitudinal studies could be considered to account for the long-term perspective and 

understand whether the learning-by-doing type of learning is a sufficient substitute for missing 

entrepreneurial factors. 
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Appendices 

Appendix A – Interview with HK, 11/08/2017 

S: The interview will be focused on having some background knowledge on which I will build the 

framework and since you are the person that was in charge since the beginning, I need to retrieve 

some information from you. So the interview will be very much open, I will have very open 

questions so you can just talk. So let's start with Clerk's foundation. How did it go how you went 

about it, just tell me a little bit of what you can. 

 

H: So, basically Clerk was started as an accident. I worked at Unisport and as the guy who would 

involve both business and IT, so kinda solved business problems with IT and led IT department and 

I just stumbled upon recommendation systems. I stopped in Unisport in 2010 I think to get a teacher 

assistance position in computer science. It was fun but I couldn't really... I helped a lot out, Unisport 

and helped them hire new people. So basically I just turned around with a problem, found a 

solution, we tested it, I got data from them, it looked good. Then we tested it for three months and 

beat the other softwares with like 143% extra conversion and upsale. So everywhere where people 

clicked and bought something, they bought 143% extra from Clerk. So, Philip (aka the CEO of 

Unisport) asked what it costs and I just threw up a price right there. So the pricing was invented in 

two seconds there and basically I just came home and had to start a company to send the invoice. So 

that was like, it started by accident, and then I think it was in 2011, September 2011 or something 

like that, and I used all the next year to try and figure out, should I pursue the PhD I have always 

wanted to going for or should I pursue this and I had some Unisport guys that just started a small 

webshop. We made a deal, they got it for free for a year if they tried it out and paid for the 

integration 'cos none of us had any money. They got the same percentage and it saved them a lot of 

manual work and then we were sitting there with 'ok, for the big guys we make a lot of money, for 

small guys we save a lot of time, I need to pursue this somehow'. I didn't know anything about 

business or selling or anything, so I thought 'ok, who knows something about business? People from 

Copenhagen Business School!'. So I just put a post in their job board or something like that, I got a 

lot of inquiries, interviewed a lot of people, talked to a lot of people, found my previous partner 

there. We kicked it off for two years, from summer 2012 to summer 2014 tryind to build this, but it 

was really clear that we got a stable little business running, but I wanted to have a more aggressive 

approach, so I bought him out in summer '14 and started what is Clerk today. We had a little bit of 

money in cash flow so we hired a couple of salespeople, started building it up. From summer '14 we 

were like 4 or 5 people at most, including part-timers, so 3 people full-time. Then we had a really 

good year and we started expanding into several different markets in '15. I think the strategy at the 

beginning was just to...different markets is pretty easy to get access to in terms of you only need a 

phone and a computer. What was harder for us to find was salespeople that could work in an early 

stage start up, so where you don't have a lot of infrastructure, you don't have a lot of resources, you 

don't have a lot of tools. If you get the right person you could do anything. So it was more about 

that rather than, like today we are shifting more in trying to build those markets, where we are 

trying to build small teams for each market, to try and get more network effect. Because when you 
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grow you start to go into the pains of dealing with support and sales, so I think when you grow a bit 

more and you start having a lot of clients you need to build a bit of an infrastructure. 

 

S: If you had to say a few words about the selling strategy at the very beginning, even in Denmark, 

how people went about it? 

 

H: I think we chose a strategy just based on how we started, calling and knocking to doors, trying to 

getting in contact with people. When we started this was really raw, nobody knew anything about 

search engine and recommendations, so really raw market. So inside sales, where the sales team 

worked really well and still does, like I would say there are only two things you can sell in the 

world: painkillers or vitamins. Painkillers are so people have a problem they go out and buy a 

painkiller, vitamins is when you want to be even healthier. To the last degrees we sell vitamins, 

where you don't have reports saying 1.5 millions losts due to the people couldn't find something on 

your website. So if you have to sell vitamins you really need to be more aggressive, I'd say you 

need to educate people when it comes to new things. Now we shifted a bit more over to marketing 

and... There are many more people looking for some of our products right now, they know they 

need something that is good, they might not know what, but people start looking on the internet, 

look for it. And as for email recommendations and audience it is still a bit more sales. And I think 

that as we expand our product line, we always try to build something that is so far ahead that they 

don't know they need it yet, then you need to go out and educate them. The sales strategy is 

basically education, educating people so that they go from 'this is a vitamin I need to it's a pain that 

I don't have'. 

 

S: When you started growing, you started in 2015 with going abroad, so you started penetrating 

other markets, how did it go and how did you approach it? 

 

H: The approach went pretty randomly. Basically if we came across a person, it was much more 

about the person than about the market. So as long as it is for Europe, it works. Business is built up 

of people. I still think that the differences in people are still bigger than the differences in markets. 

The success is much more about getting the right people rather than getting into the right markets, 

or hitting a market perfectly. So for us, actually time is the biggest challenge, so you can serve 

every server on earth as long as you are on the same timezone. So everywhere from Copenhagen to 

South Africa is no problem. When we grow bigger you start to want to align the different markets 

more, 'cos getting attraction is something you suddenly are aware of. In the beginning you don't 

know what attraction is or feels like, but then when you try it out in one market you're like 'ok let's 

try in more markets'. The strategy right now is actually to build a company that is 80% sales, 10% 

support, 10% everything else. Right now we have been building a lot of the background 

infrastructure, so right now we have 50-50. But that infrastructure is built to be able to support sales 

and grow sales even faster. So the long term strategy is to build this hubs of about 50 people, no 

more than 50 people because if you get more than 50 people you don't really know each other, with 

the proportion 80-10-10. Again we don't know if it works, just if you go and hear from people, just 

listen from other founders, listen to people who built a company for many years and listen to what 
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works and what it doesn't work. And again the reason is really related to humans, so we have this 

big room now here, try to fill that with 50 people...and the purpose of having another office is 

basically where we can in a certain radius attract 10 good supporters and 40 good salespeople. But 

the purpose of any other location is 'are there the right candidates nearby'. And of course we will go 

a bit more for marketing, which is embarassing that we haven't solved yet. 

 

S: So if we just go back a little bit in 2015, what would you say was the selling strategy when it 

came to new markets? In Denmark basically you could pick up the phone and also go directly to the 

person and maybe train them, make them visualize... 

 

H: Yeah but sales it's still the same, it takes longer to go to Jutland than go to Rome. So in terms of 

distance Denmark is not that, I would say if you live in Copenhagen it just takes long time to go to 

Jutland as almost as it takes to go to any other countries. So I think the strategy was that most of our 

clients...it was the same way, there was no difference. So sometimes it was just easier to take the 

train and go see them in person, but I think it was only within the radius of Copenhagen that we 

could really do it. So I think the strategy was that there was really not a lot of strategy other than 

noticing this pattern that as long as it's on the phone and you only need a computer, there is no 

difference in being in your country or in another country.  

 

S: Could you tell me a little bit more about the financial aspect? You started growing with 

Denmark, then you moved to other countries and that takes a lot of investments usually. 

 

H: Yeah, I would say... we're self-funded, so we've never really invested in anything. We have 

invested one position at a time, so only one or two degrees of salary, every time. So it's been really 

small steps, see what works, see whether we should add capacity to hire another person. What's 

performing the best right now, but it could also be that we couldn't find people for that position, so 

we were just trying to find a person that was good, find that person and put him in. So I'd say you 

don't need to invest a lot to go all over the world. I think the biggest thing is actually been 

honouring an agreement. When do we have a deal do we honour that? I think Dion said it really 

well. He was working at Roskilde festival as a volounteer behind stage and some of the guys that 

come to set up the stage, so they see a lot of different nationalities, and one of them just said like, 

because things were very efficient, you could see that he was really pleased. And he was like 

'Germans are fun!'. I think that it really says a lot about the Danish culture is that we have a bit of 

this German, they are making a masterpiece out of being really really structured and a deal is a deal 

and we do things with a high degree of precision, but maybe not that fun. I think Danish, we have a 

lot of that, I think that was actually the biggest cultural change. When you move to other markets, 

honouring an agreement is not that important, I think that's always the hardest part. So it's been 

more about actually collecting money. I think there has been a cultural change, but that is something 

you solve through a bank, to have a buffer. It might be that many people are not paying in that 

period and then a lot of people start paying. So there is a bigger variance and it takes more days 

while Denmark has been more consistent on paying more on time. The medium size business are 

the best at paying, the smaller ones it's usually a bit late because they might only have one person 
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doing it and they might do it only once a week or once a month. The bigger ones, they have 

departments and they try to optimize for this, so it's more in the beginning trying to get in the A-

group, rather than C-group. So I think more it's actually that. I loved when Peter from Trustpilot 

said that, when they started growing at Trustpilot, because they had so much funding, it actually 

took them a lot of time to figure out that a lot of their customers weren't really paying. Because they 

had a lot of deals and agreements, but they only sent out the invoice and then they didn't know 

anything about it. So it took them some time to figure out that they didn't need to only close the deal 

but actually make the customer pay you. And as you grow that is also the hardest thing in a business 

'cos we always lower the percentage of how many customers pay late and how late they are paying, 

so we get more and more stable percentage wise, but the figures get bigger and bigger. So I would 

say in the beginning when we were having 20% ... typically we have two big expenses, we have 

salaries and we have taxes, that's devided in the last day of the month and the 10th, so there is 

always 2 gaps and then we make money for the rest of the month. So in the beginning if 20% of 

your customers didn't pay before you had to pay out salaries it was no problem, because you had 

that in buffer. Today even though we might have only 5% that's still more than 50K, so that's two 

positions that you have to have in buffer even though you have lowered your percentage from 20 to 

5%. And that's actually the cultural thing of going into new markets, it's actually more like 'when do 

we have an agreement?'. I think that I can speculate but I think that here in Denmark we are a bit 

more sure that of course we can fix this, I can pay you. Even though it is not perfect yet but I know 

it's gonna work. For other markets they might wait until it absolutely perfect to make sure we get it.  

 

S: So I have a few more questions about the Italian market and the Brazilian one, because as for the 

Italian market you were there for almost a year before Jonas took over and for the Brazilian market 

you saw the very beginning. So just tell me a bit more about how Italy started and how it did go. 

 

H: I think Italy just started with Lisa just coming to our door and say 'hey, I need a job'. She was 

really persistent, we had no plans to go to Italy, maybe Norway or Sweden or something like that. 

But she was like 'hey, I can do it!', she did it for free, we gave her some commission, but she was 

like really persistent. So she actually created that position by going out and kicking some asses. So 

Italy it was basically her just forcing our hands.  

 

S: And about the selling strategy, you didn't see any changes compared to what it was in the other 

markets? 

 

H: I think that's harder because...I think I actually see sales the other way around, it's the same no 

matter what you do. If you sell a newspaper or a couch or IT products, how you sell things haven't 

really changed in thousand of years. There might be some small tricks, but I think it's more...what I 

have learned so far is sales is the same, like I can use the tecniques I have learned here I use them 

everywhere else. It’s about getting people attention, qualifying meaning can we help them, do they 

need our help, and then is basically just I would call it the persuasion phase, if you have qualified 

them and then they need us, then it's just making them see it, and when you have provided enough 

value or basically provided enough trust typically. I would say that the differences in selling is not 
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much about markets but about people. Typically a couple of personas in the world, the ones that are 

like outgoing, the ones that want the newest things, the more conscious people, I think in the sales 

process strategy, and this is something we want to do also in Clerk, is more actually about 

identifying what person you are talking to, so what's important to them. So I think my experience is 

that, yeah there are cultural differences, but humans are so much alike. 

 

S: How did you decide to go to Brazil? It was the first market out of Europe. 

 

H: I have actually always loved Brazil. I was also aware of the Brazilian market being interesting, 

with a lot of potential. And then we were approached by the guys from Brazil that wanted to change 

from being an eCommerce agency to actually selling software, so it was a good fit. I think it was a 

pretty quick decision where I would say I would do a lot differently today. Because you could see 

that there was even more cultural differences. But I think it was just good trying and seeing it, but 

again I think it is a very interesting market. But what was mostly impressive is that they actually 

took the initiative, 'cos it's a high barrier to entry and this is why it is interesting. They built a lot of 

wall around the market so it's hard to get in, but once you are in that means that are not many 

people there. A lot of people, but not many suppliers.  

 

S: You looked for Fernando or...? 

 

H: I think it was actually Lisa who recommended him, or something like that. So again it was like 

we had a room for a position, ok let's try Brazil. I think a lot of this business has been trying things 

out. Mostly we didn't have plans because we didn't have any experience, we didn't know what it 

works so we had to figure it out what worked. And then the more you learn then you can start to 

standardize. And like if you need three people for a market, even hiring three people two years ago 

would be like crazy and hiring two people today is not that big of a problem. But if you get into a 

game by accident you actually have to learn as you go. 
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Appendix B – Interview with HK, 24/10/2017 

S: I think we should start with a background check, on what was your life before Clerk, what you 

have done to get there in a matter of education and work experience as well. You gave me a rough 

idea of that in the previous interview but it was very short, so I'd ask you to go a bit more into the 

details of it. 

