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Executive summary: 
 

This master thesis is written in the style of autoethnography, and aims to investigate the 

startup process of “UnitedSizes”. The entrepreneurial process consists of 103 activities, which 

helped the development of “UnitedSizes”. Theoretical concepts were systematically analyzed 

in combination with the conducted activities to establish its usefulness and relevance to the 

reality of starting a business. The analyses show that the theories of social construction, lean 

startup methodology and the business model canvas are valuable tools for entrepreneurs, 

when creating a new venture. Social construction shows the major impacts that a variety of 

factors can have on the development process. The business Model Canvas can be used as a 

theoretical framework that can be a good tool in the early development process, and can 

lessen the risk and uncertainty in the process. The lean startup methodology helps in making 

the entrepreneurial process more iterative and creative especially in the early development 

process. Furthermore, the analysis will illustrate that there is a deviation between theory and 

practice, and the outcomes of this. 

The last chapter will contain recommendations for future entrepreneurs based on personal 

insights and learnings gained throughout the process. 
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1.Introduction 
 

1.1 Introduction to the exploration of the entrepreneurial process within the online retail 

industry 

Based on our own experience, we have found that it can be challenging to find the right size 

when shopping online since you are unable to try on the product before purchasing. A size 

medium might equal a size small in another store, and you end up with a product that does not 

quite fit you. Maybe you decide to keep the product, or maybe you decide to return it, either 

way you end up being an unsatisfied customer. This sizing problem can create unsatisfied 

customers, and a high number of returns for the companies selling the products. We live in a 

time, where people are concerned with saving time and making purchases more convenient. 

In addition, we see an increase in online sales on a worldwide basis (Statista)1. Therefore, we 

see this problem with finding the right size, when shopping online, as a business opportunity. 

In this case, we came up with the idea to create an app, which aims to solve the sizing 

problem in the online retail industry.  

 

In this thesis, we will show you our working entrepreneurial process on the steps we made to 

find a possible solution for the sizing problem when purchasing clothes online. Even though 

our focus will be to test our primary idea regarding the creation of a measurement app, we 

will not hesitate to move from this idea to others, if we find out that the first idea will not 

work. Throughout this thesis, we will use autoethnographic research method as a writing style 

to tell you the story of our entrepreneurial journey. 

 

In this thesis, we have used entrepreneurial theory, such as social construction, the lean 

startup methodology and the business model canvas as a theoretical framework to test its 

usefulness when it comes to creating a startup in reality. We want to explore the link between 

theory and reality, when it comes to the development of a new venture, and investigate the 

relevance for applying theory to an actual startup process.  

 

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
1	  https://www.statista.com/statistics/379046/worldwide-retail-e-commerce-sales/ 
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Data collection methods such as interviews, a survey, as well as gathering secondary research 

from articles, books and Internet are used to develop our idea further. Included in our study 

we also have two separate “learning logs”, where we have written down our steps. We started 

our learning log in mid December and ended in June, which gave us some extra months to 

observe our activities. The reason for this is to be able to get a clear picture of our process, 

and to be able to analyze and evaluate the steps we took along the way, and to see which 

activities helped our process and where we followed the theoretical framework and where we 

did not, and the reason for this.  

 

The development of the business model is based on the book “The Business Model Canvas” 

by A.Oswalder & Y. Pigneur (2010), which works as a framework for the activities we have 

made during the process. A full description of which activities helped the development 

process, and which did not will be provided in order to test the business model canvas on its 

usefulness and relevance when it comes to creating a business.  

 

The purpose of this master thesis is to look at theoretical concepts in combination with 

primary data, to make a full assessment of the feasibility and sustainability of a possible 

solution to the sizing problem in the online retail industry. We want to investigate our idea 

more detailed in order to explore what's wrong with the idea, and how we can fix it.   

 

Furthermore, the thesis will go into an assessment of the online retail industry, and look at the 

current market situation from both the customers and companies point of view; how the 

companies handles product returns, and which strategies they can implement to maximize 

profit and minimize number of returns. 

 

The goal of this paper is to establish the usefulness and relevance between theoretical 

concepts and the process of starting a business. Our research process has lasted for 

approximately one year, in this case our business model canvas has changed due to new 

information we have received along the way, and we will provide a description of which 

activities that has helped the development of the business model canvas.  
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This is because we want to give a full description of all the changes that occurred and the 

reasons for these changes. A summary at the end will answer the viability questions, with a 

presentation of the key findings made in this paper. 

 

Furthermore, there will be an assessment of the Online Retail industry today, and what 

specific challenges the industry is facing. After “mapping out” the existing challenges we will 

go further into the problems related to the return of products purchased online from both the 

customer and the companies perspectives. Moreover, the thesis aims to investigate mitigation 

strategies and investigate new opportunities in the market that might reduce the number of 

returns. 

 

1.2 Structure of the thesis 

The structure of the thesis will give you a detailed description of our entrepreneurial process. 

Firstly, it will start with an introduction of our topic, and continue with the story of our idea 

creation. Secondly, there will be a methodology chapter where a presentation of the 

methodology used in this paper will be found. Furthermore, we will look at theoretical 

concepts both within business and entrepreneurship literature, and see how we can apply them 

to the development process. We will apply the methodology of social construction, lean 

startup methodology and the business model canvas to our process, and investigate how these 

theories helped us in our development process.   

 

In the second part of the thesis, we will go into the development process and present our 

findings and insights, which we gathered throughout our time working with the thesis. There 

will be a detailed description of each of the building blocks in the business model canvas as 

well as considering the business model environment and see how and why the business model 

canvas changed throughout the process. 

 

In the discussion and results chapter we will provide the key findings, where we  answer the 

research questions and assess the business model canvas on its usefulness as a business model 

for our creation process. After answering our research questions we will evaluation our own 

process, and  identify some of the main strengths and weaknesses of our process, as well as 
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providing recommendations for future entrepreneurs based on the insights and experience the 

process has given us. 

 

1.3 Aim & Objectives of the Report 

The main objectives of this report are to further explore the online retail market, and try to 

find a better solution for one of the existing problems in the industry. Based on primary and 

secondary research it is found that one of the major problems in the online retail industry are 

the large number of returns, which appears to be costly for the companies. Therefore, it is 

important to investigate the reasons for the high returns, and provide a possible solution for 

the problem. The most suitable solution according to us, will be tested to establish its viability 

as a business idea. To find the proper business idea as well as to evaluate it, it is necessary to 

use entrepreneurial and business theories. We will reflect on the usefulness of theoretical 

concepts in combination with an entrepreneurial startup process, and examine the impact 

these theories should have on the process.  

 

1.4 Delineation 

The focus of the thesis is to test our primary idea and answer the question whether or not it 

can be a viable business concept. Our business idea will be tested through collecting data 

from potential customers and companies, as well as market research from the online retail 

industry. All our activities has been gathered in the business model canvas and will show the 

development process over time. Through analyzing our activities in combination with 

literature we will be able to answer the viability questions, and whether the theory helped us, 

and how. 

 

The activities we have conducted throughout the process affects our business model canvases 

and causes changes to it. The business model is based on the current business model 

environment, and therefore changes in the current market may result the need of a revised 

business model. These constant changes will need to be addressed and adapted to the constant 

changes of the market. Therefore, it should be noted that the finding and conclusion of the 

paper is based on the current market situation, and possible future alterations are not 

incorporated. 
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The time limitations should be taken into consideration, when reading the thesis. We 

conducted our activities over a given period of time, and the data from our learning logs are 

collected between December 2015 and June 2016, as we had limited time to collect the data 

this can affect the outcome of the paper.  

 

Furthermore, it should be noted that the autoethnography research method used in the thesis is 

based on business concepts combined with the author's own experiences. Therefore, the 

analyzes chapter will be subjective and based on the personal learning, which has occurred 

throughout the process. Therefor personal characteristics may have affected the decisions and 

activities made during the process.  

 

1.5 The Role of the Authors 

The role of the authors in this paper is to investigate the sizing problem in the online retail 

industry and to test whether the creation of an app might be a viable business concept. 

When applying business concepts and theories to the process of starting a business, the role of 

the authors are not only to observe the development of the business, but also to be a part of 

the process itself. Mainly, the outcomes of the paper can be linked to our personal abilities 

and limitations as entrepreneurs. The entrepreneurial process is based on our own experience, 

as we are using the autoethnography research method and are applying this to the business 

literature. 

 

Being two authors of the thesis has helped us to gain a better understanding of the problem, as 

we could benefit from seeing the problem from different perspectives. Throughout the 

process, we had a lot of brainstorming sessions, where we used different visualization tools to 

create and “test” the business model canvases. Since the style of the thesis is 

autoethnography, it gave us the opportunity to share not only theoretical work but also to tell 

you our personal story of our entrepreneurial experience. 

 

1.6 Introduction to autoethnography 

To give the reader a better understanding of the concept of autoethnography, we will provide 

detailed information about this theory in the next chapter. Here, we would like to give a small 

overview on the writing style of this paper. Autoethnography is a qualitative research method 
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that provides the author with the opportunity to write in a personalized style by drawing on 

own experiences to gain a deeper understanding about a social phenomenon (Wall, 2008). An 

autoethnography style of writing shows the reader how the concept “lets you use yourself to 

get to culture” (Pelias, 2003, p. 372). The term autoethnography has been used for more than 

20 years (originated by Hayano, 1979). Autoethnography is a highly-personalized style that 

aims to extend sociological understanding (Sparks, 2000, cited in Wall, 2006). 

 

Since this research method is so personalized, it has been criticized of being self-indulgent, 

narcissistic, introspective and individualized (Atkinson, 1997 & Sparkes, 2000 cited in Wall 

2006). One benefit of using autoethnography in this thesis is the possibility to reflect upon the 

key learnings and findings of the entrepreneurial process, and see whether the process has 

been useful. The autoethnographic research method is more authentic because you can use 

yourself, the voice of the insider being more truer than of the outsider (Reed-Danahay, 1997 

cited in Wall, 2006). 

 

1.7 Introduction to entrepreneurship 

There are more than 15 million entrepreneurs in the US, who are engaged in starting a new 

business, however most of them will fail (Mullins, 2013). The odds for an entrepreneur to 

succeed is daunting and the road towards pursuing the entrepreneurial dream is long. 

Research shows that the majority of new ventures fail due to opportunity-related reasons, they 

are:  

Market reasons - The target market will not buy the product 

Industry reasons - competitors steal your customers 

Entrepreneurial team reasons - lack of entrepreneurial spirit on the team 

(Mullins, 2013) 

 

There is no doubt that opportunity plays an important role when it comes to the success of 

new ventures. The first step in creating a business is recognizing business opportunities, 

which can be defined as; a consumer need or want that can potentially be met by a new 

business (Mariotti, 2013). 
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However, the best entrepreneurs do not only see opportunities but also ask themselves: 

“What's wrong with my idea, and how can I fix it”? (Mullins, p. 3, 2013). These questions are 

relevant for our thesis, as the main goal of our paper is to test our idea and find the best 

possible solution for the sizing problem in the online retail industry, and test this idea on 

being a viable business concept, as well as how we can improve our idea to make it 

successful. By asking oneself this question, the entrepreneur can find mistakes before writing 

a business plan or before launching a new startup, and decide to either change the idea or 

abandoned the idea before any major losses occur.  

 

Schumpeter (1965) was the first person who started using the term “entrepreneur” and he 

defines an entrepreneur as; “individuals who exploit market opportunity through technical 

and/or organizational innovation” (Schumpeter, 1965). 

 

Penrose (2009) has given us some important perspectives, when it comes to the collaboration 

between the entrepreneur and the firm, which leads to the growth of new ventures, and how to 

recognize opportunities for expansion. This knowledge can help entrepreneurs to be able to 

identify what resources and opportunities that are necessary to create a business. 

 

According to Penrose (2009) the production activities of a firm are directly linked to the 

entrepreneur, and his ability to recognize the productive opportunity. Things such as failure in 

recognizing opportunities for expansion, failure acting upon them, or not being able to 

respond to them, will limit the growth of a firm. From the text: «The growth of the firm: The 

legacy of Edith Penrose by Pitelis (2001), the authors express that, the essence of the giving 

model, is that the company is viewed from within.  

 

The firm's resources can be material and immaterial, purchased in the market or created 

within the firm. Resources are unique to the firm; they are difficult for other companies to 

replicate fast enough. Accordingly, the set of resources can be important, when it comes  to 

determine the competitive advantage of the firm. These resources can only be shared, that is, 

if they are used individually and outside of the firm, but does not provide profit and does not 

create a competitive advantage. 
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Edith Penrose focused on the study of the growth process of private companies. She 

considered the firm as "at the same time as an administrative organization, and as a 

combination of productive resources from, both human and material."  (Penrose, 2009) 

 

There are several examples of successful business-stories that have started out with people 

who recognized a business opportunity and decided to act on the idea. For example, Anita 

Roddick was tired of skin care products in expensive packaging and with expensive 

marketing campaigns. Therefore, she decided to launch natural, ethically produced skin-care 

products with low prices and down-to-earth marketing (Mariotti, 2014). Today, you can find 

the store in almost every mall under the name “The Body Shop”. Another entrepreneur who 

started out by solving a problem, was Bill Gates. He wanted to create software that was easy 

to use for ordinary people, and founded Microsoft (Mariotti, 2014, p.24). 

 

As we see from these examples some entrepreneurs have started a successful business from 

their plan A, but this is not how most entrepreneurs succeed. Many companies start out with a 

plan A, but become successful doing something completely different, which is also referred to 

as plan B (Mullins & Komisar 2009).  

 

According to Mullins & Komisar, plan A will probably  not work, and you need to speed up 

the process of discovery by using a business model, in order to test whether it will work, or if 

you should change your idea. This may lead to the discovery of a new and more attractive 

customer offering. 

 

According to Mullins & Komisar (2009), the main idea behind getting to plan B, is to identify 

analogs and antilogs in the existing market. The term “Analogs” are looking at existing 

solutions and other companies that offer similar products or services. “Antilogs” are examples 

of failed approaches. By building onto the analogs and antilogs, you can save a lot of time and 

resources. How is it possible to solve a customer problem in a new or improved way? After 

identifying both the analogs and the antilogs in the market, the next step is to have a leap of 

faith and dive into what you do not know. As mentioned earlier, entrepreneurship is rarely 

risk free (Mullins & Komisar, 2009). 
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According to Gartner (2010) an organization can be described as “an entity that involves 

people doing work for a purpose”. There are three major levels of business activity, and they 

are: 

Persons - a person can exchange and create products and services with others. By combining 

efforts and specialization in one group of people you can significantly increase the 

productivity. 

The business - Dividing the functions of a business among a group of people will increase the 

productivity. Businesses can exist because they can create products and services more 

effectively than individuals working independently. 

Environment - the context of activities which the operation of a business is surrounded by. 

This can again be divided into: Industry - a group of businesses producing similar products 

and services, and Community - a collection of related industries (Gartner, 2010). 