 

H: Ok. So I think that's a good linear path from my high school and onwards. So if we just looked at 

Hans Kristian just finishing high school, I have dreamt all my life of studying chemistry and I 

wanted to move to Copenhagen. The main thing that I did during high school was actually playing 

in my band, it was the '04ish. So Internet was kinda out there and there was MySpace and some 

stuff and we decided that if we wanted to go in some places we needed a website. So I had to figure 

out how to do the website and I had no technical background on that. I made something and I got it 

working, really really basic. But that was when I got my job at Unisport because when I moved to 

Copenhagen I was just in my sabbatical year after high school and just moved to Copenhagen to do 

stuff, maybe travel, who knows. And then I saw this position at a company called Unisport and I 

had no interest in football at all. And it was pure football player, like really for the nerds. But they 

needed somebody because they were starting to sell something online, so they just needed 

somebody that could do small stuff for their website. And I got it, which was weird, but the only 

experience I had....Unisport business strategy was basically hiring cheap labor during their 

sabbatical year, it's a very interesting strategy as well. So I was really cheap and I knew something 

about websites. Ok, that was it. At that time, like today Unisport makes maybe I would guess more 

than a billion dkk a year on sales, so a big business online but back then, 12 years ago, they really 

had no idea. Like there were two people in the online which was Kristian (Kristian Nissen), which 

was one of the owners, and Filip who is the CEO today, he was just hired one year before. So it was 

really an optimistic company, it was just like they had this little room and I was hired and I was 

taking pictures and putting them on the website at a very low level and manual. Then they had 

another guy that was hired and was figuring out marketing with Kristian. It was just a really fun 

little business but there was no big ambitions about it. And I think in a couple of months, I started in 

September and mid-October the online was growing so much that I actually became a full time 

developer. Because at that time they had just like a custom made website and they paid 18% of the 

revenue to the guys developing the platform. So I got the task 'hey, can you build eCommerce 

system for us?'. And it was before you really had Magento or any other platform. So I had a 

sabbatical year where I ended up working all the time and it was really really exciting 

with...basically I had a life where I got home after work and learned how to code everything I 

needed to code the next day. So it was like 8 hours of coding what I learned the day before, then go 

home, have dinner, 8 hours again of learning for the next day, sleep and that was basically...I 

learned a lot that year and after 8 months I launched the new eCommerce system which they used 

for a couple of years. So that was just crazy and weird and I think it back today I think it was the 

worst business decision hiring a 19 year-old with no experience and develop the whole business on 

that. But it worked and it was kinda like how Unisport was a couple of really good accidents, more 

or less. But it was also a company where people were allowed to do stuff. After that year nothing 

really interesting happened, but then was really when I got interested in computer science. So I 



118 
 

actually started chemistry after that year, like chemistry was still what I wanted, so I went part-time 

in Unisport, so I became part-time CTO, like a full-time employee. I was in Unisport for five years I 

would say and in those five years I went from nothing to being really a key player. One of the 

things I have also learned at Unisport is how they really connected with their customers, like none 

of Unisport's customer has a credit card because their main focus group is below 18. So we always 

joked about that everything we were doing was like for the parents' credit cards. But yeah, I lost 

interest in chemistry and basically started computer science half way through and of course we 

came across lot of stuff like search engine, recommendations were really crappy. And for a couple 

of years I was just fascinated that you put data into piece of software and then it predicts something. 

That was crazy but it predicted something that maybe was good for 2/3% of the products and the 

rest was just shit and we were using a lot of time making the rest looking good. So that just 

intrigued me, like as an idea, a thought, like I wanted to know how a computer could predict things, 

even though it was crap. But in 2010 I stopped in Unisport, but I was so involved in the business, 

like I was really the guy bridging IT and marketing that it actually took a year before I could quit. 

And I kept my connection with Unisport, helped in hiring the new IT people and, I didn't get paid 

for it, it was just like 'of course I want to help'. But then I stopped in summer '10 because I got a 

teaching assistant position at computer science, kinda growing the idea of maybe trying a PhD, 

going down that road. 

 

S: So you started with the computer science degree after a couple of years you started at Unisport? 

 

H: So I started Unisport in '05, I started chemistry in '06, around mid-way through '07 I kinda 

realized that all my lectures I was just doing things I would be doing in Unisport like figure out 

stuff, figure out how to solve problems. So I realized I actually lost my interest in chemistry like as 

my main passion, it was more computer science. So I didn't know there was a computer science 

department, I literally knew it because we had organic laboratory and we were sharing it with the 

computer science departments. So I just swapped to computer science in summer '08, started 

bachelor there. Then 2010 stopped at Unisport, got a teaching assistant position and I think in the 

window between '10 and '11, I was just like out of pure interest just playing around with these 

recommendations programs. Especially we had that problem that the cold start was a big issue, like 

the fact that the machine takes time to learn was a big issue for us 'cos we had a lot of peak sales 

where like new product comes out, it's highly exposed for a week and that's it. So we had like sales 

peaking here and then falling to a base level. Whereas if the recommendation engine would pick up, 

so we had a S-curve shape. So the first two weeks it didn't do much good and then we looked at the 

total sales of the product than we looked at how many product were sold with that program, so the 

basket size had kinda an S-shape up. So I think I just played around with the idea and I think I was 

in the backseat of a car on the way home from a ski trip in Norway I thought maybe this works. I 

got home and I just sat down and I tried to make it work and it seemed to work. So again it was just 

a model, no data, just trying and putting in some data and I just made it to look ok. I wrote Filip and 

said 'hey, I might have a solution to your problem, can I get your data?', and he said 'of course', I 

mean of course I hired all the IT guys so that was really easy and got it and it looked really good. It 

was basically just the API and the product feed, there was nothing else, really really raw format. 
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And then we made a split test between their system and mine, that was in summer '11, for three 

months and I beat it with 143% in extra sales. So if you look at sales through recommendations, we 

had this meeting and I was presenting just the numbers, your system made this and we made this, 

this is how we beat it, just two slides on how I did it and how the results looked. And Filip just 

asked what it cost and I really had no idea about creating a company or selling a product before that 

question, so I just had to figure out the price. So it was like two tiers in that second, calculating 

what it cost me to host and maintain, that would maybe be a 2000dkk, but I also helped them in 

making lots of millions, so I could just multiply it by 10, so I ended up with 10000. So suddenly I 

was making 8000dkk a month from nothing. So I had to go home, creating a company, get a bank 

account, it took 2/3 months before I could send an invoice. That was actually how the company was 

created, it was just a sequence of events with no real purpose and that I think was something that 

shaped the company a lot in the beginning, because that was an accident. So suddenly I was making 

what a student job pays, so I didn't need a job. So in the window between '11 and '12, I was like 

'should I pursue this and see if I can make more, or should I still go for my PhD?'. Actually at the 

same time I made Clerk I wrote my bachelor project there so I was just starting the master when the 

company was created. So, the guy that owned Unisport he created Rezet Store which is a sneaker 

brand store, really interesting guy, died of cancer couple of years ago. But that guy really inspired 

me, he had no ambition at all but he just by accident got...he had like once a year just had one great 

idea that just revolutionized the company. With his partners in Unisport the deal was that he got 200 

days of vacation every year. He just wanted to be in his football store and be with his family. Like 

he was really a down to earth guy, he had no plans of being a millionaire and Unisport started with 

him importing illegal copies of shirts. And after Unisport he started Rezet store which also became 

a really successful brand and collection of stores. But he died, so two other Unisport guys had taken 

over so I just wrote them. And I was like 'hey guys, this works for Unisport would you like to try 

it?'. And made a deal where, none of us had really any money, so it was like ok, they paid the 

development costs and then they would get it free for a year. And it also worked. It didn't make that 

much money because they didn't have that much revenue, the percentage lift was the same, but it 

saved a lot of time, it actually saved a lot of man hours and for small businesses that's really 

important because there is so much stuff to do so a lot of the maintenance of the website was 

removed. There was when I really realized I was onto something, because if we can make a lot of 

money for the big guys and we can save a lot of time for the small guys, then we really are in front 

of something. It was spring '12 when I got that realization. But then I realized my background was 

musician/developer, so no idea of how to do anything business wise. So I was like, then we need to 

get somebody from CBS, they must know something about business. There is like a portal at CBS 

for people that wanted to start companies and it was crazy because everybody else was CBS people 

who were trying to find technical co-founder and I was the only one who started writing 'hey, I have 

this company with a revenue stream and with a product and I need somebody who helps me selling 

this shit'. And I was just like blasted away with 100+ requests, so I had a lot of interviews in the 

spring with a lot of different people. I had no qualifications to know like who is good, most of them 

just graduated, but I ended up with a guy called Christian, so we partnered up, sold him a third of 

the company after a couple of months. 
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S: Why did you choose him in the end after so many applications? 18:40  

 

H: He just had more energy. He was just more like, let's get some shit done. This guy was just 

finished from CBS, he spent half year at Rocket Internet, so that was just like a bit more punch to 

him. Today, if I am completely honest I wouldn't have picked him at all, because there are other 

things I would have picked up on. That's based on experience but, so...then we actually started. We 

started to actually go all in in summer '12. We started trying to sell it. The first sales cycle I think it 

was 6 months, like just started cold calling. We just had a spreadsheet sitting at the corner of a 

library, after a couple of months we found somebody who owned a warehouse with a lot of start-up 

guys. And we were always the weird ones in that start-up community because all the others were all 

about building product and getting funding and we kinda had a product, we had revenue, so we 

were much more 'let's get some customers'. We were sitting in a corner and people really didn't 

understand what we were doing. All the other guys made a lot of fuss, lot of articles, lot of...we 

were just focusing on bringing in customers. So I think the first sales cycle was literally six months, 

then we evaluated each phase and we brought it down to three months, and then we kinda build it 

up from there.  

 

S:  And it was always this partner, Christian you said, that was selling the product? 

 

H: Yeah, he was doing sales. So I'd say that I was, for the first two years, I was in all the closings. 

But he was doing the initial sales and I was trying to build a product on top of this really raw thing 

that I had. It was really important years for me because I bought out Christian two years later, in 

those two years from the summer '12 to the summer '14, I learned what it meant to run a business, 

just by doing it. So when we started working together he was way ahead of me and in those two 

years I kinda have catch up with him and ended up way ahead of him, in terms of how to run a 

company, what to do, what should we focus on. So I'd say that those two years were really my 

master in business, like learning why people buy, how to set efficient process, how to deal with blah 

blah blah, mostly the core business things. In '14 we had an MRR of 100K, so we had a revenue 

stream and I think in the start of '14, February '14 I think we hired Stefan part-time as a first 

employee ever. That was really crazy. Like having an employee, so suddenly you think you have to 

make money so that somebody else could live, if you fuck up...before hiring him, if we had fucked 

up, we just didn't have any money, super simple. Now we are also responsible for other people, it 

was really weird. I remember the first time we hired somebody who had kids at home, I was 

responsible for his kids, that's weird. But yeah, I bought out Christian and in summer '14 that's when 

Clerk as you know it today started, that's when I actually more knew what I wanted but I still had no 

idea how to do business, how to do this shit. So, I hired Mathies, I got somebody in that would help 

me with the books. So from '14 to '16 was actually when...for me '12 to '14 was about learning the 

basics of the business and why people buy, '14 to '16 was a lot about learning about people...I had 

no work experience, Unisport was, compared to other companies, you were really much on your 

own, or I was at least because you have these...like 90% of the employees in Unisport is seasonal 

employees. So basically the strategy is that you have a core of people, developers, management, 

something like that, but then the majority of the workers is warehouse and support and that's all 
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people who work there in their sabbatical year. So what I really wanted was to work in another 

company to get an idea of how to manage people, especially because I was where I was but I didn't 

really interact with the management, probably I had one real conversation with Filip in 5 years 

besides the work related back and forth. So I was really not used to how much management is 

involved and how much people except the management to be involved. I was coming from this 

company where you really were on your own figuring out stuff by yourself and stuff like that. So I 

think there was a lot for me to learn from '14 to '16 and it was really about hiring the right people, 

just learning about people. In summer '16, when Jonas started as a CEO, which was planned earlier 

on, six or seven months something like that, he just started sending me spreadsheets with a lot of 

good stuff. And that was really needed both for me to get a break on this all long ride but also 

because there was a need in Clerk for me to focus on the product in order for it to scale, because in 

those years where I managed people I neglected the product and also neglected customer service. 

So, for a year, like from '16 to now, I focused on product development and on expanding the 

product also on the service level while Jonas was growing the business. And I would say now here, 

when we have kinda figured out that it would be smarter if I became CEO again, so we are 

rearranging our tasks, figure out what are the next important steps for Clerk. The really big thing is 

that we have built this big support infrastructure in form of finance and support and development, 

like we have all that compared to how small the sales team is right now we have a big support 

infrastructure. The support infrastructure now can easily carry double the growth in the next two 

years. So we actually did a swap with Jonas. Personally, that's the first time I was looking forward 

to becoming a CEO, so I am just seeing finishing this transition from the way Clerk started as an 

accident and I was a pure product technical, like I was a builder, to the full circle where now I am 

looking forward to running a company. So now I realize that my job is building companies for the 

rest of my life. 

 

S: Ok, so let's just go back with a very quick question on the very moment you decided to start the 

company. There was a single question that made you understand, 'ok, I need this company to send 

these invoices', but how do you think that was a combination of risk taking and optimism or self-

confidence into yourself and your solution? 

 

H: I never saw a risk, because I had done already all the work. So for me it was just like I either 

give this for free or I can get 8000 a month. I really didn't have any expense beside myself. So the 

risk wasn't really there and I have never seen it as risky. And I actually I rarely understand when 

people say building a business is risky. Building a business is hard and building a business often 

means lack of resources but I rarely see it as risky. But I think it is also because I didn't have 

anything to lose. I can see it if you have a family, if you have kids, you have a house, you have a 

mortgage, then you need a revenue stream, but you can do that through funding today. Then you 

can start a business with...of course you get less money...you get what you need, because investors 

never want you to be financially worried yourself, but they want you just on the edge where you 

want more money. Because one of the worst things for an investor is if one of the co-founder of the 

company, for example his wife starts hating that he's an entrepreneur, loses the focus on building 

the company. So I rarely see starting something especially...but I also know that I am not motivated 
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by money so I can live on very little. So what I have learned by myself is the thing you gain from 

building a company, all that knowledge, is just like another education, so I never see you losing 

anything. The only risk is if you tie yourself financially so hard that if your company goes down 

you actually end up in debt, that's risky but you can avoid that today, that's why so many people are 

starting a company. I was also lucky because I studied computer science and could build stuff 

myself so I didn't have to make a financial investment and just build it but it also meant that in the 

beginning I just had some savings from Unisport, I lived up on those plus we started up the 

company for real in '12. Suddenly those 8000 a month wasn't mine, they were the company's. So we 

used that to market the company. So I started using my savings and I started using my SU, then I 

remember, I think it was around Christmas '12, where I was just talking to my parents that I was 

thinking that in January I would need to look for a part-time job, just to get like the basics and with 

computer science it's easy. But my parents were just like this is a bad idea, so we will pay you SU, 

so I actually was on SU from my parents for a year. The difference was just like I would focus all 

my time on the company versus having a part-time job. I think it was more risk for Christian for 

example, and that was one of the things that really impressed me about him, like he was 28, he was 

used to earn good money, he just came from a good position in Rocket Internet, and he quit all that 

and moved to his parents' basement and lived off what he had made before. So he took a larger risk 

than me. I think it is more risky today when we have revenue, because you have a buffer, so if 

there's no money left we have half a million extra to use. And for that it is actually my 

responsibility, so if go bankrupt I have to pay that. So that's more risky today, but that's normal for 

any business owner to have some kind of risk involvement. So I think it is really important to see 

what can you lose, what can you win...but I can never see why it is not a good idea, if you want it. I 

once got this one good tip from ???, a serial Danish entrepreneur, where he said the difference 

between success and failure depends on how many beatings you can take and still get up again. And 

I think that's actually pretty right. And I think if you have that you don't see risk. 

 

S: One of the things I wanted to ask is about your first hires. So first one was Stefan and I guess the 

next ones are Mathies and probably Jonas, the guy that was helping you with the development... 

 

H: No actually he came in pretty late, Jonas was probably my hire number 10/15, something like 

that. 

 

S: Ok, so if you have to tell me a bit about what criteria you looked at in your first hires, what 

would you say? 

 

H: First of all, the first hires are the most ridiculous thing because you have no idea what to look 

for. But the thing that amazes me the most is that you can have a person that is capable of doing 

something and wants to do it and knows how to do it but they still don't get it done. That's actually 

the thing that I look the most for today. I think sacrifice is a big word but most of the time we hired 

people they were capable of doing something they wanted to do something but what are they 

willing to sacrifice. And sacrifice being anything like, are they willing to work late if they are 

behind schedule, if they don't know something are they actually willing to learn about it on their 



123 
 

own, small things like that. Or if there is consistence, do they give up or do they keep fighting? It 

took me actually way too long to realize that people...we had so many mishires. I think I have used 

maybe a million kroner on learning this lesson, at least. Because somebody is capable of doing it 

and wants to do it, it doesn't mean that they are going to do it. And I had no idea about that at the 

beginning. And I think if I looked at my background, all my friends are accomplished, they are 

always being promoted...I always was surrounded in a bubble of people that if they wanted 

something they went out and did it. So I have never seen people who wanted to and were able to 

and then didn't get it done. And that was a really big surprise for me, and took me really long time 

to figure it out. So with the first hires I tried a lot of things, like I knew all the right things at the 

beginning but I didn't know what it looked like. So it's a lot about hiring people that are interested in 

what they do...all these things will mean that they are willing to get it done, that they are ready to 

sacrifice something. And it didn't work if I think backwards too much but if that's your passion then 

you will automatically spend more time on it. So at the beginning the hires were just random, it was 

random if it was a success or not. And the people that were less successful were the people that 

were naturally self-driven. So the thing is we tried, we tried using the same disk analysis we use 

today, but the difference was that back then I had no idea what to look for, while today I have a 

very clear idea of if a person is gonna be successful in a position or not. 

 

S: Did you try to use your network as a resource for that or you just went... 

 

H: Ehmmm, I used my network heavily when I hired people in development, but no I really didn't 

have a network when it comes to sales and finance and stuff like that. 

 

S: So your network was mainly based on computer science people, school... 

 

H: I had no network besides that. So I don't think I should have delayed starting...it's just learning a 

different way or another. Another way could have been working a couple of years in a start-up, a 

couple of years in an enterprise company to learn those differences, but I don't think this is better 

than just doing it. However, if you know the purposes of why you are learning some things then you 

get perspectives from other companies then I think you have an easier time going out and build a 

quick success I would say. But I don't think it's faster of just going out and learning it the hard way. 

The most interesting thing if you look at companies that are doing great is figuring out how that 

person started the story, what was their background before that. If you have quick success, then I 

think I would always go and look up the founders, figure out what they have done. If you see 

companies that really skyrocket, than the founders have at least founded 5 other companies before 

that.  

 

S: So, we have talked about people and the other big resource is finance. So you said at the 

beginning you were basically funded through the revenue stream that was coming from the first 

customers. And that was basically what happened all the way through, we have never had an 

investor or a VC on board. So why is that? 
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H: So I think the crazy thing today is that this is the normal way of starting a company. I actually 

think that's interesting today that that's a question because this is the normal way. I think you go out 

and you help people with a problem and you make money, that's a company. So I think we just did 

it because that's just...I would say I was new to the start up environment, I wasn't wanting to start 

anything so I didn't knew that the whole start-up world existed. And I remember being at that first 

place, at the first open space, that we were the weird guys in the corner that actually made money 

and had customers, and that actually had to worry about customers. I saw the whole start-up 

community as one big weird party, I still think it's crazy because it is so far remote from what builds 

good companies. You never hear people talking about customer satisfaction or cash flow, they talk 

about burn rate, how fast you would burn our money, you don't talk about what's the cash flow, how 

do we grow. So I didn't know about it in the beginning, when I learned about it I thought it was 

perverse. So why we didn't get funding? Because I personally didn't need it and also because I think 

I have always the view that it was a big perverse world.  

 

S: Why didn't you think about getting a small investment in to a later stage to try and hire basically 

rock stars for the salesfloor which is what we are basically missing right now. 

 

H: Yeah, we tried to do that right now and we can do it with our current cash flow, so money it's 

really not the problem. The problem with the rock stars is that they have been working long time for 

the same company, so that company has a willingness to pay them more. If you have an employee 

that has made let's say a million in MRR, you are willing to pay him a really big base salary, 

because they have proven themselves over many years. And that's really where we are fighting. We 

cannot match those even with an investment because investors say this is a bad use of our money, 

because these employees, as new hires, are overpriced because you have big risk on new hires. So 

we couldn't do that even with an investment, there is no difference with the current cash flow we 

have and with an investment in the salaries that we are ready to offer at rock stars when we try to 

get them, because they have brought so much value for their existing companies that they are 

willing to pay and they can justify over market prices, because their employee has removed the risk. 

A lot of salaries are actually risk management because hiring people is a bit of risk management, if I 

knew that I would get a really high return on the investment I would pay anything. So salaries are 

established on how much value people can provide and how much you believe that they can 

provide. We built a good company from the beginning, many people inflated it up with investments, 

we didn't.   

 

S: I wanted to have your frank opinion about you as a CEO, like your leadership style, your 

management style, how did you approach that?  

 

H: I heard once, I think a quote that was really really good, it was like the hard think about 

management it's that you only do human trials. Management, you can only do human trials, and 

every manager needs to do human trials. Today my management style is more connected to who I 

am, what I found to work for me is being...my management style is to get things done. I am good at 

making people around me successful, I am not the motivator that Jonas is. My main problem as a 
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manager has actually been not true to myself. If I had been confident and true to myself since the 

beginning I'd be a much better manager. And try to be somebody I wasn't, because I was driven by 

the idea of this motivating manager, a manager that gets people motivated to do stuff. But that is not 

me, I am really excited when we hit a goal and I want to celebrate with champagne, but my 

excitement has already faded out before we get to open the champagne, because I am like 'ok, cool, 

now we are here, what's the next thing?' I am always driven by the next thing, so I can see where I 

am really good as a manager, I am really good at making people around me successful, because I 

understand how they would be good at their job. So if you look at the onboarding team, if you look 

at the development team, if you look at finance, I am really good at finding people that are good at 

their job. I am more of a pushy manager, I push people when they are not good enough. And I am 

not afraid of getting a bit down and dirty, but the benefit of that is that people that work for me is 

really good at what they do. So they excel. So that's my management style because I am really 

focused on how to improve stuff all the time. That's why me and Jonas form a great team, because I 

am really good at improving and fixing stuff, make sure we don't make mistakes, and that people 

are successful, Jonas is really much more of a...he leads through charisma, he gets people to follow 

him. And that's a different management style so I see mine as more subtle. But you usually need to 

have both. The difference between me and Jonas is that my people never had to get fired, because 

they are always successful. And I believe that sometimes I am hard on them, I push them, but that 

means they are always good at what they do and that also means they can get a higher salary then 

what they would be able to otherwise, they would get more the feeling of accomplishment from 

their job. So my motivation is indirect, because I am not motivating the people I lead, but through 

making them successful, I give them a lot of successful experiences. And it was such a big conflict 

with whom I was to be such a great motivational leader, I was never good at it. It was such a 

breakthrough to understand it and being true to myself I have actually seen that it works. As long as 

you get results from people, people feel accomplished, people feel happy, and this is basically 

management. And finally I have realized that I could just be myself and using my drive for doing 

things better. But I know my people, I know what their strengths are, I know where their limits are, 

so I can also say guys I am purposefully pushing you and this is not nice but this is...get them on the 

side to understand why this is important, and then they are also willing to strive for it. When we 

transitioned from onboarding to support, we completely changed everything they do, and these are 

people who are, if you look at their personality type, is actually people that are really grounded in 

habits and they are sensitive to change. So I knew we could either do this transition over a couple of 

months and it would be more pleasant for them on the every day basis, but the trade off would be 

that you guys in sales would be frustrated for another three months. So what's better for the 

company? I knew that this change would be so much better for the customers, at the cost of me 

having to push them and they having to do something that are a bit uncomfortable with. As long as 

you get people in line, I think the most important thing also as a leader is that people understand 

why you are doing what you are doing. The reason we think other people are weird or idiots, it's 

because you don't understand them, literally if you sit down and talk to people and get their 

enlightment why they are doing this, then you would agree on things. The reasons of al 

disagreements is simply because you don't know the same things or you can't see the same things.  
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S: Alright, last one. What was driving you when you decided to go global? 

 

H: To do stuff on the Internet is by definition global. For us it's just no overhead. The difference 

between different markets is little stuff, because it is really easy in the european union. For 

example, for the Brasilian market there was a lot of stuff. So of course there are some things there, 

and then there's a bit of culture, but I think that actually most people want the same. People want to 

live a good life and be happy and if you base it on that, then culture is basically the same. So what 

made us go global, I think it was because we work with the Internet so it was just natural. If you are 

a Danish person everything in the world looks big, like everything is just big, Italian market etc. . 

So should we do this comparison between Denmark and Hamburg, I don't have a Danish business 

plan as I don't have a business plan for a city in Germany of the same size. I think because the 

world become so small then of course Internet is much easier because you don't move physical 

stuff, but even for people who move physical stuff and do things, I think that internationalization is 

a natural thing for any business, unless you are really locally limited, so of course if you are in a 

business where you bring people together or you need to see people or stuff like that, then you have 

to do stuff more locally. But I think bringing the business abroad is just a natural step, every year 

the world becomes smaller and smaller. 
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Appendix C – Interview with Jonas, 10/08/2017 

S: Let's start. The interview is gonna be pretty much an open interview. So I'm gonna give you open 

questions and then if you round about too much I will ask you more precise questions. But the 

starting question is very very open. So that you can tell me instead of me asking you so that you can 

say what pops up into your mind.  

So, let's start with your adventure with starting as a CEO in Clerk. Tell me a bit more about it.  

 

J: It was actually pretty quick. I started as a part-time sales associate, booking meetings for sales 

reps. I think it was around 10 meetings every day two days a week. And after two months I was 

starting closing deals myself, yeah, I think it was month 3. Because I was booking so many 

meetings and Mathies was not capable to follow up all those meetings. So I started in January 2015 

and then March or it was April 2015 I was starting closing on my own. I was actually beating 

Mathies who at that point was the sales rep. And then I could see there was something in this 

product, it was easy for me to sell. So in the summer 2015, I was starting full time at selling and I 

pretty quickly came up to 250/200K every single month. And then I had a chat with Hans-Kristian. 

He got that depression in the end of 2015, both Mathies and Hans-Kristian was having a break 

down, they were off for two months and during that period I had some chat with Hans-Kristian on 

helping him just passing through that two months window where he was not in the office and that's 

it. Was sitting down having a lot of conversation of what we should do. So based on my 

background I gave him some advice on what to do and then he was like 'wow, you're so good at 

people, I hate people, why don't we split the role between us, so you take care of the people and I 

will take care of the machines'. And that was basically it. Because of the breakdown that him and 

Mathies had in the late 2015. 

 

S: And what was the situation when you started as a CEO in Clerk? 

 

J: We had almost or at least 1.5 millions debt, outstanding invoices. We were losing around 100K 

every single month and we had a lot of salespeople not selling. 

 

S: So, basically, if you look at the strategy back then that Hans put in place before you started, there 

was any strategy or you had to come up with a strategy or how did that go?  

 

J: Well, of course there's always a strategy and he had a strategy, it was just not working. He didn't 

have the financial aspect into the strategy. He didn't calculate the risk of people failing. So that was 

the first thing I was doing actually getting rid of half of the salesfloor.  

 

S: So, you embraced Hans' strategy or you changed it a little bit? 