 

We are currently finding ourselves in the new venture formation stage of the development 

process, where it is important to focus on learn how to start a new business successfully, and 

then acquire the necessary  competencies and resources for this to happen.  

It is crucial that during this stage the entrepreneur should discover and recognize 

opportunities, analyze feasibility, develop a business plan and determine the most suitable 

startup path. (Gartner, Bellamy, 2010). 

 

1.8 Problem statement 

Asia & Maria 

At the end of the third semester of our study program, it was time to choose the topic for our 

future master thesis. We decided to write the thesis together as we had some previous 

experience in working with group projects. Additionally, we were both interested in writing 

about the same topics. We contacted Bill Gartner, as he was our professor in the “Business 

models & Prototypes” course, and asked him to become our future supervisor. He suggested 

that we can use an autoethnography writing style. We were very exciting about writing the 

thesis using this new method, as we had never written a paper using this format before. Our 

next step was to choose the topic for the thesis. 
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We have always been interested in the fashion industry. The course “Digital 

Entrepreneurship” gave us inspiration for our future paper as we worked with creating a 

personal stylist online platform. Then, we started to do research about the online retail 

industry and came up with some ideas regarding the topic. Based on our own experience, we 

have found that it can be challenging to find the right size when shopping online. As 

whenever you purchase clothes online you do not have the opportunity to try the product 

before the purchase, and there is a chance that you can end up with a product that does not fit 

you. Clothing brands are often inconsistent in sizing, which means that a size Small in one 

store might not be the same as a size Small in another store. Thus, whether you decide  to 

keep the product that does not fit you, or return it, you end up being a less than 100 % 

satisfied customer.  

 

To find out if other people also experienced this problem, we decided to talk with our friends 

to see if this idea is worth further exploration. After these informal unstructured interviews, 

we found that a majority of the people we interviewed also experienced the sizing problem 

when shopping online.  

 

The people we asked where mostly young females from Norway, Sweden, Denmark, 

Germany and Russia. Additionally, we found that there are other problems that they 

experience when it comes to online shopping, such as: delivery issues, lack of customer 

support, not meeting customer expectations and security issues. 

 

We decided to reach out to more people by conducting a structured questionnaire, with one 

open ended question at the end. The main reasons for conducting a survey was to gain a 

deeper understanding of the customer needs, to learn more about the problems in the online 

retail industry from the customer's perspective and increasing our sample size compared to 

conducting a qualitative research method using semi structured interviews. In our survey, we 

used one open-ended question at the end of the survey, where the respondents had the 

opportunity to leave comments on their own ideas for  possible solutions to the sizing 

problem. 
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We noticed that some of the respondents suggested some improvements on how to choose the 

correct size, also they mentioned solutions such as: virtual solutions, better information on the 

website, more and better pictures, videos where they show the clothes on the website, and 

customer reviews and feedback on the fit and size of the clothes.  

 

After receiving all this information, we became inspired to create an app that could minimize 

the problem when customers choose the wrong size. We wanted to focus on all perspectives 

of the problem, and wanted to become experts in the online retail industry, before providing a 

solution. As we wanted to focus on several issues related to the sizing problem, it was 

necessary for us to gain more knowledge about online retail industry to produce a plausible 

and sustainable business solution.  

 

In the online retail industry, there are two main players, the customers and the companies. 

That is why we decided to conduct some interviews with online retail companies to see what 

problems they experience, and their views on the sizing problem.  

 

After conducting research on the online retail industry we found that it is costly for the 

companies to have high number of returns, and we wanted to find out more details about this 

and how the companies can deal with this problem. (Financial Times)2 .  

 

1.9 Company description: “UnitedSizes” 

Have you ever been sitting in the comfort of your own home and browsing through the 

websites of different clothing companies? The clothes look great on the pictures, and fit the 

models perfectly. You are usually a size Medium and decide to order a couple items directly 

to your home, quick and simple. However, many of us has experienced that when the package 

arrives, the clothes does not fit you properly or they simply did not match your expectations. 

We want  to change this, by offering a virtual solution that will minimize the sizing problem 

dramatically. The days of ending up with clothes that does not  fit, or the hassle of having to 

return them, are over.  

 

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
2	  https://www.ft.com/content/52d26de8-c0e6-11e5-846f-79b0e3d20eaf	  
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Our solution is an app that will systematically match your measurements with the sizes at 

different online stores. This way you have one converter to all stores, to make sure you get the 

right sizes in a convenient manner. If you browse the website of for example H&M, and put 

in your measurements, it will tell you which size to choose for this specific store. 

 

This will make the online shopping more convenient for the consumer, in addition, it will 

reduce the number of returns and boost the sales for the stores. After some brainstorming 

sessions, we decided on the name for our prospective company: “UnitedSizes”. The company 

name describes a service that aims to help the customers choosing the right size despite which 

brand or store the customer purchases the items.  

 

Furthermore, the name tells the customers what the app is about, as well as it is international 

and easy to pronounce and remember. 

The target group for this app will mostly be people in two age groups, the first is from the age 

of 18-34, annually 58% of this age group spend money on e-commerce in 2016. The second 

group is from the age of 34-44, as 68 % respectively. These two group are doing most of  the 

online shopping (Trends&Data,2016)3 

 

Earlier, when online shopping was mostly about electronic products, men were dominant in 

online purchasing. However, nowadays due to a larger variety of shopping categorizes women 

took a leading role in purchasing online. Since both genders are having a high interest in 

shopping online, we will consider both of them as potential target groups (j2store)4.  

 

We also see opportunities for expanding the application, and adding features in order to make 

it appealing to the customer. We want to make it  possible to use the measurement convert on 

computers, as well as smartphones. We would like to focus on the Scandinavian market, as 

we are currently living in Copenhagen and it is easier for us to reach potential customers 

within the Scandinavian region.  

 

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
3	  https://www.internetretailer.com/trends/consumers/online-shopper-by-age-group/	  
4 https://www.j2store.org/blog/digital-marketing/men-vs-women-shopping-behaviour-and-buying-habits.html  
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We also see opportunities to market the application through social media, and create 

partnerships with other online stores. We believe that other online stores would be interested 

in working with us as it could potentially attract more customers for them and make online 

shopping through the company's online store more appealing. This in return may reduce the 

number of returns. The revenue streams will mostly be through partnerships, and our goal is 

to “sell” our product to different online stores, and making our service an addition to their 

already existing business (B2B). 

 

The core idea of our thesis is to test the “UnitedSizes” app on being a possible solution for the 

sizing problem in the online retail industry. If during the research phase we find out that this 

idea will not work, we will try to test other hypotheses to look for other possible solutions. In 

addition, we take into consideration that there is a possibility that there will be no possible 

solution for us to launch “UnitedSizes”  at this point. That is why we will use the business 

model canvas and other theoretical concepts such as lean startup methodology and social 

construction, to evaluate all our ideas.  

 

1.10 Background information about the online retail industry 

In this section we have gathered some key background information about the online retail 

industry - relevant for this thesis and that we found to be relevant for understanding the 

business environment in which we are operating. The rest of the information about the 

industry can be found in appendix C. We have been looking at competitors in the industry as 

well as identifying and understanding why customers shop online and why many of them 

choose to return products. 

 

Reasons for returning products: 

The power of the “touch” can influence the customer satisfaction. Touch is the first sense we 

develop and it happens before we are even born. In other words, we are born to touch. The 

downside of online shopping is the lack of touching the product before purchasing. However, 

retailers have found a way around this but it often ends up being at the customer's expense. 

Online shoppers take advantage of the company's liberal return policies and buy items 

blindly, with the opportunity to send them back without any charges. As many of the online 
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stores operate with a liberal return policy, it creates a better opportunity for the customers to 

return items purchased online.  

 

Therefore, the return rate is as high as 50 % in some cases. Analysts estimate that nearly one 

third of all online purchases are returned. About 20 % of apparel and soft goods are returned 

and 50 % of expensive items purchased online are returned. Returns can end up being very 

costly for a company.  

 

Prashant Modha, CFO at Mondetta Performance Gear, informed Internet retailers that if a 

product that costs 40 dollars is returned, it can cost the retailer up to 15$ in shipping and 

handling of the returned product. According to “Inbound Logistics”5, the average retailer 

spends around 8.1 % on total sales on reverse logistics, and this includes taking back 

damaged, unwanted, spoiled, or counterfeit goods. Online apparel has the highest return rates 

of all e-commerce items. To come up with a solution for reducing these returns it is important 

to understand and identify the customers who are making these returns (Shopify) 6 . 

 

Nick Winkler (2016) has identified 3 different return customer personas: 

The Wardrober - the customers who buy clothes to wear them once and have no intention of 

keeping them afterwards.  

The “try it on” customer - customer who order clothes online for trying them on at home. 

The fitting roomer - customer who purchase different items in many colors and sizes, and 

pick out their favorites and return the rest (Shopify)7. 

 

When these personas decide to return many of the items they have purchased, it will be very 

costly for the companies. However, the companies can not just change the return policies due 

to the high competition among online retailers, as they will end up losing a lot of customers.  

 

Customer perceived risk - Pre-purchase factors: 

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
5	  http://www.inboundlogistics.com/cms/article/managing-retail-returns-the-good-the-bad-and-the-ugly/	  
6	  https://www.shopify.com/enterprise/102947142-how-to-reduce-your-return-rate-predict-exactly-what-
customers-want	  
7	  https://www.shopify.com/enterprise/102947142-how-to-reduce-your-return-rate-predict-exactly-what-
customers-want	  
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Customer experience is an important part of every aspect of the product or service the 

company is offering. Customer care - but also other aspects such as marketing, advertising, 

packaging, product features, reliability and usage. Some companies do not quite understand 

the importance of focusing on customer experience. Regardless, the fact is that consumers 

have a greater number of choice now than ever before, the choices are also more complex and 

they have more channels to choose from (Wiley Online Library, 2002)8.  

 

 To reduce the number of returns it is important to minimize the customers perceived risk. 

When customers make decisions to purchase a product or a service, their perceived risk is a 

function of both immediate situational factors (price, service level) and long-term 

implications of purchase (Sweeney, Soutar, and Johnson 1999). 

 

Prior to making a purchase-decision, consumers tend to gather information about the firm 

(product return policies) to help them decide (Petersen and Kumar 2009). According to the 

research, a strict return policy might be perceived to the consumer as a potential sign of lower 

product quality because this will increase the cost to the consumer of returning the product 

(Wood 2001). 

 

After consumers, have received the product, they are still faced with information that can 

affect their level of perceived risk. Per research customers who have fee-based return tend to 

decrease their returns spending by 75 %- 100 %, however, the customers who can return their 

products without any cost tend to increase their return spending by 158 % - 457 % (Bower 

and Maxham 2012). 

 

Fit-uncertainty mitigation strategies: 

When operating in the online industry, consumer fit-uncertainty is a challenge, especially 

when it comes to apparel and accessories. Only 9 % of clothes is sold online, compared to 50 

% of computer and 40 % of books. (Forrester Research 2009). One important aspect of 

products such as apparel, shoes and accessories is that match between products attributes and 

the consumer’s needs. This fit can only be made after a purchase has been made, and the 

consumer can inspect the product in person (Lal and Sarvary 1999; Mehta et al. 2010; Ofek et 

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
8	  http://onlinelibrary.wiley.com/doi/10.1111/j.1083-6101.2002.tb00160.x/full	  
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al. 2011). As the fit, can only be made post-purchase this creates two distinct challenges in the 

online retail industry. The first is, that the fit-uncertainty hinders customers from purchasing 

clothes online. A survey shows that 32 % of the respondents have never bought clothes online 

before (Adams 2013). 

 

The second challenge is when consumers discover that the product does not fit after purchase. 

Then the consumer is likely to return the product, which results in return-handling cost and 

profit loss for the online retailer. According to Brohan it is reported that 20 % to 30 % of 

online apparel orders are returned by consumers (Brohan 2013). 

  

Many online retailers have adopted new technologies such as virtual fitting to enhance the 

knowledge before purchasing a product, but fit-uncertainty still lacks the personal inspection 

(Gu & Tayi, 2015). 

  

Online apparel selling is growing faster than any other retail category and has a market share 

of 20 % of online sales. Google decided to enter the online apparel industry in 2012, by 

launching “Boutiques.com”. The rapid growth of the online retail industry illustrates the 

importance of developing online retail strategies that can minimize the fit-uncertainty 

challenge. (Gu, & Tayi. 2015). 

 

We want to provide two examples on how the top retailers trying to solve the sizing problem: 

Amazon: 

Amazon is the largest online retailer in the US today, and the number of returns the company 

will need to handle will increase. However, the company is currently working on a system 

that will make it easier for the customers to choose the right size. Amazon has a few possible 

operating methods that makes sizing recommendations to their customers. This device would 

take internal measurements of its products and then create three-dimensional models to store 

in databases. This way, Amazon would be able to recommend products with a similar fit. 

Amazon filled the patent application last year and appears to still be developing the system. 

This system can be used for shoes, jeans, pants, shirt, handbags and other items. To measure 

the products that Amazon is currently selling, will require a lot of effort from the company. If 

Amazon can make a patent this successful, it will be very profitable for the company. 
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Zalando: 

Zalando is a well known online retail company, with establishment in 15 markets in Europe, 

and they have 19 million active customers. In an interview with the CEO for the Nordic 

Market, Kenneth Melchior for the norwegian business newspaper “Dagens Næringsliv”, he 

says that he wants Zalando to become the new Spotify within the online retail market. “We 

are gonna become a leading platform within fashion”. They are currently expanding their 

platform by introducing 150 new partners to the online store. Their business model is based 

on an external warehouse where they can carry a large inventory, which will also keep the 

costs relatively low. One of the biggest unsolved problems within the online retail industry is 

that you can not try the clothes before you purchase them, which makes it possible to buy the 

wrong size. Zalando offers a free return policy, and currently have a return rate of 50 %. 

Melchior talks about 3D scanning as one of the possible solution to the sizing problem, but 

they also look at other possible technological solutions. They are currently testing two 

different ideas in order to make it easier to choose the right size, and to reduce returns. One of 

the solutions is a guiding tool that helps you to choose the right size based on algorithms on 

previously purchased products, and the other one is a “Size Chat” that will guide you to the 

right size. In addition, Zalando are  currently working on a 360 degree view which will give 

the customer a better overview of the products.  
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1.11 The research questions 

The online retail market is a fast-growing industry, with increasing numbers of players in the 

market. This leads to higher expectations among the customers, and higher competition 

among the actors. To satisfy the customer`s needs, actors in the market need to address the 

sizing problem in the industry to stay competitive. 

The goal of this thesis is to explore the online retail market, and more precisely look at the 

measurement app as a primary solution for the sizing problem. We would like to analyze our 

activities to know if our actions were helpful or not in the app development process. 

The problem definitions of the thesis are: 

1. Are the customers facing any kind of problems, when they shop online? 

2. If yes, what are the problems? 

3. Are the companies facing any kind of problems, when they sell online? 

4. Is finding the right size, when you shop online, one of the problems facing the 

customers? 

5. Due to the high number of returns in the online retail industry, will it be possible to 

find a feasible solution for this problem? 