 

J: We changed it completely. Because the strategy was putting more and more salespeople in. The 

strategy was basically sales fixes everything, so if we don't sell enough we have to get more people 

in. But the problem was not really whether we need more salespeople, the problem was that the 

people we had we couldn't get them to break-even.  
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S: So you changed the sales' strategy. OK, and what about the hiring procedures and stuff. Because 

like as for me I wasn't hired with any hiring strategy, so... 

 

J: We also introduced job interviews! And people actually had to tell why they wanted the job and 

applied to the job. Instead of hiring people based on the languages they were speaking, we started to 

hire people based on why they wanted to sell, why do you wanna work, do you have the skills set. 

 

S: And how did you feel the organization embrace the challenge or how did the organization react 

to such a switch? 

 

J: It was very tough in the beginning, in July, because of course every challenge...change is 

difficult, change is always difficult and especially if you lose 50% of all of your colleagues. It's a 

difficult change. But I think it went pretty quickly, there was a very good mood and a good culture 

in July and August 2016 when Helle started, Todd moved into operations. So the team got smaller 

but also there was more team work, there was more transparency of what people were doing and 

people were more helpful to each other. So I think...of course it was tough but I think we saw pretty 

quickly the benefits of that shift. 

 

S: So if you now, after all the cleaning up and the new set up, what would you say about your vision 

for the future or where do you expect the company will go or where do you wanna bring the 

company? 

 

J: Well, it's all about, you're talking about strategy? 

 

S: Yes, strategically with the markets and how you wanna set up the organization. How do you plan 

to... 

 

J: Well, we wanna expand and we can't expand in the markets we are in right now, well we can 

expand in the markets we are in but there's a limit, so we have to go to new markets. The biggest 

task for the future is definitely having the right go-to market strategy for different markets. That's 

the overall goal from a strategic level, but to succeed on that we need to be able to make people 

successful. Take people into the company and make sure they're successful. We have a very big 

back office right now compared to how many salespeople we actually are. It's a software business, 

we don't have a cost, basically we don't have any cost of running the product, all our cost is salaries 

for people. So if we wanna grow, this is what we are gonna be doing. We need to be good at making 

people successful. 

 

S: But do you feel like you're gonna approach the go-to strategy for different markets in different 

ways? 
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J: Yes, definitely. So what we've been doing and also what I've been doing is just replicating what 

we're doing in Denmark, we can't do that. We can't even replicate what we're doing in Denmark in 

Sweden. It is as simple as that. Every single market is different, with different cultures, different 

buying behaviours, different ways of doing business. Same in Brazil. Of course we can't even 

replicate the way we are integrating our customers in Brazil. So if we're gonna be in 20 markets, 

we're gonna have 20 different go-to market strategies.  

 

S: So, let's switch to the core and let's talk about the Italian market. The beginning of this talk will 

start with Hans, because Hans started with Lisa and the Italian market as first. But then I'd like you 

to tell me a bit more about what you met when you started encountering the Italian market back in 

2016, last summer basically. 

 

J: Well, the Italian market was the biggest growing market, last summer. But we realized it was not 

really existing because there was no real paying customers, there was no real valid contract. So the 

Italian market was not existing from a legal stand point. So the first thing we had to do it was 

actually making sure that the Italian market was existing from a legal stand point, having the right 

contracts and next step was making sure that the Italians were actually paying and then, actually in 

January 2017, we started growing the Italian market again. So, the Italian market was only existing 

on the dashboard. There were a lot of activities but there was no money coming in.  

 

S: So, let's say that the market experienced quite a sharp decline as soon as Lisa went away as soon 

as the bomb more or less exploded. So on what aspects did you realize you wanted to keep the 

market alive? 

 

J: The activity in the market. We had so many talks going on, we had so many deals. If you 

compare Italy to Germany for instance, it is very difficult to get a conversation with a German 

company, at least the way we are working right now. In Italy, we would just pick up the phone and, 

I know that you Italians use ten words to actually say the same sentence in a few words in Danish, 

but it is easier to talk, It is easier to get people to talk. From my stand point Italy isn't also a go-to 

market, if you wanna expand, you always go to the UK or to US, something like that. I like the idea 

of going into a market like Italy, Spain, Portugal, maybe not France, France is too big. But I like 

testing these smaller markets, where there's not that much competition. So the biggest reason for me 

to go to Italy was because of the conversations with the companies we had. You saw it yourself, I 

mean, pretty quickly we got a lot of real contracts based on the conversations we already had or the 

dialogues we already had with the clients.  

 

S: And what would you say about the strategy that is in place right now in the Italian market? 

 

J: Well, it is not working. We can't replicate the way we are working in Denmark or the way we had 

success in Brazil to Italy. Right now it is the wrong strategy of thinking we can just call an Italian 

webshop and then close the Italian webshop. That is not how people do business in Italy, especially 

not the ecommerce businesses. There are third part agencies. Sometimes agencies own more of the 
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decision process than the company does. So the way we are working is that we pick up the phone, 

we call and we say 'hey, we can't find the products we want on your site, do you wanna buy? Yes or 

no?'. But that is not how it goes in Italy. They like to see you and they like to know you and they 

like you to be present on the ground.  

 

S: So how do you think the next years will go? If you can forecast. 

 

J: Depends on you.  

 

S: Yeah well ok, besides the single person in charge of the market. 

 

J: That is the only reason. If we can't find the right person and the right people for the market. That's 

step number one.  

 

S: You said that we started as approaching clients in the way, and of course correct me if I am 

wrong because I am trying to wrap up a little bit, we started in Italy trying to follow the strategy you 

had in Denmark. Then probably even there with Hans they started understanding that cold calling 

was working but up until a certain point. And then other people were, agencies were called into 

place. So right now the strategy is a mix of both, so how do you see this going in the next years? 

 

J: We need to charm the agencies. We need to sell Clerk to the agencies. And we need to convince 

them to buy Clerk and they need to be sold into the value of Clerk and how Clerk is benefiting them 

as an agency and the clients they are working for. So if we can't get the agencies to understand the 

value of Clerk, we can't sell to the Italian ecommerce businesses.  

 

S: Let's switch to Brazil right now. I am completely unaware of what happened and what's 

happening in Brazil so I ask you to give me an overview of how it started and how it went and how 

it is going.  

 

J: It started exactly like Italy, one guy calling from Copenhagen got the first client in, the first live 

examples and through a common client, we had a client called la Bella Mafia in Brazil where their 

agency, their development house, they integrated Clerk and that house was reaching out to me on 

Linkedin, saying 'hay, is it any easy to sell to Brazil?'. And I was like 'No, it is not easy selling to 

Brazil especially not from Copenhagen'. And he was reselling a email platform, an email software, 

to Brazil and the U.S. and he was proposing to resell Clerk in Brazil on the ground he had, 

activities, offices, people hired and he a lot of big big client base. So Brazil started as, well, we were 

dipping a toe into the market and see if we could sell from Copenhagen. We could but it was not 

moving with that speed and the direction we wanted. So we made an agreement with a reseller and 

that was actually the first reseller agreement we made, so that was a test, I think it was September 

2016. So we made a pretty simple agreement that he would get a cut of everything coming from 

Brazil and it went very well. It went very very well, they were selling a lot. The first couple of 

months but then we were facing an issue of getting access to the stores. So if we wanted to integrate 
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Clerk, we need to be installed on a server. And our software was denied to be installed on Brazilian 

servers. We then had a couple of months where not that much was happening because we were 

waiting for getting access to that. So we were basically facing a bureaucracy wall. And today, ten 

months after we began selling through the partner in Brazil, we have a steady stream of new 

customers coming in. The problem with Brazil is not to get people to sign, but get people to pay. So 

there's another challenge we are facing.  

 

S: But I don't know what's the cut that Clerk is recognizing to Brazil nor it's my business to know, 

but, also for what I was hearing from Hans talking to Fernando, you were trying to imitate what was 

our strategy to the Brazilian office as well. So that they would integrate something like two clients 

per day and that their project management was more lean stream and less up and downs. 

 

J: We are trying to replicate the workflow we have here in onboarding. But we couldn't do that in 

Brazil because of the bureaucracy wall, there are just other rules. In Europe it's easy just to plug and 

play on a Magento platform. So we couldn't replicate the workflow we knew it was working here in 

Brazil. 

 

S: OK, generally speaking, and let's see this work for the Brazilian market but it would work for 

any market, before entering or when deciding to enter a market, do you run any sorts of analysis? 

 

J: No, we haven't. But we are doing that now. We are partnering up with a consulting agency, 

Gartner. Of course, it all comes down to the cost, it doesn't have to be Gartner, it can be anyone. But 

yes, we need to do our homework before we are going into a new market. Today we are focused 

around 9 markets, where we have momento, an existing client, and we get them up to speed before 

we go to Russia or Japan or any other market. Even the U.S. There is a joke going on in Denmark 

that Danish software companies, the biggest graveyard of Danish software companies is the U.S. 

Everyone wants to try to replicate what they're doing in Europe in the U.S. and then they fail. So 

right now we want to be good at what we are doing in the 9 markets where we got momento and if 

we wanna go into a new market we need to understand the market.  

 

S: So these 9 markets, let's count them. 

 

J: So it's Denmark, Sweden, Norway, Italy, Spain, BeNeLux region, UK, Brazil and Germany. 

 

S: I was also curious about how the organization reacted to having the first reseller. Because, that 

might change a lot considering all the bureaucracy and admin tasks and the technical details. 

 

J: Well, the entire idea behind the reseller agreement was that no one inside this company had to do 

anything. Because we would just be watching the count growth in Brazil, but we had to realize the 

fact that that was not the case. We spent a lot of time and a lot of resources, we had one guy sitting 

full time just managing the reseller. On top of him we had a finance department managing the 

reseller, together with that we had onboarding and development managing the reseller and all the 
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way to the top. I was spending maybe 20% of my time in a work week dealing with that. So how we 

reacted was surprise. It drained a lot of resources. 

 

S: And what did you learn from that? Or how is it improving the situation? 

 

J: We were pretty good at selling the expectation. But when the reseller went off the line, I was not 

too consequent at getting him back on the line. 

 

S: What do you mean with off the line? 

 

J: We set some expectations about how many clients he needs to bring in, how he should be 

onboarding, how much time it would take. 

 

S: So the workflow was kinda set up. Like you had some sorts of talking or agreement on how it 

should have gone. 

 

J: Yes, and they started working in another direction. I think that is the first step of actually taking a 

break and realize why is it that Fernando In Brazil is going in a complete different direction that we 

are doing when it comes to onboarding a client, is there something that we can do to actually help 

him and support him? Is there something we can do to actually understand his situation instead of 

just explaining him this is the wrong direction? Because of course there is a reason behind every 

human behaviour and his reason was that when you are doing demos is not working. So what I've 

learnt is that instead of just watching one million kroner on the dashboard every month, as soon as 

there's a problem, when you are off the line on the work flow and the rules and procedures we 

agreed on, fix, turn away.  

 

S: So right now is your time spent on them reduced? 

 

J: A lot, but we also spent almost six months on it. But again, when you expect to invest zero time 

in it and then you invest six months in fixing it, there's something wrong.  

 

S: Do you think this was also because, you said this guy was reselling a software related product for 

ecommerce, because it was an email marketing tool you said, so do you think it also happened 

because the organization that he had in place at that moment wasn't ready to deal with reselling a 

product built somewhere else? 

 

J: Yeah Yeah, and another thing we need to take into consideration was the amount of inbounds he 

got straight away, just by word of mouth. Everyone in Brazil in September 2016 and in October 

2016 wanted to buy Clerk. He was not selling anything, clients were coming and they wanted to 

have this new amazing thing. But that also makes it even worst when you have a lot of volume but 

your work flow and your operation is not set up. 
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S: How many clients do we have right now in Brazil? 

 

J: 50 something, 59/60. 

 

S: And at what rate is the market growing? 

 

J: 4/5% growth in MRR every month, it's 4 to 6 clients every month. 

 

S: I must guess considering the dimension of the market, the money volume is different when you 

are talking about a Brazilian client compared to a European one. 

 

J: Norway, Brazil and UK it's actually the highest average size deals we got. So Brazil is decent 

when it comes to contract value. 

 

S: Anything you want to add in general or regarding one of the main topics involved in the 

interview, so the adventure as a CEO or the Italian market or the Brazilian experience? 

 

J: In general, go-to market strategy is what many companies fail for being successful. I have seen 

many companies suceeding and when they want to expand they fail, they break. So they can do 

something amazing in Denmark and then break because they want to replicate it to Sweden, or UK, 

or Brazil. So actually the biggest or the most important strategy to grow in Clerk is the right go-to 

market strategy. Actually, right now our short term strategy is to lift the current market we are in 

and the current employees we have, but more on a long term is about having the right go-to market 

strategy. 

 

S: One more thing, this is something you should know, did you go all together into different 

markets or... 

 

J: Two years ago we went to Italy, then Netherlands and then UK. 

 

S: Do you know why those countries were picked back then over the others? 

 

J: Because those were the candidates we could find, the language of the candidates we could find. 

So the old go-to market strategy was actually go to CBS, find someone who speaks a foreign 

language, hire them part-time or hire them for free and if they could get momento, give them as full 

time people to sell to that market and it worked, but it worked because of the product, it didn't work 

because of the operations or of the people. 
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Appendix D – Inteview with Jonas, 23/10/2017 

S: Let's start with Denmark. First of all, what comes up into your mind if you think about the 

evolution of the Danish market? When it started and where it is now. What can you tell me about 

that? 

 

J: I think that the key factor in the Danish market was that we went actually one step below. So 

instead of only focusing on big big clients and brands, we started basically just calling everybody, I 

think that's the major key. Because when I started the lead were basically only big leads or only 

enterprise leads, but where the real bread and butter was and still is it's in the segment below, what I 

would call the medium business, actually both the small and the medium business. So the evolution 

came when I came and we started selling to a lower segment. It wasn't because I invented calling to 

the lower segment, I just didn't have any more leads to call, so I went one lead class down and 

started calling smaller shops and it took pace very weekly. I think that's the biggest evolution that 

happened in the danish market, in the last two, two and a half years. 

 

S: Ok, what about the selling techniques? What does the danish team leverage on usually? 

 

J: What they leverage on in the selling techniques? 

 

S: If there is something you can think of as a pattern. 

 

J: I don't know if there is different selling techniques, of course they have the advantage of always 

asking the opening question 'do you know Clerk?', and more people know Clerk in Denmark than 

they do in Germany. And the point is, it doesn't matter what they are responding. If they know 

Clerk, good let's talk about Clerk, if they don't know Clerk, hey good why don't we talk about 

Clerk. And I can see that is the key differentiator between the Danish sales technique and Serenas, 

yours, Morgans sales technique, is that they can rely more on the brand awareness, they are more 

confident in just asking the question, because that is a natural question if you call a webshop in 

Denmark and they don't know Clerk. While in other markets it can be different. So that is the 

opening technique that I can see they are differentiating on. And then we have the qualification 

stage, it's probably the same. I mean of course when you are demoing the product the Danish team 

have many more live examples than Morgan have in the UK, so they are also relying on that 

resource, they can just pick any given danish customer in a specific industry and show a live 

example on that, but I won't characterize that as a technique, I would characterize that as a resource 

they have.  

 

S: So how do you think the fact that we actually have the leaders in some industries here in 

Denmark affect the probability that a new Danish client will buy? 

 

J: Of course it is positive, but I don't think that's the key factor. That's just a brick in the big puzzle 

of creating credibility and trust. 
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S: What can you tell me about networking and partnerships here in denmark, have you ever gone 

for that, or tried? 

 

J: We tried a lot, but never succeeded, at all, because we haven't been very dedicated on it. It's a 

very closed group in Denmark. 

 

S: You mean the agencies, right? 

 

J: The agencies are a very closed group. Like you have the North and the South of Italy we have 

Jutland and the rest of the country in Denmark. The majority of the big agencies is in Jutland and 

it's the same people sitting and shopping around in the same houses, using the same vendors and 

yeah, it is just a weird game, we really haven't understood how to get access to that group. And also, 

we have never been successful in Denmark when it comes to partnerships, at all. And that's 

probably because the only partnerships we see in Denmark is agencies. And agencies is just a tough 

time consuming partner.  

 

S: What about other companies or other competitors of ours?  

 

J: In Denmark we have two competitors, locally, and of course we have the cross-boarder, Nosto. 

But they are more divided into the top and the bottom of the market where Raptor is an enterprise 

solution, they basically sell man power, they sell hours, they sell people, they don't sell that much 

the product, while Addwish is a very cheap, easy to install solution, and they don't sell people at all, 

because they are eight people in the company, what they sell is 'you can get the same as Raptor and 

Clerk, just cheaper'. So it's more technology they sell, but there's no real support... 

 

S: And we haven't thought about partnering up with those, or there was never such a possibility? 

 

J: There is the possibility, but the opportunity haven't arrived yet. 

 

S: What about other companies that work in the same field, like in the SaaS field, like Trustpilot? 

 

J: We tried with Trustpilot but again it is not about finding the right partner or the right product fit, 

it's more if we have an amazing...let's take Siteimprove as an example, we can combine Siteimprove 

insights and dashboard with Clerk's capabilities of fixing whatever Siteimprove tells you you're 

doing wrong, that's a very good product. But that partnership won't work unless we have access to 

the network and the market and each other's customers. I think that's the biggest issue, when it 

comes to joint ventures is that, even though we have the most amazing product you still need to 

make it accessible for the webshops, that's where we haven't seen any real success. 

 

S: Just to wrap up, let's just talk briefly about growth rate in Denmark, what you experienced at the 

beginning and what you're experiencing now? The growth rate was anything stable or jumped up at 

some point... 
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J: Well, it jumped up in the summer 2016. But that was basically overall in the company, but 

Denmark was the leading market, so counting wise we would see more customers onboarding in 

Denmark, but when it comes to percentage, basically all markets was growing.  

 

S: Alright, I think we can jump to the international part of Clerk. You have already told me 

something about that in the previous interview but let's just repeat, whatever comes up to your mind 

when you think about Clerk going global? 

 

J: I actually see two or three tracks of expanding Clerk globally. The first track is our own people. 

We need to be able to sell the product on our own, so first step is to have people and have the 

experience on how to sell the product in the different markets. Next step is creating brand 

awareness, and you can create brand awareness in so many ways, I mean the best way is of course 

getting a big brand live in the market with Clerk, and create some publicity and marketing around 

that. So yeah, step one: sell it, or our people come first, they need to be able to sell the product in 

the market. Then we can build marketing and brand awareness and then we can start partnering up 

with some serious partner in the market. 

 

S: So that's what you see in the future basically, let's talk about what happened in the past. 

 

J: So we haven't really come to a point where our own people have been selling the product 

successfully, it's more sporadic, so that's where we are right now. We need to, first thing is that our 

people need to be able to sell the product before we can move on to the next level. 

 

S: Why do you think that's the case? Why that didn't happen yet? 

 

J: The wrong people. Not the wrong people, but yeah I mean the company haven't been ready to 

take people in from the street and make them successful in selling. The majority of the people we 

could get and brought on board has been people fresh out of school, or first job ever or no sales 

experience at all. And that's a big task, or a big big big challenge. That's like, if you go to 

McDonald's they can take anyone in because it is a very standardized system, but we didn't have a 

standardized system. So instead of bringing completely new unexperienced people in, we should 

have brought rockstars in, someone who was experienced and could show the way on how to sell 

the product. Why that didn't happen? Because we were matching the product and the candidates 

wrong. 

 

S: I guess that the networking and partnership didn't go very well also in the other markets. 

 

J: No, not really. 

 

S: How much do you think the Danish approach to selling was translated into the global markets...? 
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J: 100%, it was a complete copycat. So exactly what we did in Denmark was you were supposed to 

do in Italy, or Emrit, he was the first Dutch salesperson, what Sam was supposed to do in the UK. 

What we've done in Denmark is what we are gonna copy and do in multiple markets, that was the 

strategy, in 2015. 

 

S: Ok, and that was basically searching for the leads, taking the phone and call them. 

 

J: Yeah, that was it, that was the strategy. 

 

S: Do you think we would have been more successful if we had another kind of organization, or 

organizational structure, or we had designed the organization differently? 

 

J: Yeah, for sure. I mean we, the first thing we should have done in 2015 was getting a recruiter, 

someone who could understand people, someone who could identify, alright we have some people 

today in the organization who is successful, how can we replicate that, why are they successful. I 

mean there was two very different reasons why I was successful and Lisa was successful but we 

were both successful. So I think the design was and still is, especially now after redesigning, I think 

the design was very not scalable. Because if you are gonna scale with people first thing you need? 

Someone who takes care of the people and make sure they get trained and they get...or at least we 

find the right people and we as leaders in the organization understand the people we have. So why 

is this person here? Is there a good reason why he is here? Is there a match? I think the biggest cost 

we had over the last two years has been not finding the right match between people and Clerk.  

 

S: So we hired the first recruiter with Graham I suppose. 

 

J: Yeah, we had Martin, but he was not really a recruiter he was a salesperson, I think he hired you.  

 

S: Martin?  

 

J: Yeah! 

 

S: I was hired over a cup of coffee with Lisa. 

 

J: Well, that was set up by Martin. But the first real recruiter we got was Graham. Because he, 

beyond recruiting, he could understand people and he could tell what was wrong 

 

S: When did we hire him again? 

 

J: In April, 2016. 

 

S: After the company was in the business for how many years? 



138 
 

 

J: Four and a half. 

 

S: Since you brought this up, let's talk about hiring policies. If you can tell me what was at the 

beginning, what transitioned in when you started as a CEO and right now. 

 

J: I don't think there was a real procedure back in the days. The majority of the communication I 

can see when I look back is 'hey, what language do you speak?', 'I speak Italian', '(clap his hands) 

you're hired!'. 'What language do you speak?', 'French', 'You're hired'. 'What language do you 

speak?', 'Swedish, Norwegian, Danish and German', 'What do you wanna in base?', '50,000', 'You 

get 50,000!'. I think that was the only criteria. If you speak any foreign language, and if you do that 

we hire you, if we are looking for that language. So, yeah, Graham was hired in April 2016, I 

became CEO in July 2016, so we didn't really hire, but we fired a lot of people, we didn't hire 

anyone. So I would say that one of the first things we have built was a screening policy. Basically 

we have people who have been successful or are successful, we have a long long track record of 

people who haven't been successful. So try and understand why is it that they haven't been 

successful, and why is it that those people we have right now are successful. And also building 

departments. I mean today we have onboarding, we have sales, we have finance, we have HR, well 

it's a bit all around, we have development. So we actually have different departments who's 

responsible for certain topics, or areas. And we need a complete different personality in finance and 

development compared to sales or HR. And if you have someone who is sitting in the wrong 

department, you either need to transfer him to the right department or get rid of them, and that's 

basically what we did.  

 

S: So Graham the first thing that he did just... 

 

J: Fire a hell lot of people! 

 

S: Graham now is gone, so how are things approached right now? 

 

J: I would actually say that is even better now the recruiting process after Graham. We learned a lot, 

we learned a lot and we built a lot with Graham but what I see now with Fernando is that he is more 

active. Now we have the recipe on how to hire a salesperson, on how to hire an onboarder, how to 

hire whatever we need to hire. So, when we should think about the process, the recruiting process, 

we can use all of, or Fernando can use all of his time on actually finding candidates. Because that 

was also something that Graham was supposed to do when we were inventing the entire process. So 

yeah, I would say that's much better now. 

 

S: What criteria are you generally looking for in a candidate right now? 

 

J: It really depends on ... 
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S: Let's talk about salespeople. 

 

J: Sales is all about social connections, being able to communicate and build relations between 

people, have someone to trust you. So, the most fundamental toll we have in the recruiting process 

is a disk-profile that describes people's behaviours, natural behaviours, there is no right or wrong in 

a disk-profile, people just have different behaviours. And sales people they need to be dominant and 

social. Dominant means that they need to take action, even though you get a no, you need to pick up 

the phone again and take action. You don't wait for someone to call you, you need to take action. 

And the social part is pretty self-explaining, if you can't talk to people you can't sell to people. You 

need to love and enjoy people, and then you also need to have a driver, a motivation from an 

economical standpoint. Because it is not healthy if you are in sales and you are not attracted to 

money. Everyone's attracted to money but in different levels. It need to be the dominating factor, 

the dominating motivation for coming to work is that you can get a higher and higher economical 

reward. So the disk-profile is like the key stone of is there a fit between your behaviour and the 

department or the position you are looking for. Of course we run some background checks of what 

people have done in the past and see what led them to Clerk. Because it is really really important to 

understand. I mean, these are all practical steps that Fernando makes sure happens. But I would say 

the most important thing is when we meet the candidate in person and we see them interact, you 

really get that understanding of what are their goal. I can't set up a goal for you. If my goal for you 

was that you are gonna build the entire Italian market and bring in 100 million euro in yearly 

revenue, that wouldn't make any difference if it wasn't your goal. I can't give you a goal, you won't 

take responsibility of my goal, but what you will do is taking responsibility for your own goal. So 

what I am looking for when I say match in candidate, is someone where the goals are aligned. So 

the most important thing is for me when I sit with a candidate that I can align the goals we have as 

an organization with the individual person. 

 

S: So, you said we didn't have HR for long time, but there is another function that we have never 

had, which is marketing. How do you think that's affecting the organization and why do you think 

that's the case that we have never had marketing? 

 

J: Well, we had Laurids for one and a half year, so I wouldn't say that we have never had marketing 

division and we are paying an agency 20000 per month for doing marketing. But the problem is that 

we have been approaching marketing the wrong way.  

 

S: So you haven't found the right person? 

 

J: Well, I have never been responsible for marketing, marketing have never been on my plate, that's 

something that HK wanted to build, expand, create.  

 

S: So you don't know much about that. 
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J: Well I know a lot about why it didn't work and what we should do to make it work. But in my 

book sales and marketing go hands in hands. It shouldn't be a guy in the product team sitting doing 

marketing. For me marketing is...so what we should do right now, when we find the right candidate 

is making sure is a marketing person who can communicate a message. So I mean it's the same 

thing if we are gonna explain people every single day. So if we have 100 calls in a day, it's the same 

question over and over again, 'what's the price?', 'how do you separate?', 'what makes you better?', 

'are you easy with Magento?', 'why is your search function better than any other search function?'. 

It's the same value proposition and message you need to communicate. We do communicate every 

single day over the phone, marketing could make that communication. I think that's where we 

should start. We already know what the questions...we already know the questions and the answers 

people always ask about. So instead of doing Facebook adds, Google AdWord adds or whatever we 

are doing, why don't we fix the real issue, or at least fix it once, so we don't have to explain it over 

and over again. You need a person who understands the product and really has this drive of 

communicating the product. For me marketing is a person that works together with sales and sits 

together with sales, next to sales, listens to sales and every single day is hearing the same things 

over and over again, that person needs to go back to his work desk and figure out how do we fix it 

for once. 

 

S: So, let's have the last topic before going into finance and Hans. That's a very broad question, so 

just tell me what comes up into your mind. What kind of resources do you think the company has 

been relying on to be profitable and what kind of other resources or capabilities the company needs 

to be profitable or successful? 

 

J: We need...in the end of the day it's the owner of the company who sets the standards. And the 

biggest resource that we have ever had in the company it's me. It's pretty simple. The entire turn 

around happened in a year because I was free to do whatever I want. But now  I have started to get 

limitations again and that's not good.  