6. Did the usage of the social construction, the business model canvas and lean startup 

methodology as analytical tools influence our entrepreneurial process? 
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2. Literature review 

 

2.1 Autoethnography 

                                                                   

“ ... autoethnography is not simply a way of knowing about the world; it has become a way of being in 

the world, one that requires living consciously, emotionally, reflexively. It asks that we not only 

examine our lives but also consider how and why we think, act, and feel as we do. Autoethnography 

requires that we observe ourselves observing, that we interrogate what we think and believe, and that 

we challenge our own assumptions, asking over and over if we have penetrated as many layers of our 

own defenses, fears, and insecurities as our project requires. It asks that we rethink and revise our 

lives, making conscious decisions about who and how we want to be. And in the process, it seeks a 

story that is hopeful, where authors ultimately write themselves as survivors of the story they are 

living.” (Jones, 2013, p. 10) 

 

Autoethnography is a style, where the writers are using autobiographical writings in 

qualitative researches in order to explore and share personal experience, which they gain 

during their working process on collecting and observing requirement data. The distinctive 

feature of autoethnography is that it changes over the time due to getting new information on 

the examining subject. Autoethnography plays around space and time, and shows a constant 

change through the whole research process.  

 

According to some scientist we correlate autoethnography to dancing because it can happen in 

past, present and the future tense. There are two main factors that influence on our way to tell 

our personal story. The first includes objects such as our house, our love or our body; second 

includes all non-corporeal objects such as our personal beliefs, experiences or our ideas.  

 

Autoethnography requires that the author is showing his identity and vulnerability to the 

readers. We share not just our observations, but also our feelings and emotions to help the 

readers to know us better and learn more on the problem. The writer builds connections 

between the life of an ordinary person and his own personal life in a way that converts 

preconceived biases and ideas.  
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As Mcilveen (2008) points out, Reflexivity in research and practice offers more than a 

checking process; it is a process which proffers new understanding and actions - 

transformation (Mcilveen, 2008, p. 17).                                                  

 

2.1.1 The process of writing autoethnography and how to write autoethnography 

Nowadays, there exists several methods on how to write in the style of  autoethnography. The 

most common research methods of writing are: evocative autoethnography, analytic 

autoethnography and grounded theory. 

 

Evocative autoethnography 

One of the first mentioning of the “autoethnography”, we can read in the article of Hayano 

(1979), where he did his personal self-observation in the traditional research of  ethnographic.  

Ellis and Bochner were mostly working within evocative autoethnography, and they defined it 

as “an autobiographical genre of writing and research that displays multiple layers of 

consciousness, connecting the personal to the cultural” (2000, p. 739). As autoethnography is 

a genre of self-narrative, it is important that autoethnography has the look of storytelling. That 

is why, there should be important features that should be followed by the writers: 

1. The writers use first-person style, by doing this he is using himself as being the 

objective of the research.  

2.     Usually the author tries to stay within one case over time, instead of moving from 

one case to the other.  

3.   The original text is evocative, where the authors often reveals details of his private life 

and focus more to show his emotional experience. 

4.    The life of the researcher is shown together with the lives of other participants of the 

research; 

 

Analytic autoethnography 

Andersen (2006) characterises analytic autoethnography as a subcategory within the 

traditional ethnography, and can be described with 5 key attributes: 

 

1.     Under the process of writing the researcher is a member of the social world.  
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2.  The writer participates in analytic reflexivity, where he is showing an understanding of 

the reciprocal influence between himself, the setting and his participants.  

3.     The readers can follow the author's being by reading the narrative; 

4.    The author engages in communication with his informants.  

5.     The writer represents an engagement to the theoretical observation.  

 

Anderson says: ‘The definitive feature of analytic autoethnography is this value-added quality 

of not only truthfully rendering the social world under investigation but also transcending 

that world through broader generalization’ (2006a: 388). 

 

Grounded theory 

Grounded theory is an analytical approach for constructing a concept regarding a 

phenomenon by consistently collecting and observing data (Charmaz 2006a, Creswell 2009, 

Dey 1999). This approach was created and launched over 40 years ago by Glaser and Strauss 

in their seminal work The Discovery of Grounded Theory (1967). Glaser and Strauss define 

grounded theory as ‘a major perhaps the major – contributor to the acceptance of the 

legitimacy of qualitative methods in applied social research’ (2006: 767). 

Grounded theory is developed from using data in comparative method by analyzing the 

process with four steps, these steps are: 

 

1.     Open coding, this concept includes simplifying the data into significant methods.  

2.  Theoretical coding with gathering the main methods and they have a strong 

collaboration between themselves. 

3.   Selective coding requires to deliminate the analysis to the concepts and 

collaborations  that relate to the core of the explanatory concept; 

4.  Storytelling and analysis. 

                                                                    

Ellis and Bochner (2000: 758) advice that merging grounded theory analysis within an 

autoethnographic style may force the author to ‘write in an authoritative voice’ about the 

development process, which could draw away from the described stories. 
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2.2 Introduction to social construction theory 

 

2.2.1 Social construction of reality 

When using the term social construction, we are pointing out its dependence on our social 

selves (Boghossian, 2006). The fundamental concern behind social construction theory is the 

way we think and use categories to structure our experience and analysis of the existing world 

(Jackson & Penrose, 1994). 

 

With this we are saying that things cannot exist without us building it, and the way we build 

these things depend on our needs, value and interests. The contrast from something that is 

socially constructed is a naturally existing object, something we did not help to build and who 

exists independently from us. Therefore, social construction has an epistemological and not 

ontological approach (Andrews, 2012). 

 

Social constructionist ideas are assumptions about social reality and how we relate to and 

understand those constructions of reality. There exists plenty of examples of objects and facts 

about them that are socially constructed. Money and citizenship are two examples that could 

not have existed without a society. Social construction does not only concern worldly items, 

such as things, facts and kinds but also our beliefs about them. These beliefs are shaped by 

social forces. It is important to distinguish between a constructionist claim and regarding 

beliefs, as they require a distinct form of vindication (Berger, P.L. & Luckmann, T., 1966). 

 

These claims involve the metaphysical claim and the epistemic claim. The metaphysical claim 

aims at something that is real, but of our own creation. The Epistemic claim is an explanation 

for why we have certain beliefs that relate to the role that the beliefs play an important part in 

our social life. Simon de Beauvoir (The second sex, 1953) have illustrated to what extent the 

gender roles play an important part in our social lives, and that they are not inevitable but 

rather a product of social forces (Boghossian, 2006). 

 

Berger and Luckman described their thesis on the social construction of reality in 1966. The 

thesis is based on two different concepts, reality and knowledge. Language and 
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communication is central in our everyday interactions with other people, and is used to create 

a meaning, produce knowledge and make sense of things. 

Reality refers to “a quality appertaining to a phenomenon that we recognize as having a 

being independent of our own volition (we cannot wish them away)” (Berger, P.L. & 

Luckmann, T., 1966). 

 

Social constructionism is concerned with how knowledge is constructed and understood. 

Knowledge is not created but rather constructed, and can therefore not be an ontological 

matter.  The knowledge is constructed through interactions between humans and society, and 

these humans can reinforce knowledge through change and construction. The way we 

interpret and react to the situations around us depends on our culture, history, power, politics 

and so on (Newman, 2014).  Social construction is mostly focused on society rather than 

individuals (Andrews, 2012). Individual can create jointly constructed understanding through 

interaction with other individuals. 

 

For Berger and Luckmann, these two terms are relevant for the ordinary person and not only a 

philosopher. The difference is that the ordinary person lives in a “taken for granted” reality; 

the philosopher is concerned with its validity or invalidity. Individuals have different 

understandings of reality, and this reality can be influenced by each other individual’s 

understandings of reality. Realities are built through conversations and experiences with 

others as well as created jointly. 

 

Objective vs subjective reality: 

According to Berger and Luckman (1991) the society exists in both the objective and 

subjective reality. Interaction with other individuals are resulting in routinization and 

habitualization (Andrews, 2012). Frequently repeated actions will create a pattern, which 

again will be reproduced. These patterns free people to engage in innovation in opposed to 

starting all over again. Over time, the habitualization becomes embedded as routines, and 

forming knowledge.  

 

This general store of knowledge is again institutionalized by society, and in time, the 

following generations will experience this knowledge as objective. The subjective reality of a 
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society is experienced through primary and secondary socialization. Burr (1995) claims that 

our identity develops from social realm and not from the inside of a person. When you are 

born, your parents give you a name and a place in society, by believing the words your 

parents told you as a child, you constructed a reality. This reality serves as an invisible 

structure in our daily life.  

 

Socialization takes place through the medium of language, and language makes it possible to 

construct concepts (Burr, 1995).  Without language, we would not be able to construct 

thoughts and concepts. According to Berger and Luckman (1996) conversations are the most 

important medium when it comes to maintaining, modifying and reconstructing social reality.  

 

Subjective reality is shared meaning and understanding which can happen unproblematically, 

so there is no need for redefining concepts every time they are used in conversations with 

other individuals. Social construction theory accepts that there is an objective reality. 

 

2.2.2 Social construction and entrepreneurship 

A social constructionist perspective implies that entrepreneurship is constructed in social 

interaction between individuals (Fletcher, 2006). Entrepreneurship research is primarily based 

on theory from sociology, psychology and microeconomics which results in a focus on 

predicting, identifying and stimulating entrepreneurship.  

 

According to Lindgren and Packendorff (1999), a critique to entrepreneurship theory is that it 

only takes one single entrepreneur into account, and not several entrepreneurs. It is very 

insufficient to only view one single entrepreneur as it depends on that individual's subjective 

reality. During the entrepreneurial process the entrepreneur will engage in interactions with 

other individuals that will influence the process. Novel ideas is developed through interaction 

with other individuals, meetings, brainstorming sessions, conversations and discussions. 

 

According to Katz and Gartner (1988) two important aspects when it comes to conduct 

research on new ventures, is “How and Why” samples of new ventures are identified and 

selected.  



	   32	  

The emergence of new ventures and how they are linked to interaction with the environment 

and actors. McKelvey defines an organization as a “myopically purposeful activity system 

containing one or more conditionally autonomous myopically purposeful subsystems having 

input-output resource ratios fostering survival in environments imposing particular 

constraints” (1980 p. 115). 

 

In the following section four different properties have been identified to identify emerging 

organizations, and these are: Intentionality, Resources, Boundary and Exchange (Katz & 

Gartner, 1988). 

 

Intentionality: 

Organizational intentionality can be described as process where the actor or the founding 

entrepreneur is seeking information that can be used in achieving the goal of creating a new 

organization. These goals can be cross-level, but as the organization grows, the goals of the 

organizations can start to change from the original goal of the actor or the environment (Katz 

& Gartner, 1988). 

 

Resources: 

When creating an organization, the resources refers to the physical components that is needed 

to form an organization. These resources usually include, human and financial capital, 

property and credit. How accessible these resources are determines the geographic 

distribution and strategic direction of new organizations (Hannan & Freeman, 1988; 

Leibenstein, 1968). 

 

Boundary: 

Boundary plays an important role in organization theory, and refers to the barrier conditions 

between the organization and its environment (Katz & Kahn, 1978). The organization itself 

are controlling some of its resources in its environment. Mainly, this control is over the 

resources within the boundary, but can also exchange across boundaries when it is established 

legal and physical basis for this (Cole, 1946). The identity of the organizations is created 

beyond the entrepreneur and actor when the entrepreneur starts to establish these boundaries. 

The organization starts to become real when the physical boundaries are established, and at 
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this point you can start to differentiate between the individual as an organization, and the 

individual as a worker (Katz & Kahn, 1978). 

 

Exchange: 

Within entrepreneurship theory and organizational theory, the term “Exchange” refers to 

cycles of transaction. These transactions can be across border of the subsystem 

(Georgopoulus, 1962; Katz & Kahn, 1978; Miller, 1965), both within and across 

organizational boundaries. There are two ideas that are common for those transactions: The 

first is the repetitiveness of cyclic nature of the exchange process, and the second is the need 

for the exchange to benefit the organization. Once the exchange is established it cannot stop 

without risking a dissolvement.  

 

Out of the four prosperities, exchange is viewed as the most dynamic and volatile. An 

example of this is when an organization should sell products below costs to establish a market 

share, then over a given period of time, the exchanges may be inefficient, therefore it is 

difficult to say which exchanges are effective and which are not. It is important to note that 

the three other prosperities must be in place, before the exchange can occur (Katz & Kahn, 

1978). For an organization to exist, all the four properties must be in place. All the four 

properties are developed through conversations with other individuals and the environment 

and can therefore be closely linked to social construction (Katz & Gartner, 1988). 

 

2.2.3 The Social construction of opportunities: 

There are many studies that investigates how opportunities are recognized, and they vary from 

networks, experiences, sharing of ideas, prior knowledge of markets and entrepreneurial 

alertness. There are lot of definitions when it comes to opportunities. According to Gartner 

opportunities are created through the sense-making ability of the entrepreneur (Gartner, 

2012).  

 

Korsgaard suggests that “an opportunity may be enacted” (2011; 673). We can also find other 

definitions, Dimov (2010) recommends that opportunity can be traced in creative 

entrepreneurial deeds. Despite all the different definitions they can all be recognized in one of 
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the four senses of “opportunity creation”, which can be linked to different aspects of the 

entrepreneurial process, they include: 

 

1. The imaginative inception of an opportunity, describes the early stage of the 

entrepreneurial process. 

2. The Formations of the conditions conducive to the creation of entrepreneurial goods, which 

refer to the creation of financial and institutional conditions. 

3. The production of entrepreneurial goods, or, refers to the creativity needed to create the 

tools. 

4. The engineering of demand for produced goods, explains construction and invention of 

new markets. 

(Ramoglou and Zyglidopoulos, 2015). 

An opportunity cannot occur without an entrepreneurial action. Entrepreneurial opportunities 

are created through interaction with individuals, organizations as well as networks and social 

constructions, and finally the opportunity gets acted upon (Puhakka & Steward 2015 p.64). 

 

2.3 The lean startup methodology 

For decades, we have been learned and taught the old management formula of how to launch 

an enterprise. The process starts with developing a business plan, pitching to investors, 

gathering a team, introducing a product, and then finally start selling as much as possible. 

Unfortunately, somewhere along this process you are most likely to run into troubles. 

According to a new study by Harvard Business School`s Shikhar Ghosh, 75 % of all startups 

fail (Nobel, 2011) However, in recent years a new form of force has emerged, one that can 

make the startup process less risky. (Blank, 2013)  

 

The methodology of the lean startup involves experimentation, early and frequent customer 

feedback and iterative design, unlike the traditional formula which involves elaborate 

planning and intuition. The lean startup concept has quickly taken root in the startup world, 

and business schools have started to adapt the curriculum to this new method. The main goal 

for a startup is to figure out the right thing to build, a product or service that the customers 

wants or needs and are willing to pay for, as quickly as possible, where the focus is to shorten 

the development cycle. 
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The lean startup method is about creating adjustments called the Build-measure learn 

feedback loop.  The feedback loop is illustrated as a circle where you create an idea based on 

assumptions or hypothesis. When applying this method, it is important to identify which 

hypotheses to empirically test, and learn from these experiments. The most important 

assumptions are the value hypothesis and the growth hypothesis.  

 

Figure 1: The build-measure learn feedback loop 

 

 
                                                                                                                  

                                                                                                                   Source: (Lean CFD)9 

 

After identifying hypothesis in the market, the next step is to “test” these hypotheses. One 

way of testing is to build a minimum viable product. The testing phase involves early 

customer interaction, to see how prospective customers react to your new product or service. 

After you test your product, it is important that you learn from your “testing phase”. 

 

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
9	  https://www.cfdengine.com/blog/lean-‐cfd/	  
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When entering the measuring phase the main challenge will be to determine whether or not 

the product development is leading to real progress. In this phase, it is important to consider 

that it does not matter if we are sticking to our time and money budget if nobody wants to buy 

your product (Ries, 2011). 

 

At the end of completing the build-measure-learn feedback loop, there are some important 

questions facing us, like whether to pivot the original strategy or preserve. These decisions 

should be based on the validated learning as they are important for the future of the product or 

service. New hypothesis must be made if realizing the old ones are false, this will make the 

startup more capital-efficient as you will save time and money. 

 

Ries, introduces the important terms “analogs” and “antilogs”, from the book “Getting to plan 

B” by the author Remi Komisar, which we mention earlier in this paper. The leaps of faith 

come after analyzing the “analogs” and antilogs” and that is what's going to make your 

business succeed or fail (Ries, 2011).  

 

2.4 Introduction to the business model canvas 

The “Business Model Generation book” by A. Osterwalder & Y. Pigneur (2010) has become 

an acknowledge book within entrepreneurship theory among entrepreneurs and companies. 

The author of the book defines a business model as: Its describes rationale of how the 

organization creates, delivers and captures value.  

 

The main goal is to replace outdated models with amore updated models where tools such as 

visualization, ideation and iteration were used to create a more practical guide for 

entrepreneurs. The reason why this model is very famous among entrepreneurs is due to its 

simplicity and the fact that it is very visual and creative to work with, but at the same time it 

is efficient and complex.  

 

The business model canvas is a strategic management tool that allows you to change, invent, 

design, describe, challenge and pivot your business model. The business model canvas is 

described through nine building blocks that shows how the company intends to gain profit. 

The building blocks are like a “puzzle”, and they all correlate as they cover the four main 
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areas of a business: customers, offer, infrastructure, and financial viability. The main idea 

behind the business model generation book is to teach you practical innovation tools and 

techniques on how to understand, design and implement a new business model. The books, 

starts with an introduction to the business model canvas and describe each of the building 

blocks. The BMC consists of the following nine building blocks: Customer segments, value 

proposition, channels, customer relationship, revenue streams, key resources, key activities, 

key partnership, cost structure (Osterwalder & Pigneur 2010). 

 

Figure 2: The 9 Building Blocks of the Business Model Canvas 

 

 
 

 

                                                                                                                        Source: (Espriex)10 

 

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
10	  https://espriex.co/business-model-canvas 
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The business model canvas is a tool and not a strategy, and therefore it is okay to spend more 

time on some of the blocks. To make sure that the value proposition and the customers 

segment compliments each other is of great importance, and should be driving the other 

components of the canvas. Important questions to answer in these blocks are: Who are our 

customers? Do we have single or multi-sided segment? What need are you fulfilling for the 

customers? The value proposition contains which of the needs you are fulfilling, and the 

reason for customers to choose your product compared to other alternatives. Then, you move 

on to the other building blocks. 

 

The business model canvas is a popular tool for entrepreneurs, and provides three important 

insights, and they are; 

1. Focus, the canvas provides more clarity and focus as it strips away many pages of “stuff” 

that the traditional business plan contains.  

2. Flexibility, it is a lot easier to change and try things as the canvas only needs one single 

page.  

3. Transparency, the team working on the canvas will more likely to understand your business 

model and your vision (Osterwalder & Pigneur 2010).  

 

More information on the business model canvas can be found in Appendix B. 

 

At the end of the literature review chapter, we would like to provide a table with an overview 

of the theoretical concepts we want to apply to our entrepreneurial process. It highlights the 

main aspects of the different frameworks, and shows what type of information is being 

gathered. We will relate the theory to the actions and activities we made during the process, 

and establish the usefulness of these theoretical concepts. In the analysis chapter, we will map 

out where we applied the theory to our process, and whether it helped us and why. 
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Table 1: Literature comparison 

 Social Construction Lean Startup Business Model Canvas 

Main 

aspects of 

the process 

-The phenomenal concern 

behind social construction 

theory is the way we think and 

use categories to structure our 

experience and analysis of the 

existent world 

-Lean startup involves 

experimentation early and 

frequent customer feedback, 

and iterative design 

-The Business Model 

Canvas is the strategic 

management tool that 

allows to change, invent, 

design, describe, challenge 

and pivot your business 

model 

Process of 

collecting 

the 

information 

The four different properties 

for emerging organizations, 

and they are: intentionality, 

resources, boundary and 

exchange 

Hypothesis are made and 

tested, and based on the 

outcome, you change and 

revise what doesn’t work 

and what works will be 

validated 

It is a framework, which 

consists of nine building 

blocks, which cooperate 

with each other 

Additional 

elements 

For the additional elements, 

we should include: 1. 

Objective/subjective reality; 2. 

Social construction of 

opportunities; 3. Language; 4. 

The importance of the 

network 

Clear vision, focusing on the 

prospective customers, easy 

to learn and to apply, the 

importance of the network 

Focusing on the customer, 

easy to apply, importance 

of the network 

Ways / 

Purpose of 

collecting 

information 

The four emerging properties: 

1.Intentionality - the process, 

where the entrepreneur is 

collecting information with 

the purpose of creating a new 

organization. This includes 

gathering information and 

insights and validating ideas; 

2.Resources - physical 

components that are necessary 

for the development of the 

venture, these resources can 

be financial, human, property 

Build measure learn 

feedback loop: 

1.Leap - creating 

assumptions of how the 

startup can function; 2.Test 

- the activities and actions 

you make to test the 

assumptions in the market; 

3.Measure - you measure 

the tested hypothesis 

empirically; 4.Pivot or 

preserve by using the 

validated learning you make 

The nine building blocks: 

1.Customer segments - 

identifying our potential 

market; 2.Value 

proposition - how you 

creating value for the 

customers by identifying 

their needs and wants;  

3.Channels - the activities, 

which make it possible to 

reach and to communicate 

with the customers; 

4.Customer relationships- 
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and credit; 

3.Boundary - activities that 

determine the environment of 

the organization; 

4.Exchange - transactions 

between the organizations and 

the environment 

a decision about which 

direction to take and about 

the future actions of the 

startup; 

activities that establish 

what kind of relationship 

you want with the 

customer; 

5.Revenue stream - relates 

to the income; 6.Key 

resources - identify, which 

resources are needed; 

7.Key activities - describe 

the key activities needed 

to develop the startup; 

8.Key partnerships - 

engage with partners; 

9.Cost structure - 

determine the cost 

structure 

Other 

elements of 

the theories 

1.Interdependence;  

2. Constructed;  

3. Sequential;  

4. No time framing 

1.Testing; 2.Simultaneously/ 

Sequential; 

3.Fast cycle time; 

4.Interdependance 

1.Testing; 

2.Interdependence; 

3.Simultaneously; 

4.Constant iteration; 
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3 Methodology Chapter 
 

3.1 Introduction to the Methodology Chapter 

In the following chapter, there will be a full description of the methodological methods used 

in the thesis. It will go further into the reasons for choosing the specific approaches for 

gathering empirical data and their contributions to the research paper. The foundation of this 

paper is the autoethnography of our startup process. By using this research method, it enables 

us to identify the usability and value of the theoretical concepts, which we have been chosen 

as the framework for all our activities. Also, we will apply and analyze the main findings 

gathered throughout this process of our startup development within the help from the 

literature (social construction, lean startup methodology and business model canvas), which 

we  introduced earlier in this paper. 

 

We have collected the data and placed it into two separate “learning logs”, where we were 

documenting our steps and the activities we have made along the way. The process of 

collecting data started in December 2015, and lasted until July 2016. Our startup process did 

not end in July, however, we needed some extra time to analyze and codify all our gathered 

information, and therefore stopped our “learning log” in July. We coded all our activities, and 

matched the activities to the theoretical concepts, which were used in the paper, to see what 

worked for our research and what did not help the process. In addition to autoethnography we 

also used other research methods. We used both qualitative and quantitative research methods 

to get valuable customer insights as well as getting information about the online retail 

industry in general. 

 

3.2 Inductive research approach 

When using an inductive research approach the author often starts with observations, and 

towards the end of the research phase theories are formed because of the observations 

(Goddard and Melville, 2004). According to Neuman (2003), inductive research starts with 

observations and then evolves to a set of ideas. Inductive reasoning is based on learning by 

experience, and is also referred to as “bottom-up” approach. 
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Throughout this research paper it has been gathered empirical data from various sources. The 

purpose is to provide a reasoned answer to the problem definition. New data is gathered 

through qualitative and quantitative research methods which is analyzed and will then provide 

a conclusion11. 

 

3.3 Deductive Research approach 

A deductive approach is based on developing an hypothesis that is grounded in existing 

theory, and “test” the hypothesis with a designed research strategy (Wilson, 2010, p.7). 

According to Gulati (2009), “deductive means reasoning from the particular to the general”, 

which means that if a causal relationship seems to be implied in a particular theory or case, it 

might be true in many cases. 

 

Beiske (2007), states that deductive research approach is followed when the author states one 

or several hypotheses, that needs to be tested. Furthermore, after the author has implemented 

relevant methodology the research study will either disprove or approve the hypothesis. 

 

3.4 Data Collection methods 

To develop a competitive business model both quantitative and qualitative research methods 

are used. Quantitative data collection is based on mathematical calculations, where you can 

quantify the answers you get. One example of this is a survey with close-ended questions. In 

this research paper, quantitative data can be valuable as it provides important insights when it 

comes to demographics, market size and preferences that the consumers have. This data can 

provide important information about the customer segment. 

 

Quantitative data ensures to provide a deeper understanding in more details. Qualitative data 

includes interviews, focus groups, surveys with open-ended questions, case studies and so on. 

Qualitative data provides answers that can be valuable in the design of a product, and gives us 

insights such as consumer behavior and needs of the consumer. The combination of a 

quantitative and qualitative research method can provide valuable knowledge. 

 

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
11	  http://research-methodology.net/research-methodology/research-approach/inductive-approach-2/	  
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A criticism to the primary research method is that the findings collected through surveys, 

observations and interviews are always to some extent biased because of the parties involved. 

The questions made by the researcher are influencing the outcome of the survey, because the 

respondent can only choose from a certain number of options. 

 

Primary research approaches used in this paper include questionnaires, qualitative interviews 

and semi-structured interviews. Secondary research is obtained from books, reports, statistics, 

articles and information found online regarding the current market trend of the online retail 

industry. 

 

3.5 Inductive and deductive research approach in relevance to our paper 

In this thesis both inductive and deductive research approaches are being used. 

Inductive research method is learning by experience, which is a lot of what our 

entrepreneurial journey consists of. Our process consists of a serial of activities where the 

goal is to start a business.  

 

By analyzing our own process, we get an unique insight into how entrepreneurial theory 

match with an actual startup process. The purpose is to get new knowledge about starting a 

business and access and evaluate existing theory in combination with our own experience. 

This new knowledge that is created, can be of use for other practitioners in the entrepreneurial 

field. An inductive research method usually uses a more subjective reasoning. 

 

Deductive research approach is to explore an already established theory, and test whether this 

theory is valid in each circumstance. In our thesis, we are using theories from social 

construction, lean startup and the business model canvas, and are aiming to test its usefulness 

in relevance to our startup process, which would be a given circumstance. 

 

In our paper, we have used both quantitative and qualitative research approaches. We have 

used quantitative data in forms of a survey to uncover patterns for people that shop online. 

We want to establish the patterns and habits of online shoppers, to be able to say whether an 

app can be a possible solution. We have also used qualitative research approach for 

understanding underlying motivations and opinions of online shoppers. These insights are 
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gathered to help us develop our idea further, and get to know the customers and market we are 

operating in. In the analysis chapter we will categorize all the 103 activities we have 

conducted during our entrepreneurial process. The activities will be divided between social 

construction, lean startup methodology and the business model canvas. We also created  a 

category called “Others”, where we placed activities, which did not match any of the theories. 

Furthermore, we want to provide several coding examples on specific case activities to show 

how the theoretical framework works with our process.  

 

Reliability: 

When gathering data through primary and secondary research it is important to consider the 

reliability factor, so that the collected data is done in a scientifically rigorous manner. 

Reliability can be defined as; “the extent to which your data collection techniques or analysis 

procedures will yield consistent findings”. (Saunders, 2009). 

 

There are factors that can threaten the reliability of the findings, and they are: subject or 

participant error, subject or participant bias, observer error and observer bias. Subject and 

participant bias refers to the fact that when conducting an interview many respondents tend to 

say what they think the researcher or the boss wants to hear. The interviews we conducted 

were among actors in the online retail industry, to get insights into the industry (Saunders, 

2009). 

 

3.6 Part 1 - Social Construction 

In the next chapter, we will examine the theory of social construction in combination with our 

personal entrepreneurial process. We have created two detailed “learning logs” where each of 

us share all the activities we have made throughout the process. These “learning logs” will be 

codified in order to compare them with theoretical concepts, which we used, to see the 

usefulness in regards to  our paper and what we didn’t use at all.  

 

Also, this will provide the reader with a highly personalized entrepreneurial process, where 

we use autoethnography in combinations with theoretical framework. Entrepreneurship can be 

seen as socially constructed through interaction and discussions between individuals. Ideas 
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are created through brainstorming sessions, conversations, and meetings between people, 

environment and organizations. 

 

Therefore, we can say that social construction can help us understand the development and 

emergence of new ventures. In the analysis part, we would like to evaluate the usefulness of 

using social construction theory in our startup process, and also to be able to evaluate our own 

process and the activities we made. The analysis will be based on the 4 properties of emerging 

organizations, and they are:  Intentionality, Resources, Boundary and Exchange. We would 

like to analyze the following questions: 

 

1.     Intentionality - What activities did we do to help the development of our business? 

2.  Resources - Which physical components are required and obtained throughout our 

process?   

3.     Boundary - Which physical boundaries were established to facilitate the emerge? 

4.  Exchange - Which cycles of transactions occurred within the process? 

(Katz & Gartner, 1988). 

 

We will evaluate our own activities conducted throughout the startup phase in accordance 

with these 4 properties, to see where our coded activities fit in the 4 properties. To be able to 

evaluate our activities within these four properties, we will create a table, where we put all 

activities concerning social construction theory, to see, which of the four properties create 

value for the emerge of our business, and what is the reason of this. 