 

S: To rephrase it, in a way that I can have me as a list of things, what kind of resources you brought 

to the company?  

 

J: Business understanding. I would say it was business understanding, because we've always had so 

good values, our people come first, I mean that's my value and Hans's value, but before our people 

can come first we need to have room for our people. And there is no bigger insult of hiring a person 

and not being able to make that person successful. So if our people come first we need to make sure 

that we have the capability of making the people come first. So I think that's the biggest resource 

that we told people that we couldn't make them successful, that we could make them successful and 

then fired them. And the people we had we made them more successful, so we went from 30 to, 

what?, 18 people in a month, but then we also had more resources and time for the people we had 

left in the company. So I think that we have the same values, but we have different business 

approach on how to meet those values and meet those ambitions we have for our people, so I think 

the biggest resource is that business first. No matter what, business needs to come first because if 
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there's no business there's no room for the people. So the biggest value is people, we need to build a 

business that can support those people and that's what we did, that's what we've been doing the last 

year. 

 

S: Redesigning the organization basically, or give the organization a design... 

 

J: Completely different, yeah. 

 

S: Awesome, when you say business understanding, can you list a couple of things or even more if 

you can, relative to what business understanding is for you. 

 

J: Well, business understanding is...it needs to make sense, it needs to be profitable. It doesn't make 

sense to sign a contract, let's just say, an Italian client and they pay 79€ per month in a bank transfer 

and it cost you what?, 50dkk to receive that bank transfer, so at the end of the day you are not 

making a lot of money on that client. It doesn't make sense to have debt in the company you are not 

paying off, because you will never get out of that vicious cycle you are in. It doesn't make sense, 

very very easy business understanding, it doesn't make sense to spend more money than what you 

get in. Even though you see it as a smart investment, it needs to be realistic. Every single 

investment you do, it needs to be realistic. So it's more risk management, it is what I would call part 

of the business understanding, is proper risk management. 

 

S: So you are more risk averse, than... 

 

J: I mean, we have been taking a lot of risk, but it has been controlled risk. I mean, we know it was 

a risk when we took Madison in, we know it was a risk when we signed the partnership in Brasil. 

There is many things we have been doing where there was a risk, but it was a controlled risk 

because we knew the downsides and we were also able to take action. I mean, a lot of the lacks we 

have been doing probably, since the day this company was founded, was never taking action and cut 

the losses. People could sit here for months without selling anything, we have a lot of agreement 

with vendors that just has been running even though they haven't made sense. So just the fact of 

taking action and make things right...it was also business understanding in my book. 

 

S: And that would come from your own personal experience or what? Besides Clerk I mean...that 

business understanding. 

 

J: Yeah, that's probably what it is. I have been playing this game for 11 years now.  

 

S: What have you been doing before? 

 

J: My entire education came from Domino's pizza. It's a standardized system, it's a franchise, exact 

like McDonald's, but there is also...ehmm...in order to run a store you need to have the business 

understanding of the store. So what I got with, what I took with me from Domino's pizza was being 
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able to see the value in standardizing stuff. One way of selling the product in Clerk, one way of 

producing the product in Domino's, one way of day-to-day manage and control losses, cost, 

expenses, income and...and also just the way, in Domino's, diversify the income. So, every day you 

got expenses going to marketing, profit optimization, revenue optimization. So one of the expenses 

was that you were forced to invest some of the money you got in to make sure you had even more 

revenue the day after, and the day after, and the day after. That was very simple to understand 

business core. For me, this is a complete different industry, but it is the same fundamentals, the 

same principles, this as any other business is built on...you need to make sure you don't spend more 

money than what you get in and if you wanna grow you also need to park some of the money you 

get in to make sure that you can get even more money the day after and the day after that. It sounds 

very simple but it's very very tough. There's a lot of things that can be...there is a big difference 

between simple and easy. It's simple to run a business but it is not easy, there are so many things 

that can distract you every single day, so many good idea, so many sneaky salespeople who want to 

sell you something or so many things you can do that brings you off the line. I think a good 

business administrator, a good leader is someone that can stay focus on the goal. First of all, set a 

goal and then make sure that all of us stay focus on that goal. Today we have 20 people with 

different opinions on what we should do, and some of it is good, some of it is bad and some of it is 

good but it is not according to where we are heading. So a good business leader is someone who can 

educate and rank all the good ideas that people bring to the table.  

 

S: So where is it that we are going today? 

 

J: I don't know, I am not the CEO anymore. I know that we are selling a lot, we have been closing a 

deal every single day this month. So we have a good sales department. 

 

S: Let's move onto finance. So, in the previous interview you said that Clerk was carrying a huge 

debt when you became CEO, it was 1.2 million dkk. Which do you think were the reasons why we 

were carrying such a high debt? 

 

J: Lack of focus, lack of business administration, lack of leadership...just retardness, financial 

retardness...too many people. 

 

S: How is the company financed now? 

 

J: We have just received a credit line again, everything that we've been paying off the last year, plus 

the debt. So now we have some more room, more flexibility from the cash flow basically. And we 

are making money, I mean we were losing millions in the last couple of years and as it is right now 

it's good. We made half million in profit for the first 8 months. 

 

S: What markets are bringing the profit in? 
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J: That's difficult to say. Actually Sweden is a very profitable market, because we have no cost in 

Sweden but we have deals coming in through Mike and some spin offs of some Danish deals that I 

am working on. So Sweden is the most profitable market, the Danish market is the one with the 

highest volumes, the Brasilian market is the one who's growing the most.  

 

S: We have never got on board an investor, nor a VC, why is that? 

 

J: I don't know, it's not my decision. 

 

S: But have you ever talked to Hans about this? 

 

J: Yeah! 

 

S: So what's your take? 

 

J: Well, that's because he can't take decisions.  

 

S: My suspect is that it's a control-related problem, could that be? 

 

J: Control-related problem? 

 

S: Like Hans seems to be a person that needs to have control over things... 

 

J: Oh yeah yeah, that's one of the reasons. If he loses control than he can't sleep at night. You're 

probably right, that's probably one of the main reasons.  

 

S: Because I mean, investors also mean that you have to lose a percentage of your ownership on the 

company, that's the main point. 

 

J: Exactly, exactly. That is probably what he is most afraid of. I think that's pretty good spotted, if it 

is not the biggest reasons then it's definitely one of the reasons. Well, that is the biggest reason, that 

is probably the biggest reason. But I mean, it is not because we don't have any opportunities, from a 

growth perspective we are very very attractive candidates and we have had so many offers just in 

the last year. I think the major reason why is probably exactly what you are saying, that then Hans 

will lose control. And the most serious dialogue we had, one of the criteria was that he needed to 

step more out of the business and of course that means giving up control and losing control from the 

operations, that's just not his taste. So from a business aspect he is just not good. 

 

S: We have the last topic: Hans. So let's go back to when you were hired. What was your experience 

of Hans as a business owner and as a CEO? 
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J: I could see he was very very smart and very very clever. I didn't understand a clue of anything he 

was saying. 

 

S: Ok, so what about his leadership skills or the strategy he was giving to the company or the 

influence or... 

 

J: There was no strategy, no influence, no leadership. So everybody was basically going on its own. 

 

S: When you started being a CEO, what was the influence of Hans on your activities? 

 

J: Zero, there was no influence for the first 8 months. 

 

S: Ok, so you were completely on your own 

 

J: Yes  

 

S: Ok, this is basically what I needed to know, but it would be useful for me if you could tell me 

something about Hans, whatever you wanna tell me. Of course not about Hans as a person, but 

about Hans as an entrepreneur or as a business person or as a leader... 

 

J: Well, he is not a leader, there's no leadership in him. I think he is the only person, thing that can 

make Clerk a success or a failure. Not me, not you, it's not any given market, it's not a big client, it's 

not the cycle, it's not the economy, there's nothing that makes Clerk a success or a failure, or that 

can affect that except him. So he is the number one reason if we are here tomorrow or not. His 

problem is that he is not a leader and one of the very mature choices he's made was realizing he is 

not a leader. But now he stepped back into a more retarded way of thinking. So now for some 

reason he thinks he is a good leader. Now he realizes that he doesn't have to be me to be a good 

leader. I think he will destroy a lot of valuable things we have built in the last year and now we are 

stepping back into him being the front figure of the company and the one who sets the direction and 

the strategy because he has no capability of communicating with people, he can't even do a hurdle. 

People don't understand what comes out of his mouth and he is the most misunderstood person I've 

ever met. Of course he is an amazing person, he is a good boy, but he is the most...he is just not a 

good business man. His need of controlling things it's also what's keeping him down and keeping 

this company down. I think we can put it all down to a simple sentence, his need of controlling is 

what is keeping us down. His need of controlling has been amazing in the product development 

phase, but right now we are in a growing phase, the product is there, the market is there, the 

company got momentum. We still need to be on top of our game when it comes to the product, but 

we don't need him in the commercial part of the business. 

 

S: Last question. As far as I know he graduated in computer science, he got a software development 

kind of education he didn't have any business education, nor he trained himself to. How do you 

think this affects... 
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J: I mean it's pretty obvious. It's like when kids are gonna drive the car for the first time. It's the 

same when you see him operating business and running the business. 

 

S: Do you think he has learned something in the past years? 

 

J: I think he has learned a lot, but he will never be capable of leading the company from a business 

standpoint. We all learn and develop and there's no better education for him when it comes to 

business than this, but he also needs to have some self realistic expectations. For instance, I will 

never write a lawsuit because I have no knowledge, no experience and I know that I just suck at it. 

He made up his mind once that he will not be good at running a business, he shouldn't step back in 

this position just because he recruited one onboarder successfully. And that's it, that's my opinion. 
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Appendix E – HK’s behavioural test 

Basic behaviour 

Basic behaviour describes your natural behaviour. It reflects how you relate to others when you feel 

comfortable and relaxed. 

 

 

This profile will often indicate that there is a hidden internal conflict. On the one hand drives You 

have a need for success characterized by competitive spirit while you on the other hand Prefer to 

avoid rapid changes and upheavals. These goals are often incompatible and can sometimes lead to 

unpredictable behaviour. You are a targeted person, oriented towards practical things and focused 

on efficiency and persistence. You will usually try to complete a task within a reasonable amount 

time limit, but you also appreciate careful planning. You have a natural resilience and are prepared 

to work hard to achieve your goals, especially if your Performance involves personal success. The 

unusual combination of factors in your profile makes it difficult to predict your normal attitude 

toward other people. On the one hand, you can be reluctant and one A bit suspicious and prefer not 

to give too much information to others. On it On the other hand, you can also show a more open 

page of your character where you would like to develop and maintain a friendly and trustworthy 

relationship with others. Your careful, thoughtful page come under favourable circumstances, while 

the more demanding, demanding Page highlighted when you are under pressure. You will therefore 

likely adapt your social behaviour in Relate to the current situation and show the more friendly side 

of your character if you feel that You can trust the people who surround you. 
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Some special features 

All combinations of behavioural factors are associated with properties that can described as 

strengths, but also with some that may be limiting. Based on yours Answers will give you a general 

description of some of your most prominent features. You can be very effective and you are 

reluctant and persistent. You hold you time limits and deadlines in mind, but also want to produce 

quality work high level. You usually manage to balance both of these factors to each other in a 

satisfactory manner. You may be quite straightforward, but often prefer a friendlier attitude that 

contributes to a positive working environment. In certain cases, you can be so determined and 

focused that it approaches immobility when it is about reaching your goals. This can sometimes be 

difficult for others to accept. The ability to Being able to make effective plans and since 

implementing them is a valuable asset in many contexts, but sometimes your stubbornness may be 

excessive. 

It is natural for you 

Different behaviours have different ways to relate to the environment on. The surroundings are 

other people, events, circumstances and requirements in a given situation. Based on your answers, 

you will find some examples of how you usually behave you to your surroundings. 

It is natural for you: 

• conscious to calculate the risk of achieving your goal 

• to bet high to win 

• to accept challenges that stimulate your adventurous happiness 

• Sometimes to act first and think afterwards, especially when you think that does not happen 

something 

• to be careful about giving information to someone you do not know 

• to prefer to keep some distance to others 

• often to be well informed without making a big number out of it 

• to work in the background rather than be in the spotlight 

• not to make great demands on others 

• rarely allow yourself to be stressed 

• to prefer to resolve conflicts without hard words 

• to appreciate good relationships 

• to stick to your views 

• to rely on your own judgment 

• personally able to determine how a task should be performed 

• to want space for personal initiative 
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What motivates you 

What motivates one's behaviour is often not motivating for another. Below are five statements that 

may be important to make you feel motivated. 

It motivates you: 

• to run risks to achieve results, especially if that's important to you 

• to have some degree of excitement in life 

• to have warm and close relationships with colleagues 

• to resolve discrepancies in peaceful ways 

How to organize and plan 

Some behaviours place great emphasis on organizing and planning work while others do not think 

it's so important. The following descriptions may be relevant to you. You understand the 

importance of planning and are prepared to spend the necessary time and time Effort to develop 

functional action plans. You do not always pay attention to details and complexity, so your plans 

often become quite inaccurate. Once you have decided For a method, your goal awareness and 

endurance will make you determined to implement it. 

How to make decisions 

Decisions can be made in different ways. Some behavioural types want to base decisions on data 

and facts while others trust more on theirs "gut feeling". Your way of making decisions can be 

described as follows. You tend to make decisions based on your instincts and feelings. You can, 

however Also make more balanced assessments when important decisions are to be taken. With 

yours Persistent and sometimes demanding attitude, when you have a decision to take, you have the 

ability to also to ensure that it is implemented accurately and efficiently. 
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How to communicate with others 

Different behavioural types have different ways of communicating with theirs surroundings on. One 

can say that it is about typical ways to behave in order to communicate a message to its 

surroundings. Below are some descriptions of how you communicate with others:  

• You may run a risk of achieving results  

• You need some degree of excitement in life to do well  

• You do not make any major demands on others  

• You prefer to have good relationships with others and find that conflicts are unpleasant 

Consequences of your way of communicating 

Here are some tips on how to handle the consequences of your way to communicate on. 