 

3.7 Part 2 - Lean Startup 

In the next chapter, we are going to evaluate the lean startup methodology, and aim to apply it 

for our business concept. The lean startup approach involves a set of principles, where you set 

up hypothesis, then you go out and test these hypotheses. This “testing phase” provides you 

with insights and validated learning, which you again use to establish whether you should 

“pivot” your idea or “preserve”. By using the first approach, we are going to test our 

assumptions about the online retail industry, and the problems, which are facing the 

customers. As well as trying to interact with customers to confirm, which hypothesis may 

work. We will use the business model canvas as a tool to show the changes, which occur after 
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the testing phase. According to Ries, a lot of entrepreneurs make the same mistake of not 

having enough interactions with prospective customers, and fail because of lack of interest 

from the customers. That's why we see the importance of getting to know your customers at 

the early stage, where it is easier to add changes to the business model, when receiving new 

information on customer needs. 

 

With the help of the build-measure-learn feedback loop, we will try to find an answer on our 

research questions; and if we can find answers on the questions, we will continue work on 

developing possible solutions. By using the lean startup methodology, we want to examine if 

the build-measure-learn feedback loop can add value to our process.  

 

In addition to this, we want to identify analogs and antilogs of the online retail market, and to 

figure out the leap of faith of the hypothesis. We are going to use this approach, as we want to 

find an answer on existing solutions in the market. Also, if there is already a solution, we 

would like to see how we can improve it to solve the problem. The leap of faith concept 

teaches us, when to realize that we cannot know everything. So, it will help us to be open for 

new ideas. The lean startup method explains, when to pivot or to perceive an idea, and we will 

use this approach in the result chapter when we are explaining our final findings, and whether 

this business will work. 

 

The cycle of lean startup will be tested to establish its usefulness or validity. The questions we 

want to answer using the lean startup methodology are: 

 

1. Leap: What leap of faith assumptions are we facing? Will the customers be willing to pay 

for our service? What are the needs and wants for our target market? Can the app be a viable 

product? 

2. Test: Gain empirical results by using a minimum viable product. 

3. Validated learning: What are the empirical results showing us? And how can we infer 

them? 

4. Pivot: What are the outcome of the results, and how do we use the results? Is the next step 

to pivot or preserve? 
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We have used the methodology of lean startup to codify our activities, to see where in the 

loop the activities fit, and to establish to what extent the lean startup approach is a valuable 

tool for starting a business.  (Ries, 2011). 

 

3.8 Part 3 - Business Model Canvas 

In the following chapter, we will apply the business model canvas by Osterwalder and 

Pigneur (2010). We used the business model canvas as a framework for the creation of our 

startup process in combination with autoethnography. We will provide different business 

model canvases of different ideas to show how it changed over time as we gained new 

knowledge. 

 

To present our outcomes we will provide two sources of information. The first source will be 

the ordinary business model canvas with a detailed description of every building block. The 

second one will represent codified actions to establish the relations between actions and the 

business model canvas. 

 

By doing this type of observation it will help us to learn more about our problem, and see 

which of the building blocks we should focus on. In addition, we will be able to answer the 

question if it was useful to implement the business model canvas into our process. We created 

5 different business model canvases, which show all the activities we did during our research 

time. 

 

Furthermore, as part of the business model canvas, we are going to make an analysis on the 

online retail market, and see if there is a room or a need of the service, which can solve the 

sizing problem. Environment is the key objective of our research. To learn about it, will help 

us to understand what our consumer’s needs are, as well as how to emphasize companies to 

be interested in our service. 

 

The main goal of the thesis is to provide a possible solution for the sizing problem in the 

online retail industry. Every business model canvas represents a possible solution to the sizing 

problem. In the following chapter, we will analyze all the solutions, and try to find the most 

suitable one. The business model canvas consists of nine building block such as: customer 
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segments, value proposition, channels, customer relationships, revenue streams, key 

resources, key activities, key partnerships and cost structures. 

 

Our activities throughout the business development process will be coded according to which 

building block they relate to. This way, we can clearly see the correlation between our actions 

and the development of the business model canvas. Furthermore, it will show us which blocks 

we were mostly focusing on, the reason for this, and it provides us with insights about 

whether we focused on the right building blocks. 

 

Mainly, we would like to focus more on the value proposition block to make sure that our 

potential solution will in fact create value for our customers. To get a deeper understanding of 

the problem, we will use a combination of marketing research and theory. 

 

3.9 Part 4 - Discussion 

At the end, our research process will help us to  answer our research questions, and critically 

answer what theory mostly covered our entrepreneurial process of developing our idea. We 

will make a table, where we place all our activities within the theory that we used through the 

process. By doing this, we will be able to answer the research questions of the thesis, as well 

as assess the relevance of the entrepreneurial theory, which are presented in the paper. Also, it 

will help us to outline, what is our result of the whole process, and what we can we 

recommend for the future entrepreneurs. As well as, critically evaluate our working process, 

and share with the read in what we succeed and what we could have done better.  

 

3.10 Part 5 - Method of Codifying 

The creation of the master thesis required a lot of different actions and personal efforts. To be 

able to analyze all actions in the right order. We created two separate learning logs, where we 

in a detailed way wrote down our actions and steps during the process of the thesis creation, 

even though we have two separate learning logs, most of our activities we did together as 

from the early beginning we were two, who created the idea.  

 

Also, these activities we will analyze in the 4th chapter of this paper. In the analysis chapter, 

we are going to examine our learning logs, and compare our steps with the literature, which 
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are provided in the paper. For our steps in the learning logs, we gave personal numbers, to 

make the analysis more clear and understandable. The detailed transcription of our 2 learning 

logs, can be found in the appendix “A”, and we will use numbers to refer to them. Also, we 

will evaluate our process, and the activities that we made during the research phase, by 

applying theoretical concepts. 

 

As the style of our paper is autoethnography, it means that not just actions are included in the 

process, but also our personal thoughts and feelings. As we tried to be detailed, while 

codifying the activities, there would be some actions, which will be useless for the paper, but 

important for our observation of the working process of the thesis creation.  

 

From the early beginning, we were two, who worked on idea generation and development, 

that’s why the analysis of our learning logs will hold not separately. We wrote two different 

learning logs, but we were working together during the process, so we used the same personal 

numbers for the activities. There are some actions, which we did separately, in this case one 

of the writer just skipped this activity and continued coding new activity using the next 

number. 

 

At the end of our research process, we had 103 activities within autoethnography, which took 

place during the process of the development of our idea. The detailed overview on our actions 

can be found in Appendix “A”. Our learning log provides information on our activities. 

However, there are some activities, which don’t match with our theoretical framework.  

 

To be able to see, which activities answer certain criteria for the theory, we will create a table, 

where we place all activities within the theories. Also, within the table there will be a section 

calls “other”, where we put the rest of activities, which don’t match with our theories. In the 

analysis chapter we will explain our findings in more details. This table will help us to make a 

deeper analysis of the usefulness of the theory. Furthermore, we will create separate tables 

with the activities for each theory to see what we have covered during our research phase, and 

the reason for this. 
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3.11 Part - Examples of codifying activities 

How it was noted above, our activities got individual numbers, to be able afterwards to 

analyze our actions, and to see how they matched with the theories, which we used for the 

paper. When we stopped our researching process, we took every activity and compare with 

the theories. The main theories for the paper were social construction, the lean startup 

methodology and business model canvas.  

 

At the same time, every theory has their own blocks, such as social construction has four 

main properties, the lean startup methodology has different segments for showing the 

development process of the creation of a new venture, and business model canvas has nine 

building blocks, which represents a framework of a business model. So, first we take an 

activity and match it with the theories, after we check which segment it belongs to. There are 

some activities, which don’t belong to any of the theories, then we put them in the “other” 

section, and explain the reason for this in the analysis chapter. It is important to note that the 

same activity can be placed in different columns. Below, we will show some specific 

examples. 

 

Activity #42 (autoethnography) 

Activity #42 tells us about our action on finding IT people, who would be able to help us to 

create an app. Also, it represents some findings on the working process of reaching potential 

partners. In the table, we placed this activity in three section: social construction (resources), 

lean startup (testing) and business model canvas (key partnerships, key activities and key 

resources). The main question is “why” only one activity fits into all 3 blocks. 

 

Social construction (resources): “Resources refer to the physical components, which needed 

to form an organization. Like human or financial capital, property or credit”. In our case, we 

use human capital as the main factor. It took us some time to find and contact people, who are 

willing to help us in the creating process of developing an app. Also, it was challenging to 

maintain relations with the person before asking for his help, as he was volunteering to help 

us in the developing phase. 
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Lean startup (testing): “Gaining empirical results by using a minimum of a viable product”. It 

should be noted that none of us had any previous knowledge in app development. Therefore, 

we thought the easiest way to make a prototype of an app, as well as getting the required 

knowledge of app creation without spending too much time on self-educating and money, was 

to find a person, who will be able to help us without asking anything back. 

 

Business model canvas (key partnerships, key activities and key resources). These three 

building blocks respond to our activity. As, it helped us to maintain relationship with a 

potential partner, it was an important activity for our app development, as without knowing if 

our idea can work, we would not able to move further in our research process. Also, an app is 

the main resource for us, as based on it all our business model will work. 

 

The findings from the activity tells us about that the entrepreneurial literature, which we used 

for the paper, matched with our actions on the activity. Also, it shows the value of our 

observation. The activity covered different parts of the theories, which tells us that the process 

can be described within different parts of the entrepreneurial literature. 

 

Activity #55 

Activity #55 shows our action on writing the results from the interviews, which we received 

from the people. This activity plays an important part of our observation, as it was a starting 

point of collecting results from different types of our researching process on the existence of 

sizing problem. Also, we placed this activity in three columns: social construction 

(Intentionality), lean startup (validated learning) and business model canvas (value 

proposition and customer segment). 

 

Social Construction (Intentionality): “It is a process, where the actor or the founding 

entrepreneur is seeking information that can be used in creating a new venture”. In our case, 

we named our activity as intentionality, as it describes the process of collecting information 

on sizing problem. By using this information we would be able to answer our research 

questions, as well as, trying to provide a solution for the sizing problem. 
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Lean startup (Validated learning): “What are the empirical results showing us? And how we 

can infer them?” The data, which we got from the respondents, helped us to see that the sizing 

problem exists, and a lot of people have experienced it, while making purchases online. Also, 

the results provide us with the knowledge that we are on the right track and should continue 

our research process. 

 

Business Model Canvas (Value proposition and Customer segment): These two building 

blocks characterized our actions toward this activity. Our results gave us knowledge, which 

we can use for our process. Based on results, we could make a primary conclusion on 

importance of continue our process of collecting information on sizing problem. This short 

survey gave a big value for our paper, as well as, helped to see, who is our target group and 

who in the future would be interested in the service, which can solve the sizing problem. 

 

This activity captures all the theories, which we used for the paper. It shows that the literature, 

which we were chosen for the paper, matched with the activities. In our case, it will help us to 

answer the research questions. 

 

There are some activities, such as #10, 11, 16, 38, 47 etc. These activities don’t match with 

the theoretical framework. It happened, as the creation of the paper requires different 

organizational activities, which cannot be part of the literature review. But, of course, we also 

codified them, as a part of our observation process. These activities captured the process of 

signing the master thesis contact, preparation for the writing process, as well as our emotional 

conditions during the work on the paper. 
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4 Analysis Chapter 

 
4.1. Introduction for the analysis chapter: 

In this chapter, we want to provide a deep analysis on the learnings and insights we have 

gathered throughout the startup creation process. As a tool for analyzing our process, we have 

used theoretical approaches that influences our understanding of the development of a new 

venture. We used theories from social construction, the lean startup methodology and the 

business model canvas. Furthermore, we conducted research in the online retail industry to 

investigate if there is a sizing problem among the customers purchasing clothes online.  

 

In addition, we want to consider if there is a need of a service which can solve the sizing 

problem. It was important for us to examine if there are other similar services, which have 

tried to solve the sizing problems, and what they have as a solution. For the core elements of 

the research and the analysis of our problem, we looked at the entrepreneurial process of 

developing new ventures, and analyzed which lessons we learned from it. Furthermore, it was 

important for us to get in touch with customers who shop online, to learn more about their 

needs and struggles, or to conclude whether there is a need to provide any solutions on how to 

solve the sizing problem.  

 

We used autoethnography method to write our paper, as it gives personalized way of 

providing information, where we used our own experience to get a deeper understanding on 

the entrepreneurial process. Nowadays exists several methods of writing autoethnography. 

We used grounded theory approach for our paper, which consists of collecting and observing 

data. Furthermore, this enables us to tell our story based on the coded activities, which we 

were collecting in our learning logs during our process. Our learning logs, also, include 

feelings and emotions, which provide the reader a better chance to get to know us and 

problems that we are facing. From the early beginning of our working process, we 

documented all our steps in the learning logs to provide detailed information on the events 

that occurred during the process.  

 

Furthermore, this provides us with an unique opportunity to evaluate our own work in 

retroperspective. We started documenting our activities in December 2015 and stopped in 
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June 2016, to be able to analyze our own actions. Also, we codified our activities to examine, 

if the theoretical frameworks provided us valuable insight on how to answer the research 

questions, and how it helped in finding reasonable solutions on the sizing problem. 

 

4.2 Social Construction 

With the help of social construction theory, we will analyze our process from focusing on 

idea generation and looking at different possible solutions for the sizing problem in the online 

retail industry. The “Measurement app”, “Matching app”, and “Customer review app”, 

were  ideas on possible solutions for the sizing problem, and this chapter will highlight the 

most important aspects of our process and the development of the different business model 

canvases, and how the social construction theory helped our development process. 

 

Based on our activities we documented through our learning logs, we will examine how they 

contributed to the entrepreneurial process, if we made the right decisions or if we should have 

done something differently. Also, we will look at our business process and the environment to 

see the changes that occurred during  the process. An important part of social construction is 

the interaction between individuals, and how they contribute to the creation of a new venture. 

As we were two people working together during this process, our interactions played an 

important part of the working process.  

 

How we worked together, and the decisions and actions we made during the development 

impacted the process as well as the outcome. There are three main points, which help us to 

analyze social construction theory in combination with the entrepreneurial process, and they 

will be further investigated in this chapter, and they are: People-centricity and importance of 

network, subjective reality, and language.  

 

The analysis part will be based on the four prosperities of emerging organizations, and they 

are:  Intentionality, Resources, Boundary and Exchange. For social construction, we codified 

79 activities, which includes activities such as: brainstorming sessions, conducting a survey 

for our prospective customers, talking to prospective customers, and having interviews with 

online retail companies and potential partners. Also, we will use our numbered activities and 
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categorize them between the four prosperities. We will take a closer look on which of the four 

prosperities we were mostly focusing on, and the reasons and outcomes of these. 

 

4.2.1 The usefulness of Social Construction 

People-centricity and the importance of network: 

As previously mentioned, people are the key resource for social construction theory. With the 

help of this theory, we can observe interactions between us, as trying to become 

entrepreneurs, and other individuals, who are influencing our activities. When it comes to 

entrepreneurship, social construction can play an important part, as from a social 

constructionist perspective entrepreneurship is constructed in social interaction between 

individuals. It is impossible to establish a new business without interaction with the 

environment, and by the environment we are referring to other individuals.  

 

As we were focusing not only on developing one business idea, but exploring other 

alternative ideas as well, and finally ended up with the idea to be focused on the sizing 

problem itself. The interaction with potential customers and companies may help us to answer 

our research question about the existence of the sizing problem, and if there is a need to create 

an app, which will solve this problem.  

 

The interviews with the prospective customers, helped our understanding of the problems in 

the online retail industry from the customer's point of view. From listening to their stories 

about their experience in online shopping, we could be more specific in choosing problems 

for further investigation, according the information we gathered from the customer 

interactions  (activity #54,#55).  

 

For the researching process it was important for us to interact with the companies, as their 

ideas about the problems and solutions in the online retail industry might be different from the 

customer's perspective. During our research, we had a phone interview with a representative 

from ZARA (activity #72, detailed description of the interview can be seen in appendix A), 

where she answered our questions and confirmed the relevance of the sizing problem. This 

confirmation inspired us to continue exploring the problem. Furthermore, we found some 
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similar solutions to the sizing problem, such as the Swedish company “Virtusize” (activity 

#73), and the Irish company “House of Fraiser” (activity #75).  

 

The research, we conducted, showed us that the industry is highly competitive and in constant 

growth. The competitors in the online retail industry are not that well known worldwide, 

therefore we have a chance to enter the market. Also, we had the chance to have a personal 

meeting with the program manager of Copenhagen School of Entrepreneurs (CSE), Camilla 

Sofani Bartholdy (activity # 41). During the meeting, we shared our idea on creating an app, 

which is going to solve the sizing problem in the online retail industry.  

 

Furthermore, we told her about our previous activities on trying to reach companies and 

potential customers to get their opinion on our idea. We received some important feedback 

from her on how to organize our work in order to create a business. The main idea, which we 

took from the meeting was about knowing the market and customer’s needs before launching 

a new service. Her advices were very practical and she wanted us to focus more on the 

industry and finding similar services. In her opinion, this will help us to avoid failure, as by 

learning from other company’s mistakes, and we will have a higher chance of preventing 

similar errors.  

 

Camilla suggested to us that the only way for us to succeed with our ideas, was to know as 

much as possible about customers`s behaviour, when they purchase clothes online. The 

number one question we should be able to answer: “Are the customers willing to pay for this 

type of service?”. As we all know from our personal experience that there are a lot of 

interesting business ideas, however, we think that the idea might be a success, but we are still 

not going to spend any money on supporting this idea.  

 

So, we should keep in mind that, when conducting interviews and surveys, we should include 

the question about the customer's willingness to pay. It is important to stay realistic, when you 

develop your business idea, as it will help not to waste time and resources. 

 

However, to be able to promote our business, we should make companies (potential partners) 

be interested in cooperating with our service. In other words, we should find out that our 
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service is going to reduce their expenses on returns, and give them extra profit. If we could 

show numbers of how much money the companies use on returning clothes, and prove that 

our business idea would reduce these expenses by a certain percentage, that would be very 

valuable for us when it comes to collaborating with online companies. Without having any 

collaboration with companies, it is difficult to get data on their numbers on returns.  

 

The lack of this information will put limitation on the app development. Firstly, we should 

find out if there is a need of this service and if our customers are willing to spend money on it. 

In this case, we decided to be more focused on finding connections with the companies, and 

try other ideas, which could help reduce the number of returns. If we are not be able to 

maintain collaboration with companies, we will focus more on becoming an expert in the 

sizing problem, so we will have valuable knowledge, which make companies being interested 

in working with us.  

 

In addition, we can also mention the impact that our supervisor had on our process, as based 

on his knowledge about business creation, we got advices and directions during the process 

via e-mail, meetings and skype meetings (activity #17 and #68).  

 

We  went to open Wednesday at CSE (Copenhagen School of Entrepreneurship), which is an 

event that entrepreneurs and students thinking  about starting a business can come together 

and discuss, create network and give each other feedback on their ideas (activity # 40). We 

found it very interesting both to listen to other students ideas, as well as getting their feedback 

on our ideas.  

 

There is no doubt that networking is an important factor in entrepreneurship. Along the 

process, we needed to get in contact with online retailers in order to develop our idea further, 

when we did not succeed in this part, it was difficult for us to continue the research process. 

Without any collaboration with online stores it would be difficult to market our product and to 

reach our target group.  

 

Without having strong partnerships with online retailers, it stopped our development process 

to move further. All business models require having revenue streams and cost structure to be 
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able to succeed, without partnerships or personal fundings, it makes it impossible to acquire 

the resources we need to launch the business. One of the challenges for us in maintaining 

partnerships with companies was to provide a complete business model on our idea and 

prototype to show how it will work. As none of us has any experience and knowledge in the 

application development area, it made it difficult and time consuming to learn how to code 

and develop apps ourselves.  

 

Therefore, a better network within app developers and IT people would be highly beneficial 

for us. In this case, we decided to get in touch with some IT people to get their help and 

feedback on our idea. As, none of us experienced working with app development, we were 

not sure about the possibility of making our idea be successful. We succeeded to get in touch 

with a  group of students from DTU, who studies programming (activity # 42), where they 

recommended us to use an online teaching platform, where you should  take three lessons, 

and then you would be able to create a simple prototype of the app.  

 

Unfortunately, the students, we talked to, were busy, so we took the steps without any 

guidance. That’s why during taking these classes, we realized that it was so complicated for 

us and that we would not be able to create a decent product in the time limit that we had. So, 

instead of wasting time on app development, we started to focus more on exploring different 

ideas, getting feedback from prospective customers and learning about their experience.  

 

Since we were not able to create a prototype of an app, it lead to failing in reaching potential 

partners. We decided to take Camilla`s advice focus on the problem itself and building a 

networking and develop our idea further before trying to create the actual app (activity # 46). 

 

Subjective reality: 

As we are two people writing the thesis together, we have different subjective realities. Both 

of us have different backgrounds: Maria has a background in Management, and Asia has a 

background in economy. It was challenging in the beginning to start the working process 

together and share the same vision and goal.  
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There are several reasons for this, first of all, in the beginning of the process Maria was 

abroad on exchange, which made it difficult to communicate due to the time differences and 

different schedules (activity #1,2,3). Also, both of us have different inner boundaries and 

limitations, which are stopping us from having  the same reality.  

 

It is important to mention that we come from different countries and cultures, as an example 

we had diverse opinions on how to structure our working process. Maria are used to have 

more group projects during her previous studies, Asia, at the same time, are used to work 

more individually. This gave us challenges in coordinating our writing process, as it was 

important for us to structure our work in way that some parts we would write together and 

other parts separately.  

 

As we mentioned earlier we come from different countries, which means that we have 

different subjective realities. As the way we react to the situations around us depends on our 

history, culture, power, politics and so on. That is why, during our working process, we 

should be concrete in communicating to make sure that we share the same meanings and 

understanding of concepts. For example, it was important for us, while we were scheduling 

meetings and deadlines of our project.  

 

Another aspect that we should take into consideration is the fact that women tend to involve 

more emotions in business than men. Women tend to be more self critical, when doing 

business, than men (Loder 2014)12. We felt that this statement applies to our situation as we 

were not that confident in ourselves being entrepreneurs.  

 

This lack of confidence resulted in difficulties building the right network for 

succeeding.Therefor, emotional stability is one of the key factors for the entrepreneurs that we 

took from the process. During our process we experienced frustration in finding the right 

network, which made us doubt our abilities as entrepreneurs (activity #87).     

 

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
12	  Loder, V., 2014. How Are Female Entrepreneurs Different From Male? - Forbes. Forbes. Available at: 
http://www.forbes.com/sites/vanessaloder/2014/08/13/how-are-female-entrepreneursdifferent-from-
male/#66c5e6602ab4 [Accessed April 18, 2016]	  
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Furthermore, none of us had any knowledge in app development or any  experience in starting 

a business, which put some boundaries on the development of the ideas further. Another 

limitation factor was lack of financial support, therefore we were not able to acquire the 

resources we needed for starting a business.  

 

At the same time, there were some positive aspects of working together, it helped us to see the 

problem from different aspects, and be more creative in providing various ideas and insights 

on possible solutions. Also, previously studying together in several group projects showed our 

strengths and weaknesses, so when it was time to work together on our thesis we knew what 

to expect from each other. Our communication helped us to be more adaptive for new 

challenges in an unknown environment. 

 

Language: 

We come from different countries, therefore, language barrier is a challenge, through which 

we should go, in order to establish a comfortable working environment. English is not the first 

language for any of us, as well as we do not share our native languages, which sometimes 

makes it more challenging to express our ideas and emotions to each other. Through the 

language, we share our experiences, ideas and thoughts, which helps us to create an identity 

of our startup. Also, we use language to establish and maintain collaboration with our future 

consumers and partners.  

 

The language can be used as a marketing tool to promote the business, as the way, how you 

tell your personal story, will shape the perception of other people’s opinions. In our case, the 

language helped in the communication process with our respondents, as well as with potential 

partners. Also, the language creates the reputation of your brand, and build trust within the 

target group.  

 

How we as entrepreneurs use language will shape the identity of our startup, and help us to 

find our target group. The language can be used in differentiation strategies, to make us be 

different from other competitors, as well as creating an unique image of our brand. Language 

was a very important part of our entrepreneurial process, as our interactions with potential 

customers (activity #53), companies, between us (as an example activity #13) and our 
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supervisor, was only possible because of our language. The best example of how the language 

helped us in our working process was finding and communicating with IT people from DTU 

University, based on our collaboration, we were able to see that we were missing the required 

knowledge of creating an app, and without any help from IT people we could not proceed 

with our idea.  

 

However, after talking to them, they confirmed the possibility of creating an app from the 

technical part. This confirmation gave us inspiration to continue believing in our idea. Also, 

early customer interaction was an important aspect of our process, as it was important for us 

to understand how our customers described their struggles and problems when it comes to 

online shopping, listening to their stories and being aware of what kind of language they used 

when they were talking about their experience in purchasing clothes online.  

 

4.2.2 Intentionality, Resources, Boundary and Exchange 

The purpose of this chapter is to focus on social construction theory, and analyze how it 

influenced our activities. By using the four prosperities we can clearly see how our activities 

contributed to starting a new venture. We placed our activities in four blocks: intentionality; 

resources; boundaries and exchange. Each block is responsible for different aspects of our 

working process, it touched not just the process itself, but also the feelings and emotional 

conditions, we experienced while we were working on the project. We created a table, where 

we placed our activities and matched them with the four different prosperities. The reasons 

for this is to see which parts of the theory we were mostly using and how this impacted our 

process.  

 

Table 2: Activities on Social Construction 

Intentionality: 

1,2,3,4,5,9,12,13,14,15,17,18,19,20,21,22,24,25,26,27,2

8,29,30,31,32,34,35,36,37,39,45,47,49,50,51,52,53,54,5

5,56,57,58,59,60,62,63,67,68,69,70,77,78,80,81,82,83,8

4,85,88,92,94,97,102,103 

Resources: 

40,41,42,43,44,61,64,65,71,72,73,90,101 

Boundary: 

64, 90 

Exchange: 
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After we placed the activities among the four different blocks, we had 64 activities within 

intentionality; 13 activities for the resources; 2 activities for the boundary, and no activities 

for the exchange. Further down, we will provide a detailed description of each block, as well 

as an overall conclusion on how social construction contributed to our development process. 

 

Intentionality:  

Intentionality describes the activities we made that helped the development of our business. 

As we started developing this idea from the beginning, most of our activities happened 

internally. Our process started with finding the topic for the thesis (activity #1) as none of us 

were engaged in any startups at that time.  

 

To find the right topic for our thesis it required activities such as, creating a shared document, 

where we can exchange ideas and thoughts (activity #3), also, skype meetings with each other 

helped the idea generation process (activity #5). The interaction with our supervisor, Bill 

Gartner, impacted our decision-making process regarding the topic, as his advice was to work 

on a topic, which we found interesting as we would be working on it for several months 

(activity#17). 

 

After a brainstorming session we agreed on the topic for our thesis, and we started to do 

research in the online retail industry. One of the most important parts in startup creation was 

to conduct market research and see if there is a sizing problem in the industry, and a need to 

solve this problem. Our market research consisted of interviews with potential customers, 

conducting a survey, and talking to online retail companies (activities #26, 40, 53, 54, 

58).  Also, the meeting at CSE, helped us to understand that we should focus more on making 

companies being interested in our service.  

 

We should have a clear vision and understanding of the path, we are going to take to move 

further in the developing of our idea (activity #41). The meeting with IT students from the 

DTU university, showed our loops in app development.  

 

So, the idea to start focusing more on the problem itself was made rationally, after several 

attempts on working with potential clients, talking with companies and IT people (activity 
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#41). In addition, we should say that the creation of the business model canvas helped us 

visualize the problem, and point us in the right direction. As far as we were the only two 

people in the process, we were lacking some information regarding the process of creating a 

new venture.  

 

In this case, most of our activities concerned finding the right literature in order to get more 

knowledge about the industry and business creation, and get more familiar with the 

theoretical concepts we were using in the thesis (activity # 21, 27, 28, 34, 63,). It was 

challenging for us to move to the next step of our process, as during the creation of a startup 

we were testing different ideas on finding a possible solution for the sizing problem. The 

research phase was the most important step for us as it was the starting point of our 

entrepreneurial journey. 

 

Resources: 

The next prosperity concerns our resources, and we have categorized 13 activities within this 

prosperity. This includes the physical components required and obtained in the startup 

process. In our case, we don’t have any specific product, which makes it impossible to obtain 

physical components.  

 

We can use “knowledge”, as a key resource in our paper. As examples of activities we 

included in this category, we have: Gaining knowledge through the meeting with Camilla at 

CSE (activity #41), taking lessons on app development (activity #43) and getting feedback 

from other students and entrepreneurs at CSE (activity #40). As our main resource was 

knowledge we were not able to test every step of the development process of our ideas, 

however, the knowledge, which we obtained throughout the process can be seen as 

intellectual resource. The goal for us  was to become experts in online retail industry, based 

on the knowledge we received we could say that completed this task.    

 

Boundary: 

The third prosperity is about boundary. As long as we don’t have any physical product or 

service, and our ideas were tested just in the beginning phase; it was quite challenging to 

settle specific boundaries on our research. During the working process, we came up with 
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different ideas on possible solutions of the sizing problem: creation of a measurement app; 

customer review app, and matching app. These different apps required various boundaries. 

So, we decided to create a brand name, which will be suitable for all these ideas. The name of 

our brand is “UnitedSizes” (activity #64). We can also include activity number 90 as a 

boundary since we decided to work more on the sizing problem in general.  