• You may need help with a risk assessment before you begin one project 

• Just remember not to let your adventures affect your colleagues 

• Even you may be entitled to claim 

• Sometimes you have the courage to hold your views 
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Value for the organization 

Each style of behaviour has characteristics that are important to the organization in which they 

work. 

Below are some of your contributions. 

• It is natural to you that there is some risk involved in success 

• You rarely miss an opportunity 

• It's important for you to feel active and things are happening around you 

• You have the ability to launch activities and projects so you feel like you are living 

• You are responsible for proper and business conduct 

• You concentrate on your tasks and prefer to avoid unnecessary social intercourse 

• You do not come up with considered opinions 

• It's more important for you to get the job done than to be at the center 

• You will not be so easily stressed 

• You work calmly and methodically without demanding your surroundings 

• You appreciate factual and calm discussions 

• You have a friendly attitude 

• You are stuck on your views 

• You trust your own judgment 

• You are skilled and independent 

• You like to work to work after your own head 

Information for your boss 

Different behaviours must be handled in different ways in order to perform well piece of work and 

enjoy the task. Here your boss gets some tips that may be useful to you both in your relationship. 

• Help you with risk assessments before shopping 

• Give yourself freedom of action so you do not lose your motivation 

• Understand that you work best when it is not necessary for you to work under time pressure 

• Ask for your views on a question as it may be difficult for you to submit a critical perception 
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How to increase your efficiency 

Here are some suggestions that can help you develop your ability to work with others and perform 

your tasks more efficiently. 

You may need others like: 

• can create a more relaxed work rate 

• weighing pros and cons against each other 

• emphasizes and appreciates the need for others 

• Ensures that facts are discussed before decisions are made 

• collects and investigates the facts 

• can respond quickly to unexpected changes 

• can engage in more than one thing at a time 

• is self-motivating and can take initiative 

• can get started and get others started with a project or a challenge 

• can work under unpredictable circumstances 

• is flexible in relation to rules 

You may need: 

• difficult and challenging jobs 

• understand the need for others 

• uses techniques based on practical experience 

• is part of a working group 

• takes the time to explain the process up to a decision 

• time for rehearsal before changes 

• get verified its own value 

• support from your parent 

• Guidelines for performing tasks 
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Customized behaviour 

Your custom behaviour reflects the changes you feel you have to make in order to fit into a given 

situation, for example. work. You can decide which adjustments you make do in relation to your 

basic behaviour. 

 

You are usually not particularly interested in the emotional and personal aspects of life. Your 

Communication with others is therefore often concise and focused on practical things. You can 

have a hesitant and cautious attitude towards others and prefer to keep the facts and information for 

yourself. Your primary goal is not to build good relationships and that Be popular, but work to 

achieve your goals as quickly and efficiently as possible. You are motivated by efficiency and your 

desire to achieve results. You have an interest in details and precision work. Therefore, one of your 

most prominent features is likely to You correct the mistakes of others. Sometimes this move is so 

prominent that you end up commenting on things that others may consider trivial or irrelevant. You 

can have one tend to look for hidden motives by others and you are therefore reluctant to pass on 

information interchangeably. You like to protect yourself from negative consequences and therefore 

only take into account any backlash for yourself. You are a serious and practical person, and you 

concentrate on facts and measurable topics. You are about to develop effective methods and 

practices in order to achieve satisfactory results. You take care of problems and difficulties, 

gradually as they arise. The combination of efficiency and precision means you are perceived as one 

very competent person. Your straightforward and confident style helps you to perform difficult 

tasks using your character strength. 
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How to handle difficulties and challenges 

Dominican characteristics or the Red puzzle pieces determine how different Behaviour types deal 

with difficulties and challenges. People with very red in Their behavioural style is brave, fearless 

and energetic. They are not afraid problems and can often see how challenges can be solved. In 

their relationships with others are the straightforward and direct. Patience is not one of their virtues, 

and they are easy to anger. 

Basic behaviour 

You think fast and feel good at putting your thoughts into action immediately. You do not have 

always time to plan everything in detail. It is quite natural for you to run a risk and take chances. 

Therefore, it may sometimes be an advantage for you to have colleagues who are little more 

"careful" than you. 

Customized behaviour 

You rarely doubt that your thoughts and opinions are right. You usually expect that Others will 

follow suit and you can take up the fight if someone has other views. It is a positive property, for 

example in situations where others in the working group are uncertain which one way they should 

go. But sometimes you can be so busy with your own solutions that you do not listen to other 

people's views, which can contribute with useful dimensions. 

Customization 

In your current work situation you feel that you need to be more ready and straightforward than 

usual. You think you should be more independent, rely more on your own abilities and take more 

initiative. However, the difference between the basic behaviour and the adapted behaviour is not 

very big. Therefore, it does not require much mental energy to maintain the behaviour, and It is 

rarely something that will make you feel pressured. 

Patience Anger 
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How to communicate your thoughts and ideas for your surroundings 

Influence or the Yellow puzzle pieces decide how different Behavioural types communicate their 

thoughts and ideas to their surroundings. People with very Yellow in their behavioural style are 

social and outgoing. They will ideally think best about others and have easy access to others, even if 

they do not know them. They are incredibly eloquent and can win others for their views with their 

friendly persuasive skills. They need positive feedback to step completely in character and can have 

difficulty coping with criticism. 

Basic behaviour 

During intercourse with others you may be perceived as a bit cool and distant. You are not happy to 

let new acquaintances get too close to life. You must first learn your surroundings to know before 

you are ready to open you. You may actually be interested, but you have hard to show it 

spontaneously. You think it's easier if others take the first step. 

Customized behaviour 

You are not a type that makes much of you. You'd rather concentrate on yours tasks and prefer to 

avoid being distracted or interrupted by irrelevant questions. You may be annoyed by colleagues 

who think you are wasting the time of socializing. 

Customization 

In your current work situation you feel that you need to behave more formally and disciplined. You 

therefore try to be more structured and organized in the way you performs your tasks. The 

difference between the basic behaviour and the custom However, behaviour is not very great. 

Therefore, it does not require much mental energy Maintain behaviour, and it is rarely something 

that will make you feel pressured. 

 

Pessimism Optimism 
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How to respond to ambient pace 

Stability properties or the Green puzzle pieces decide how Different behavioural types handle the 

pace of their surroundings. People with very green in their behavioural style are calm and patient 

and give rarely express their thoughts and feelings. They appreciate the harmony and stability of 

theirs surroundings. Therefore, they can be difficult to handle unforeseen or sudden changes. They 

are often loyal team players who focus on completing a task they have assumed. 

Basic behaviour 

You are usually a stable person who does not easily get stressed. You have accepted that Certain 

things in life can not be changed. You prefer a calm and peaceful life to life and happiness days. 

You want to carry out your tasks in a calm and consistent manner and do not ask anyone greater 

demands on others. With your relaxed attitude, you often develop hot and close relationships with 

people around you. 

Customized behaviour 

You are having difficulty repeating repetitive routine tasks. You are often curious about Consider 

what is happening in the world around you and you are easy to get new ideas as you can 

incorporated into your activities. It may be necessary for you to think more about that Finish a task 

satisfactorily before you start the next one. 

Customization 

In your current work situation, you feel that you need to speed up and focus more to complete your 

assignments within the given timeframes. It is an adaptation, as often becomes permanent over a 

long period of time and it may end up being a part of yours basic behaviour. 

 

Animosity Composure 
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How to respond to environmental rules and procedures 

Conformity features and the Blue Jigsaw puzzle decide how different Behavioural types handle 

rules and procedures in their environment. People with Very Blue in their behavioural style has 

great need for control and security. They Therefore, want to know which authority they have and 

are careful to stay within for the given frames. They are disciplined and detailed. They strive for a 

high quality level in the work they perform and it can be difficult for them to deliver one piece of 

work that does not meet their high standards. Therefore, they may be having trouble meet deadlines. 

Basic behaviour 

Once you've judged a situation or problem, stick to your perception, even if you encounter 

resistance. You trust your own judgment, even if it means you have to resist established rules and 

practices. Others may perceive you as steep. 

Customized behaviour 

You prefer that discussions are held on an actual plan. You can also be a little bit reluctant to share 

your views with others if you do not stay asked directly. Your controlled attitude may mean that 

others have difficulty reading "you" and know what your attitude is to a particular question. You 

can even think that people, which are too emotional are superficial and irrational. 

Customization 

In your current work situation, you feel that you need to be more detail oriented than normally. It 

often means that you rely less on your own judgment and prefer to Ask for advice before making a 

decision. The difference between the basic behaviour and However, the custom behaviour is not 

very large. It does not therefore require a lot of mentality Energy to maintain behaviour, and rarely 

something that will make you feel pressured. 

 

Fearlessness Fear 
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Prevalent characteristics of your behaviour 

Properties that can be seen both in your basic behaviour and your custom behaviour are properties 

that you often use. These characteristics often become permanent over time. The properties are 

presented on a descending scale with the most prevalent feature first and the least prevailing feature 

last (see attachment for further information about all properties). 

Performance oriented 

It is important for performance-oriented people to achieve results. They can go on compromise on 

quality or detail to achieve their goals. They are directly in theirs communication with others and 

they are able to effectively defend their views. But They are not particularly interested in personal 

subjects. Nor do they take an objective position, and they is very targeted. They can make quick 

decisions without distracting. 

Independent 

Independent people are very independent and direct. They prefer to go their own roads and feel 

better when they do not have to take into account others. They get frustrated rules and regulations 

that restrict their freedom of action. They may need to break rules and regulations to achieve results. 

They are very competitive and always know what direction to go. 

Self-motivated 

Personal motivation is important for self-motivated people. They are not very patient and Prefer to 

see immediate results. They are easily irritated by others who can not or will not follow their high 

pace. They can easily absorb new information without losing weight goal of sight. They take 

responsibility for their actions and are not afraid of confrontations. One Great pressure is a natural 

thing in their everyday lives. 

Careful 

Cautious people find it difficult to admit errors. They are therefore careful that Check their work so 

that they do not make mistakes. They are in great need of security and prefer to avoid risking risks. 

If a question can not be supported by facts, they prefer to avoid dealing with it rather than risking 

negative results. The Be careful about giving information to others and having difficulty converting 

their ideas to action or communicate to others if they are not encouraged. 
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Description of the seven drivers 

People whose greatest driving force is knowledge is mainly interested in discoveries and to find 

facts and information. "It's a pleasure to know things!" These people Prefer to adopt a thoughtful 

attitude and often ignore an object beauty, practicality or economic value. Persons whose drive is 

knowledgeable, want to find out and understand what relationship is all about each other. They 

consider reality with a critical and rational look. 

Men whose biggest driving force is economics are highly interested in money. The focuses on what 

pays off and wants a financial benefit from theirs investments. Investments can be in terms of both 

time and money. Persons, if Driving is economy, striving to achieve the security as economic 

progress provides. They may need to surpass others in terms of economic and material progress. 

People whose biggest driving force is self-realization is highly interested in personal development 

and well-being. Individuals driven by self-realization appreciate an environment, which provides 

space for creativity and innovative thinking. The need for personal development can expressed as a 

desire to test the ideas of own and others. Internal considerations and Feedback is natural working 

methods, which means that these people will appreciate an environment that allows for this. 

People whose greatest driving force is practical appreciates creating something carefully and a 

sensible use of resources. To create and create are key concepts in this driving force. People with a 

strong practical drive have a good eye for what may be useful and useful for practical use. They are 

often clever and have an ability to start up, execute and complete projects. They like to show others 

what they have manufactured and created. 

People whose greatest driving power is caring are interested in other people, theirs teamwork and 

their well-being. They are often perceived as friendly, comfortable and selfless. They are sometimes 

willing to override their own advantage (to make money) if It would turn out to be a loss to others. 

People who have such a strong feeling For thoughtfulness, it may seem that other people whose 

driving forces are knowledge is practical sense and leadership are indifferent and insensitive. 

People whose greatest driving force is leadership seeks control and power. This needs Control can 

be expressed in different ways, partly as self-control and partly as control over other people. People 

whose driving force is leadership is looking for above all personal power, influence and fame. To 

influential people is that often important to understand the basic rules and maintain a good 

relationship with them. The driving force can also expressed as a desire to have control over 

important decisions and to be able to decide when and how resources are to be used. 

People with ethics - moral as a driving force are characterized by their desire Justice. This can be 

expressed in a desire to work in organizations with a clear structure, clear rules and common 

standards and values. The greatest interest here can be described as a desire to support the "good 

forces" in the company or in society as a whole. People with strong ethical moral power have one 

overall value system for what is right and wrong, which they follow as one beacon. 
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Based on your answers in the analysis, you have achieved it the following percentage distribution of 

the different drivers 
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Your strongest driving force: Ethics - morality 

A person with an ethical moral drive has a distinctive feel for Justice. This can be expressed in a 

desire to work in organizations with one clear structure, clear rules and common standards and 

values. The primary interest behind This driving force can be described as a desire to support "the 

good forces" in the work or in society as a whole. People with strong ethical moral power have a 

superior value system for what is "right and wrong", which they follow as a guiding star. 