 

Exchange: 

The last prosperity is about exchange. Exchange refers to which cycles of transactions occur 

within the process. We can say that no cycle of transaction occurred in our process because, 

we didn’t have any product or service, and we were mostly focusing on the sizing problem 

itself. The only form of exchange that occurred in our process was “Knowledge”.  

 

This knowledge occurs through discussions, brainstorming sessions, meetings and 

conversations. Also, we could say that we were exchanging our knowledge, when we 

established all interviews and surveys with our potential customers, where both sides were 

interested in learning about the problem and possible solutions. However, we decided not to 

include any activities in this block as it does not fit within the theoretical framework.  

 

4.2.3 Conclusion to the Social Construction part: 

To conclude the social construction part, we can say that this method can be used not just for 

the specific product or service, but also for the early phase of the startup development, and 

our personal development throughout this process. This method explains interaction between 

individual and the environment, not just from the business perspective, but also from the 

entrepreneurs personal emotions and feelings.  

 

In our case, we were mostly focusing on building a network and finding the right contacts. In 

the beginning of our process, we went through a lot of obstacles such as trying to reach 

companies or finding IT specialists, who would teach us and assist us in creating an app. The 

idea behind creating a prototype was to show the companies how the app would work in 

reality, as we could not just call to companies without supportive data, promote an unknown 

service and ask for a collaboration. Social construction theory helped us to understand the 
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importance of having the right people around us, and the importance of interacting with them 

because novel ideas are creating through interaction between individuals.   

 

During the process, we were mostly focusing on learning about the sizing problem from both 

the customers and the companies perspective. Therefore, it was difficult for us to use the four 

prosperities for creating our business idea, as we did not cover all the required steps according 

to the theory. We were mainly focusing on the internal part of the research process, as we 

wanted to make sure that there was market for this type of service.  

 

Mainly, our activities occurred with close collaboration with our potential customers, 

prospective partners (companies), and people, which knowledge we used to learn about the 

sizing problem. Social construction theory showed us that the development of any product or 

service requires interaction between the entrepreneur and the environment.  

 

In our case, we are the entrepreneurs and our research, our conversations with people can be 

described as our environment. Based on the knowledge, which we got from them, we built 

our vision and thoughts on the problem. As we were mainly focused on the problem itself, we 

did not cover the four prosperities, which is required for a deeper analysis. We were mostly 

focusing on the first prosperity - intentionality.  

 

The reason for this was to understand the online retail market, as well as understanding the 

needs of the customers. After having the first interviews with potential customers, we saw 

that an application might be a possible solution to reduce returns, as well as getting more 

satisfied customers. However, the lack of the right network resulted in failing to reach 

potential partners because we did not have any product to show. It showed us the importance 

of getting to plan B, and not be to focus on plan A.  

 

With this in mind, we agreed on going deeper to the roots of the sizing problem and learn as 

much as possible about the industry from both perspectives before providing a solution. This 

is also the reason, why most of our activities we placed into the intentionality block. As we 

were exploring the industry and still in the research phase, we could not apply the other 



	   66	  

blocks to our process. In this case, we cannot say whether the four prosperities contribute to 

start a new venture.    

 

4.3 Lean startup methodology 

 

Table 3: Activities on the Lean startup methodology 

 

9, 14, 15, 29, 41 42,43,44,52,53,54,56,58,61,7

1,72,73,75 55,57,59 

46,62,69,70,80,81,90,94,1

03 

 

As mentioned in the literature chapter, the main purpose of the lean startup methodology is to 

interact with the customers at an early stage in order to make informed decisions in the 

development process. In this thesis we will use the methodology of the lean startup in 

combination with our actions and activities during our process, to see where we followed the 

theory process and where we did not, and whether or not the theory helped our entrepreneurial 

process. 

 

The first principle involves to make a set of hypotheses, which in our case, where the 

assumption that people are having problems when shopping online. Since we have personal 

experience in shopping online, we are aware that choosing the right size can be challenging, 

since you don’t have the possibility to try the product before the purchase, and also that sizes 

can vary from different brands and stores.  

 

We made assumptions that we are not the only ones, who experienced such problems. We 

also made the assumptions that potential customers would be interested in buying a service 

which would help them to choose the right size when shopping online. When we first thought 

about the sizing app as being a possible solution for the sizing problem, we made assumptions 

that there is a market for this kind of app, and that people are willing to pay for it. Another 

assumption we made was that there can actually be a viable business solution for this 

problem. The purpose of making these hypotheses is to get an overview of what we know and 
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what we have to find out.The second phase is called the customer development or the “testing 

phase”, where you go out and test the hypotheses or assumptions, to get early customer 

feedback. Therefore, we decided to ask people about their shopping experiences, and where 

they run into difficulties. We wanted to gain a deeper knowledge about people's shopping 

experiences, to be able to confirm or refute our hypothesis.  

 

We asked them questions like if and where they shop online, the reasons for shopping online 

instead of going to a physical store. We wanted to know more about the customers shopping 

habits to evaluate if there exists a market need for this type of service. This happened through 

the conversations and small interviews with our friends and students at Copenhagen Business 

School (activity #53 and #54 ).  

 

The people we talked to confirmed that the sizing problem exists, and that a lot of people do 

run into difficulties when purchasing clothes online. After we got our first hypothesis 

confirmed, and realized that we were not the only ones experiencing troubles choosing the 

right size, we used this feedback to create our first business model canvas (activity #23).  

 

We conducted secondary research in the beginning of the process to explore the online retail 

market in more details. This was done in order to understand the current market trends, and to 

explore if there exists other companies which are also trying to solve the sizing problem in the 

online retail industry (activities #73 and #78).   

 

The next step is called validated learning, and it refers to the process of learning from the 

“testing phase” and making informed decisions regarding the future of the product or service. 

In our case, we used a business model canvas as a tool for developing our ideas, and changed 

the business model canvas according to the learnings and insights we got due to our activities. 

It is important to test the different building blocks, and change the parts, which are not 

working, in order to eliminate the waste of time and resources. The business model canvas 

works as a framework for “mapping out” which activities we made during the process, which 

helped us reach our goal and which did not. The main point of the lean startup methodology is 

to “test” the hypotheses and assumptions on an early stage in order to figure out what works 

with the idea and how we can change it. This way you can make changes at an early stage 
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which will save you time, energy and resources. In our case we used the key principles of the 

lean startup method to be able to come up with the right idea before launching it. Therefore, 

most of our activities are in the early startup process, and we wanted to “pivot” our idea as 

much as possible, to make sure we could create a viable business concept.  During our 

process, we created a business model canvases for different ideas to be able to test them at an 

early stage as lack of the right connections put limitations on developing the ideas further.  

 

A major aspect of the lean startup method is to create a product or service that people are 

willing to buy, as quickly as possible. You can use a framework called the Build-measure-

learn feedback loop, to be able to see when to change the idea or when you see that the idea 

will no longer work. To end up with a successful business concept, it is important to have the 

right “vision” in the beginning, so that you know in which direction you are going. We 

created our first business model canvas in order to establish our “vision”, to give us a clear 

path of where we wanted to go. The next step is to achieve “validated learning” throughout 

the process by gaining customer insights. In our process we wanted to focus on getting 

customer insights, and conducted interviews and surveys to get to know our customers better. 

Table 4: Lean startup cycles 

#1 What are the competitors 

in the market? 

Market research 

and secondary 

research 

Interpret the research Preserve 

#2 What are the needs and 

wants of our target 

market? 

Market research Analyzing the survey 

and the interviews 

Pivot 

#3 Will the customers we 

willing to pay? 

Interviews Analyzing the 

interviews 

Preserve 

#4 Can the app be a viable 

solution to the sizing 

problem 

Market research 

and prototype 

 Pivot 
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Examples of lean startup methodology cycles used in our process: 

 

#Cycle 1: 

Leap:The first cycle started with the leap regarding our competitors. Are there any 

competitors in the industry doing the same as we are doing? 

Test: In order to find out we examined the industry in deeper details to find whether or not 

there are existing companies trying to solve the sizing problem in a similar way to us. We 

found companies doing similar services to us, such as: Virtusize, House of Fraser and 

Running Warehouse. 

Validated learning: We used the gathered information and looked at the services they are 

offering. In order to gather some additional information we contacted the founder of 

Virtusize, and asked them about their company. 

Pivot or Preserve: The information we got on the existing industry told us that there are 

some similar services already in the market, but there is not a lot of competitors. Therefore we 

can preserve the idea. 

 

#Cycle 2: 

Learn: In the second cycle we wanted to explore the underlying wants and needs of our target 

market. 

Test: We conducted market research through interviews, conversations and a survey. We 

wanted to know if the customers are experiencing a sizing problem, and if they are in need of 

tool to help them find the right size. We also wanted to get to know our potential customers 

better.  

Validated learning: The conversations we had with friends and students at CBS, told us that 

other people also experience difficulties when purchasing clothes online. From the interviews 

we had with the companies, for example Zara, they confirmed our hypothesis that a lot of the 

customers return products, and this is a costly problem for the companies. From the survey we 

also found that a lot of the respondent had a problem when choosing sizes online.    

Pivot or preserve: From the market research we found that people do experience troubles 

when shopping online, as well as it is a costly problem for the companies. This confirmed that 

there is a point to continue with our idea, and that there might be a market need for this type 

of service. When it comes to the survey, we found that instead of only focus on the danish 
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market, it is better to focus internationally as we did not find a lot of differences when it 

comes to online shopping based on countries. Therefore, we decided to make some changes in 

our business model canvas in the customer segment building block.   

 

4.3.1. Conclusion to the lean startup methodology: 

In our case we used the lean startup approach to a certain extent. We set up hypotheses in the 

beginning which we tested with the help from the business model canvas. This gave us a lot 

of insights early in the beginning which made it easier to make changes to the canvas as we 

enhanced our knowledge about the industry. As we never launched our business it is difficult 

for us to evaluate the learn startup as a method for starting a business.  

 

However, we can say that it is a valuable tool to combine with the business model canvas in 

the idea generation process, as you work deeply with the idea and gain new knowledge and 

information quickly. The lean startup methodology is a valuable tool for understanding the 

needs and wants of the customers, which helps to see error on the early stage of the 

development process.  

 

It would be helpful to have a real prototype of an app as it would give the customers an 

opportunity to test and evaluate the product, and to find out if customers are willing to pay for 

it. This feedback will help us to improve or change the prototype at an early stage so we 

would not have expenses in launching an unattractive product.  

 

4.4 Business Model Canvas 

In this section, we will give an overview of the development of all the business model 

canvases and see how they changed over time due to obtaining new information. Our 

activities from the learning log were codified and gave them a specific number, (see appendix 

A). We will go through the nine building blocks and provide detailed description on our 

actions, and which building block they relate to.  

 

The purpose of creating a business model canvas is to see which actions need to be executed 

in order for the startup process to further develop. As we see the changes, we can also more 

easily evaluate whether or not we took the right steps to make this development happen, and 
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whether the business model canvas helped our development. These different business models 

illustrates how our process developed over time, and we will show how our actions 

contributed to the changes that occurred during the process.  

 

4.4.1 Canvas # 1 - Measurement app 

As a part of our deductive research method we created our first business model 

canvas.  Since, this was very early in the process we had to make different hypothesis about 

possible solutions of the sizing problem. The next step was to create a business model canvas 

(activity #23), where we could test these hypothesis, and see if there is a possible solution to 

this problem. One of the  ideas was about creating an app that can help customers solve the 

sizing problem. 

 

Our first idea was to create an app that will systematically match your measurements with the 

sizes of the different online stores, and we created a business model canvas with this idea in 

mind. We have experienced ourselves that it can be difficult to find the right size when 

shopping online because you are not able to touch and try on the clothes before purchasing, 

and the sizes can also vary a lot from store to store. The purpose of this app is to make it 

easier for customers to choose sizes at the online stores without spending time and energy to 

return the product. You can download the app on your smartphone, tablet or computer and it 

will make the shopping experience more convenient. 

 

The app will work as an automated service where the customer enters her measurement and it 

will automatically match it with the correct size. We wanted to focus on the Scandinavian 

market for people who shop clothes online. We decided to conduct some market research in 

form of a survey and interviews to see if this was the right market to target, and if people 

would be interested in paying for this.  

 

We needed to conduct research in the online retail industry, to see the trends in the market. 

Important hypotheses in the beginning of our process were: Are customers willing to pay for 

this type of service? Are there existing solutions in the industry? Why are they succeeding, or 

why are they not succeeding? Most importantly, we need to conduct market research in order 

to establish that there is a demand for this type of service. We need to find out if other people 
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experience the same sizing problem when it comes to online shopping. The main channel for 

reaching our customers would be through websales, where they pay to use the measurement 

app, with some sort of subscription fee each time you use the app. At this point we will 

assume that this is a service that prospective customers will be willing to pay for. A good way 

to reach customers is to collaborate with fashion bloggers, social media and promotion 

through online retail stores, as the app is an independent service, it is important to create 

awareness about the app. In addition, we made the assumption that this app is technically 

possible to develop, which is something that needs to be validated. There is a need for 

collaboration with IT people that can develop the app. Below we show our first business 

model canvas. 

 

Table 6: Business model Canvas - Measurement app 

Key partners: 

Online stores in Scandinavia; 

Web design and development; 

Collaboration with fashion bloggers. 

Cost structure: 

Cost-driven; 

Fixed costs 

(Employees, website, internet, 

app development); 

Variable costs calculated. 

Customer relationship: 

Automated service for online 

customers; 

Offer personal help for 

customers. 

Key activities: 

Development and production of an app; 

Market research; understanding the online 

industry 

Getting to know prospective customers; 

gaining insights 

Interaction with the companies. 

Key resources: 

Human resources 

(Asia & Maria) 

Financial resources; 

Physical resources 

(IT equipment); 

Intellectual resources 

(Brand, logo). 

Value proposition: 

Offering a service that will help 

customers to find a right size; 

Possibility of an app creation? 

Help companies to reduce 

number of returns; 

Make online shopping more 

convenient. 

Channels: 

Distribution and sales 

(Online sales); 

Communication 

(Awareness through social media, 

collaboration with fashion bloggers, 

promotion through online stores) 

Revenue streams: 

Fixed-automated service; 

Figure out how much 

customers are willing to pay 

for this service? 

Customer segments: 

Target market is Scandinavian 

market (online shoppers in 

Scandinavia); 

Online shoppers; 

People, who has problems to 

find a right size 
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After we created the first Business model canvas, it was time to test some of the hypothesis 

we made. We decided that the best way to test these was to have conversations with potential 

customers, where we can learn about their experience with online shopping, we also wanted 

to do research on the existing online retail industry to be able to understand our business 

model environment better. An important aspect of being an entrepreneur is to  examine the 

industry you are considering to enter, as you should know if there is an unmet demand in the 

market. Also, it is important to learn about the competitors in the market to be able to create 

services or products that are unique or have distinctive features, which will allow you to have 

competitive advantages over other companies. 

 

In our case we decided that the best way to collect primary data was through conducting a 

survey and having interviews, the reason for this was to get to know our customers better but 

also to test our value proposition. First of all, we wanted to talk to and  get to know potential 

customers, and to see if they have experienced any difficulties in shopping online. These 

conversation took place at Copenhagen Business School.  