Standard characters that indicate driving forces: 

• have a clear value system 

• decision making is based on clearly expressed value systems 

• Defend values that are essential to a "good" organization 

Example of excessive driving power: 

• can be in conflict with the environment if they are overly greedy 

• may be a bit of a "guardian of morality" 

• may under certain circumstances be perceived as a person judging others from its own 

standards 

Situations or factors that can cause discomfort or stress: 

• unethical business transactions 

• unfair treatment of employees 

• decisions where it is impossible to get an overview of the consequences for yourself and for 

others 

If the strongest driving forces are not met, the person will show a lack of interest. 

Important concepts that you can transfer to your environment and increase yours motivation: 

• omit or distort factors that could undermine an organization's good image 

• Explain clearly how the interaction between people should be, so that everyone can do their 

best and achieve common progress 

• Allows you to participate in activities that help create a better world for everyone 

• that your company has clear values and where you live as one preaches 

• openness and honest discussion of difficult issues that involve ethics and morals 
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Your second-largest driving force: Care 

People with concern as driving force are interested in other people and theirs mutual relationships 

and well-being. They are often perceived as friendly, compassionate and selfless. They can 

sometimes be prepared to override their own possibilities (for to make money), if it is obvious that a 

decision means or may mean a loss for others. A person with thought as a strong driving force can 

perceive other people knowledge, practical sense or leadership as their driving forces as indifferent 

and insensitive. 

Standard characters that indicate driving forces: 

• likes to help others 

• can spend too much time and energy on "good purposes" 

• rather look the "good" than the "evil" in men's eyes 

Example of excessive driving power: 

• may conflict with more rational decision makers, especially if anyone in it connection is 

damaged or clogged 

• can sometimes be used 

• take things too personally 

Situations or factors that can cause discomfort or stress: 

• decisions taken solely for rational or economic reasons 

• decisions that cause greater human harm than financial gain 

• not feeling good enough 

If the strongest driving forces are not met, the person will show a lack of interest. 

Important concepts that you can transfer to your environment and increase yours motivation: 

• not to be selfish and only wish to profit from others' work or efforts 

• focus on how everyone can come to terms and how we can create one more equal working 

situation 

• emphasizing interaction between people who are in need of everyone and everyone plays an 

important role 

• allows you to help others 

• You can work in a human environment that takes people into account 

• Be part of a reputable group / company 

 

 

 

 



162 
 

Your third biggest drive: Practical 

People with a strong practical driving force appreciate creating something with theirs hands and a 

sensible use of resources. To create and create are key concepts in their driving force. People whose 

driving force is practical has a good eye for things that can used conveniently. They are often clever 

and have the ability to start up, execute and complete projects. You like to show others what they 

have made and made. 

Standard characters that indicate driving forces: 

• They prefer to plan a process according to their own practical experience 

• have the ability to identify how the resources can be used best 

• can sometimes exceed the financial framework in the planning and execution of a project 

aimed at achieving a better and more lasting result 

Example of excessive driving power: 

• may be a bit of a "slave whip" in order to implement a project 

• may under certain circumstances place greater emphasis on functionality rather than 

economy and shape 

• The "can self" principle can sometimes be exaggerated 

Situations or factors that can cause discomfort or stress: 

• if the project does not comply with the timetables set 

• if the work is more difficult than planned and there are insufficient resources available 

• if others do not perceive a project as successful, despite the fact that it actually works 

If the strongest driving forces are not met, the person will show a lack of interest. 

Important concepts that you can transfer to your environment and increase yours motivation: 

• appreciate and appreciate results and functionality 

• allows you to contribute practical perspectives during planning and implementation of a 

project 

• Do not appreciate a good investment in terms of money or form 

• allows you to participate in the planning and execution of a project as well as in the practical 

processes 

• shows appreciation and recognition of your experience and practical skills 
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Your fourth most powerful driving force: Self-fulfilment 

Individuals with self-realization as strong driving force are very interested in personal development 

and well-being. A person with self-realization as its driving force appreciates surroundings that 

provide room for creativity and fresh ideas. Personal development may be in the form of a desire to 

have room for testing their own or others' ideas. Considerations and feedback is a natural working 

method. This means that these people appreciate environment that gives time and scope for this. 

Standard characters that indicate driving forces: 

• sees the work as a way to realize itself 

• expressive and communicative in terms of innovation 

• may become passive and evasive in situations involving personal downturn or discomfort 

• appreciate people who express their creativity 

Example of excessive driving power: 

• Their own development can happen at the expense of the job / unit 

• overly wide and "high-flying" ideas where the risk assessment is weak 

• does not listen to suggestions from the surroundings 

Situations or factors that can cause discomfort or stress: 

• people who value only rational, objective behaviour 

• perceived obstacles to personal development 

• when the others are critical of ideas or unwilling to listen to them 

If the strongest driving forces are not met, the person will show a lack of interest. 

Important concepts that you can transfer to your environment and increase yours motivation: 

• Encourages your desire for personal development 

• See your suggestions for changes as a positive contribution to the job 

• understands that there is no answer to everything and allows time for consideration and 

reflection 

• that you can work in an open, sympathetic environment where people can freely express 

theirs thoughts 

• gives you access to training so you can continue your personal development 
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Description of the driving forces different combinations 

Ethics - Moral / Care 

- We all have a duty to help people who are struggling 

Practical / Ethics – Moral 

- developing procedures to ensure that things are done in a morally sound manner 

- Good behaviour is required even in small everyday situations 

- Resources must be used in a way that is fair for all parties 

Self-Realization / Ethics – Moral 

- Personal development is about creating a good reputation 

- Creativity and fresh ideas can be used to create common basic values 

- Everyone is able to become a "better" person 

Practical / Health Watch 

- The available resources must be used fairly 

- Even small improvements can make life easier for other people 

- close cooperation creates both good relationships and lasting practical solutions 

Self-realization / Consideration 

- helping others is a way to achieve self-realization 

- My personal development and success must not happen at the expense of others 

- What is good for me is not necessarily good for others 

Practical / Self-Realization 

- The practical creation is self-realization 

- Discovering practical solutions to a problem is a joy in itself 

- problem solving works best in an open and creative environment 
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Appendix F – Clerk.io financial database 

Year Month Total MRR 

Salary 

expenditure 

Year Tot. 0.00 kr. 0.00 kr. 

2011 01/01/2011 10,000.00 kr. 0.00 kr. 

2011 01/02/2011 10,000.00 kr. 0.00 kr. 

2011 01/03/2011 10,000.00 kr. 0.00 kr. 

2011 01/04/2011 10,000.00 kr. 0.00 kr. 

2011 01/05/2011 10,000.00 kr. 0.00 kr. 

2011 01/06/2011 10,000.00 kr. 0.00 kr. 

2011 01/07/2011 10,000.00 kr. 0.00 kr. 

2011 01/08/2011 10,000.00 kr. 0.00 kr. 

2011 01/09/2011 10,000.00 kr. 0.00 kr. 

2011 01/10/2011 10,000.00 kr. 0.00 kr. 

2011 01/11/2011 10,000.00 kr. 0.00 kr. 

2011 01/12/2011 10,000.00 kr. 0.00 kr. 

2011 Tot. 120,000.00 kr. 0.00 kr. 

2011 MRR growth 0%  
2011 Salary growth  0% 

2012 01/01/2012 10,000.00 kr. 0.00 kr. 

2012 01/02/2012 10,000.00 kr. 0.00 kr. 

2012 01/03/2012 10,000.00 kr. 0.00 kr. 

2012 01/04/2012 10,000.00 kr. 0.00 kr. 

2012 01/05/2012 10,000.00 kr. 0.00 kr. 

2012 01/06/2012 10,000.00 kr. 0.00 kr. 

2012 01/07/2012 10,000.00 kr. 0.00 kr. 

2012 01/08/2012 10,000.00 kr. 0.00 kr. 

2012 01/09/2012 10,000.00 kr. 0.00 kr. 

2012 01/10/2012 10,000.00 kr. 0.00 kr. 

2012 01/11/2012 18,284.00 kr. 106,928.00 kr. 

2012 01/12/2012 18,284.00 kr. 0.00 kr. 

2012 Tot. 136,568.00 kr. 106,928.00 kr. 

2012 MRR growth 14%  
2012 Salary growth  #DIV/0! 

2013 01/01/2013 18,284.00 kr. 0.00 kr. 

2013 01/02/2013 27,196.00 kr. 64,434.00 kr. 

2013 01/03/2013 35,433.00 kr. 0.00 kr. 

2013 01/04/2013 36,974.00 kr. 0.00 kr. 

2013 01/05/2013 43,219.00 kr. 0.00 kr. 

2013 01/06/2013 43,956.00 kr. 41,335.00 kr. 

2013 01/07/2013 55,486.00 kr. 94.00 kr. 

2013 01/08/2013 66,146.00 kr. 40,360.00 kr. 

2013 01/09/2013 75,080.00 kr. 40,922.00 kr. 
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2013 01/10/2013 79,149.00 kr. 40,435.00 kr. 

2013 01/11/2013 83,399.00 kr. 38,628.00 kr. 

2013 01/12/2013 86,603.00 kr. 67,331.00 kr. 

2013 Tot. 650,925.00 kr. 333,539.00 kr. 

2013 MRR growth 375%  
2013 Salary growth  212% 

2014 01/01/2014 86,603.00 kr. 41,269.00 kr. 

2014 01/02/2014 92,907.00 kr. 40,360.00 kr. 

2014 01/03/2014 108,036.00 kr. 45,483.00 kr. 

2014 01/04/2014 139,452.00 kr. 60,633.00 kr. 

2014 01/05/2014 151,239.00 kr. 53,568.00 kr. 

2014 01/06/2014 156,439.00 kr. 91,398.00 kr. 

2014 01/07/2014 160,276.00 kr. 60,498.00 kr. 

2014 01/08/2014 166,913.00 kr. 161,612.00 kr. 

2014 01/09/2014 168,398.00 kr. 163,592.00 kr. 

2014 01/10/2014 177,956.00 kr. 168,758.00 kr. 

2014 01/11/2014 179,715.00 kr. 157,625.00 kr. 

2014 01/12/2014 176,338.00 kr. 182,964.00 kr. 

2014 Tot. 1,764,272.00 kr. 1,227,760.00 kr. 

2014 MRR growth 171%  
2014 Salary growth  268% 

2015 01/01/2015 152,571.00 kr. 115,926.00 kr. 

2015 01/02/2015 162,723.00 kr. 160,964.00 kr. 

2015 01/03/2015 161,186.00 kr. 194,836.00 kr. 

2015 01/04/2015 169,425.00 kr. 134,446.00 kr. 

2015 01/05/2015 181,524.00 kr. 175,626.00 kr. 

2015 01/06/2015 207,702.00 kr. 256,735.00 kr. 

2015 01/07/2015 225,292.00 kr. 259,290.00 kr. 

2015 01/08/2015 256,540.00 kr. 339,489.00 kr. 

2015 01/09/2015 268,713.00 kr. 461,639.00 kr. 

2015 01/10/2015 308,884.00 kr. 487,333.00 kr. 

2015 01/11/2015 318,535.00 kr. 479,876.00 kr. 

2015 01/12/2015 328,186.00 kr. 410,293.00 kr. 

2015 Tot. 2,741,281.00 kr. 3,476,453.00 kr. 

2015 MRR growth 55%  
2015 Salary growth  183% 

2016 01/01/2016 337,837.00 kr. 420,875.00 kr. 

2016 01/02/2016 347,488.00 kr. 457,591.00 kr. 

2016 01/03/2016 357,139.00 kr. 608,815.00 kr. 

2016 01/04/2016 366,790.00 kr. 530,092.00 kr. 

2016 01/05/2016 376,441.00 kr. 557,268.00 kr. 

2016 01/06/2016 386,092.00 kr. 531,359.00 kr. 

2016 01/07/2016 392,991.00 kr. 441,788.00 kr. 
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2016 01/08/2016 436,452.00 kr. 444,641.00 kr. 

2016 01/09/2016 475,140.00 kr. 390,947.00 kr. 

2016 02/10/2016 571,112.00 kr. 458,205.00 kr. 

2016 01/11/2016 633,826.00 kr. 472,510.00 kr. 

2016 01/12/2016 681,710.00 kr. 437,361.00 kr. 

2016 Tot. 5,363,018.00 kr. 5,751,452.00 kr. 

2016 MRR growth 96%  
2016 Salary growth  65% 

2017 01/01/2017 621,623.75 kr. 469,925.60 kr. 

2017 01/02/2017 703,902.85 kr. 496,089.55 kr. 

2017 01/03/2017 736,618.71 kr. 574,875.00 kr. 

2017 01/04/2017 768,441.30 kr. 633,438.00 kr. 

2017 01/05/2017 771,673.43 kr. 596,926.07 kr. 

2017 01/06/2017 798,149.61 kr. 594,456.21 kr. 

2017 01/07/2017 848,404.47 kr. 612,797.00 kr. 

2017 01/08/2017 856,592.21 kr. 684,890.00 kr. 

2017 01/09/2017 904,193.35 kr. 659,074.00 kr. 

2017 01/10/2017 932,186.58 kr. 699,753.00 kr. 

2017 01/11/2017 958,953.44 kr. 628,099.00 kr. 

2017 01/12/2017   

2017 Tot. 8,900,739.70 kr. 6,650,323.43 kr. 

2017 MRR growth 66%  
2017 Salary growth  16% 
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Appendix G – Statistikbanken 

Computer Services by turnover and export, services and 

time     

Units: DKK 1,000      

  2012 2013 2014 2015 

Turnover 

Application 

software 200783 219746 388964 518061 

      
From the reference year 2013, the 

method of the statistics is changed, thus 

the data are caculated based on a new 

data base for enterprises from the 

Business Register. Data is back 

calculated for 2012. Which means that 

the results before the year 2012 are not 

directly comparable to the results from 

2012 onward       

      

Yearly growth   9% 77% 33% 
 

 