 

That's why we're talking to students to hear their stories and to make sure that our 

assumptions make sense. These interviews were casual and unstructured, the main point was 

to listen to other people's stories regarding the sizing problem, and where they experience 

difficulties. After these conversations we found that people we talked to experienced troubles 

when shopping online, and we decided to go deeper into the problem.  

 

As a part of the quantitative research we conducted a survey containing multiple choice 

answers, with one open-ended questions at the end. The survey was conducted among 98 

respondents, were 81,4% of the respondents are currently living in Scandinavia. The main 

goal of the survey was to determine the consumer preferences when it comes to online 

shopping, and to find out if the consumer's experience any problems, when purchasing clothes 

online.  

 

We wanted to test the hypothesis about difficulties when shopping online, and especially 

when it comes to the sizing problem.  Therefor,  reasons for choosing a survey was to reach 
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broader audience in an efficient and cost effective manner. The detailed information about the 

questions and results regarding the survey can be found in appendix B. 

 

The survey consisted of eleven questions, which starts with basic demographic questions 

regarding gender, current occupation and interest in online shopping. Then our questions 

turned to be more specific, for example: “Have you ever returned a product?” “What was the 

reason for it?” and one of the key question was about “ What kind of difficulties have you 

experienced when searching for the right size?” 

 

Based on the results from the survey, we agreed to continue working with the sizing problem 

in the online retail industry to be able to find a possible solution for it.We found that one of 

the main obstacles, which customers experienced during their purchases, was the sizing 

problem. In our research we saw that people usually have difficulties in choosing the right 

sizes as most of the companies have different measurement systems, and if the company is 

located abroad, their measurement system does not always meet the requirements of your 

home country.  

 

These problems lead to the fact that customers start to hesitate before placing an order online. 

Companies experience losses as many of them provide cheap or free delivery services. In this 

case, if a customer gets a product with the wrong size, the buyer might return the product, 

which makes it expensive for the company. 

 

One of the main problems customers have, when they purchasing clothes online, is 

inconsistency in sizing. It often happens, even if the companies have similar systems with 

sizing, in reality their sizes are very different and it makes customers being confused in 

choosing the right size. The last question in our survey was an open-ended question, where 

people were able to write their comments about how the companies can improve the sizing 

problem or describe their personal experience in shopping online. Below we provide some of 

the responses from the survey: 

 

“Real size shaped models. E.g. HM on sizes XS-L uses XS-S sized models. And to show sizes 

of +sized category (XL+) they use L size models. I, as an L size I see S Size wearing model 
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clothes that L size is supposed to buy and then clothes that are being shown on L model, are 

not even available to purchase in L size.” 

 

“There should be a worldwide standard.  One of the problems in America is that a medium 

has increased to fit the growing population.  I used to wear mediums and now shop for 

smalls.  But this isn't true for all brands.  Every brand should have the same sizing.” 

 

“It helps when they write the height and size the model i wearing. I think it would be easier to 

choose the right size if the model was more "average”. “ 

 

“I always check customer reviews to see if they say to order a size up or down and I typically 

order 2 sizes at once (if the company offers free shipping and free returns) so that I can try it 

on in person” 

 

From these comments we can see that the sizing problem exists, and the customers experience 

it quite often when purchasing clothes online. Causes of this problem can be the lack of 

detailed information on the website about how to find the right sizes, and the fact that you 

cannot try the product before the purchase.  Another issue can be that it is tough to reach 

customer service to ask them questions regarding choosing the right size. Some of the 

websites are complicated to use, and it can be difficult to find the information you are looking 

for. During the process of creating the survey, we visited different online websites in order to 

get a better understanding of the usability of the websites. 

 

First, it was tough to change the language or basically, there were no  options for it, which 

means that for foreign customers it is almost impossible to make an order. Then, how to 

choose the product and how correctly put your personal measures. And finally, if you have 

question you should spend quite a lot of time looking for questions, which companies have 

already provided and after you are able to send a letter, with a high chance that no one will 

reply. 

 

Furthermore from the survey, we found that some customers are not satisfied with the overall 

product, as it does not meet the customer’s expectations. These expectations might include the 
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look of the product, the quality of the materials, or the color is completely different than it 

was said in the description. From the survey recommendations customers suggested to receive 

better pictures or videos as well as product reviews from other customers, who already bought 

these products. In their opinion it will help a lot to reduce number of returns, as it will make 

easier to choose the right size. 

 

Based on the results of the survey and materials about online shopping, we came up with the 

conclusion that when people consider to purchase products in online stores, they cannot 

ignore the fact of possible problems and potential risks that might occur. Potential risks and 

problems that might occur during purchasing online scare people, and stop them from 

shopping online.  

 

According to the customers the main problems and risks of online shopping can be: 

·     Problems associated with errors of the buyer 

·     Problems associated with errors or defects in the stores; 

·     Problems during product transportation; 

·     Problems with customs clearance; 

·     Problems when using the services of foreign companies; 

·     Other problems (overall dissatisfaction with the product, sizing problem, the quality of the 

product) 

After collecting the results from the survey and talking to potential customers we saw that 

these activities changed our business model canvas, therefor, we decided to develop our 

business model canvas further. 

 

4.4.2 Canvas # 2  -  Updated measurement app 

After working with the idea, we saw that  we needed to make some changes in the business 

model. We observed that when it comes to the revenue stream building block, it would be a 

better solution to collaborate with online stores instead of creating an app without any 

partners. One way of using the app might be putting the converter on the websites of the retail 

stores, so the customers can use our app through their websites. This will make it more 

convenient for the customers to use it, and it will be more beneficial for the online stores who 

can attract more customers. One of the biggest challenge is to get collaboration with online 
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retail stores. We assumed, that the promotion of the app will be through the online retailer's 

websites that we decide to collaborate with. We would like to establish partnerships with 

fashion bloggers, where they show the readers how to use the measurement converter. This 

partnerships will help to create an awareness of our app. We want to establish a close 

relationship with the customers, where our focus will be on high customer satisfaction as the 

goal is to reduce the number of returns and make it more convenient for them to shop online.  

 

We would like to mitigate the risks of shopping online, and attract new customers that have 

been afraid of the risks involved in online shopping. After conducting the survey and doing 

research online we found that it would be a better option to focus on a broader target group, 

and not only focus on Scandinavia, and therefore we changed our target group to serve a 

broader market.  

 

We want to target people who shop online, and people who are thinking about shopping 

online but consider that there are high risks, when purchasing online. We also wanted to 

contact some Scandinavian retail companies, but had some troubles getting responses from 

them because the information was too sensitive to share it with us, or they did not have 

enough time to reply to us. Therefore, we decided to focus on the online retail market on a 

worldwide basis where we could also find more relevant theories to apply for our literature 

chapter. In the first business model we established that we could see a possible market for the 

sizing app. In order to succeed with our idea we should establish partnerships with different 

online stores.  

 

Our goal was to have collaboration with online stores, where customers can directly  use our 

size converter from the online retailer’s websites. Therefore it was important for us to get in 

contact with online stores. We spent a lot of time sending emails, making phone calls and 

doing research for making this collaboration happen.  

 

Unfortunately, we were not able to get in contact with any online stores. This was a major 

failure for us, as it made it difficult to continue the process of developing our app. We also 

considered the possibility of creating an application, where the customers go through our app, 

which guides you to the stores and sizes of online retail stores.  
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As we did not succeed to get in contact with any stores we decided to shift our focus to get IT 

knowledge. An important key activity for us was to get in touch with potential partners, as 

well as establishing the right network with IT people, who ideally would help us to create a 

prototype which we could show to our potential partners.  

 

If we have a prototype of an app, which we can show to our potential partners, it will give us 

a higher chance to establish partnerships with them. After some research we decided to join 

an online networking platform between DTU and CBS students in Copenhagen. This 

Facebook page is called “DTU and CBS matchmaking”. We posted a message about who we 

are and that we were looking for someone with IT knowledge to talk to and to get some 

advice. We got in contact with a student that wanted to help us, and we arranged a meeting 

with him to discuss our idea. 

 

He provided resources and articles, webpages and a video for us to study in order to create a 

simple prototype. We got his confirmation that this type of app would be possible to make, 

which was also a huge relief for us. We found the meeting useful and interesting, and we 

spent the next couple of days in studying app development.  

 

After a couple of days of studying, we realized that it would be more difficult than we 

expected, and we would need to spend more time on prototyping. Due to time pressure, we 

decided to focus on developing the value proposition and exploring other ideas. We decided 

to focus on the survey and interviews we conducted in the beginning of the process to see 

some suggestions and get some inspiration to develop our value proposition further. 

 

We got a lot of suggestions, and some  of the suggestions gave us  ideas that we thought were 

worth to explore further. After reading the book “Getting to plan B”, we thought it would be a 

smart decision to explore some other ideas before getting to serious about one idea. That is 

why we might end up with a better idea than the one we started with. As we had some setback 

regarding partnerships and prototyping, we decided to look at some alternative ideas to the 

sizing app. 
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4.4.3 Canvas # 3 - Customer review app 

Our second idea was the about creation an app, which can help women to find a perfect outfit 

by providing a service, where all registered customers can upload pictures, videos and leave 

their reviews on already bought items. Such a service can easily help customers reduce 

number of returns and be more satisfied with the products, they are buying. Sometimes, it 

might be difficult to imagine yourself in some clothes, as usually on websites, companies 

prefer to show their clothes on ideally looking women without huge variety in shapes. Our 

service will solve this problem. We decided to explore this idea, as we had some interviews 

with people, who experienced some difficulties in shopping online, and some of them 

were   unsatisfied with the products they received. 

 

To make this idea work, we created a business model canvas, where we tried to figure out 

which steps we should take in order to make our idea work. In this case, we used visualization 

as a tool of creating a business model canvas. We started with the value proposition block, 

and asked ourselves this question: “What is the reason that makes customers being interested 

in using our service?” As we already knew, the main reason for returning purchased items 

was the lack of touching and trying on the clothes before buying them online.  

 

Our idea is an app, where registered customers can upload pictures, videos and leave their 

comments on previously bought items. These reviews from customers will help other 

customers know about the quality of the products they want to buy. It will give more realistic 

review of the clothes, and make it easier for the customers to choose the right size, as well as 

fabric and the right color.  

 

Detailed information about the fit of the clothes will help the customers to take the right 

decision when choosing items online. One of the people that we interviewed was a tall girl 

that experienced difficulties in finding the right dress online. The reason for this was the lack 

of information on the height of the model, which resulted in buying a dress that was too short 

for her, which resulted in returning the product. More detailed information could be a possible 

solution for this problem. 
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It is important to choose the right target group. In our case, we are focusing on the 

Scandinavian region, as we had interviews and conducted a survey, where most of the 

respondents were are currently living in Scandinavia. Our potential target group are women 

from 18-35, who do not want to spend a lot of time on shopping online. 

 

We think, it is important to collaborate not only with customers, but establish partnerships 

with European online retail stores. With this collaboration, we can reach more customers as 

our service can be promoted on their official websites. We would like to include fashion 

bloggers to work with us. It would be useful to get professional advice from the fashion 

bloggers on how to choose the right outfit before placing an order. For the main activities, we 

can include the creation and development of the website, conducting research to target and to 

learn about our potential customers. Furthermore, we are going to reach our customers 

through online sales and we would like to be promoted through social media and the websites 

of the online stores.  

 

Table 7: Business model Canvas - Customer review app 

Key partners: 

Online stores in European region; 

Web design and development; 

Collaboration with fashion bloggers; 

Collaboration with customers. 

Cost structure: 

Cost-driven; 

Fixed costs 

(Employees, website, 

internet, app 

development); 

Variable costs calculated. 

Customer relationship: 

Focusing on customer retention; 

Automated service for online 

customers; 

Providing better service for helping 

online shoppers. 

Key activities: 

Development of an app; 

Getting to know prospective customers; 

Interaction with the companies; 

Do industry research 

Key resources: 

Human resources 

(Accountant Ella, 

Founders Asia & Maria, 

Collaboration 

customers); 

Financial resources; 

Physical resources 

(IT equipment); 

Intellectual resources 

(Brand, logo). 

Value proposition: 

Offering a service, which is going to 

help to solve problems in online 

shopping; 

Make it easy to shop online; 

An app, where customers can upload 

photos, videos and leave reviews on 

previously bought items. 
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Channels: 

Distribution and sales 

(Online sales); 

Communication 

(Awareness through social media, 

collaboration with fashion bloggers, 

promotion through online stores) 

Revenue stream: 

Fixed-automated service; 

Figure out how much 

customers are willing to 

pay? 

Customer segment: 

Online shoppers from European 

region; 

Target group: women from 18-35; 

 

We had one more idea about creating a matching app that we got after our primary research, 

which was based on interviews and the survey. That's why we created a new business model 

canvas to test the idea, and to examine if it can work. 

 

4.4.4 Canvas # 4 - Matching sizes app 

During our working process, we realized that it is important to test different ideas until we 

will find the best solutions on sizing problem. One of the idea was about creation an app, 

which will allow customers to compare sizes from different online stores. For example, a 

customer can compare a size “S” from H&M to a size “S” from Zara. This app can make the 

shopping process easier and cut time on purchasing goods. Also, this app requires less afford 

as what you need is just to write once all your measurements and put them in the program, 

which will automatically convert sizes whenever you will use the app.  

 

After creating a business model canvas, we decided that the value proposition for our 

prospective customers would be a service, which allow them to compare sizes from different 

online stores. Also, this service will reduce time on shopping online, and will make it easy 

and convenient. This app might be a solution for the sizing problem. We assumed that our 

target group is women from 18-35, who have experienced difficulties in shopping online. To 

make this app work, it is important to establish partnership with online stores, as based on our 

collaboration, customers would be aware of our service and might start to use our app. We 

thought as fashion bloggers get a lot of attention from media, it will be nice to collaborate 

with them, as promotion would help us to become well known  among women who read 

fashion blogs.  
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To start this business, we need to create an app. The creation of an app requires us to find web 

designers, who will help us to give a future outlook for the project. When it comes to the 

revenue stream, we need to continue working on it as we should find out “how much our 

prospective customers are willing to pay for this service?” We still want to continue working 

on different ideas and create deeper research on customer needs, in order to provide a 

successful service for the customers and help them to solve their sizing problems. 

 

Table 8: Business Model Canvas - Matching sizes app 

Key partners: 

Online stores worldwide; 

Web design and development; 

Collaboration with fashion 

bloggers; 

Collaboration with customers; 

Collaboration with online stores. 

Cost structure: 

Cost-driven; 

Fixed costs 

(Employees, website, 

internet, app 

development); 

Variable costs 

calculated. 

Customer relationship: 

Focusing on customer retention; 

Automated service for online customers; 

Providing better service for helping online 

shoppers. 

Key activities: 

Development of an app; 

Getting to know prospective 

customers; 

Interaction with the companies; 

Do industry research; 

Contact potential partners. 

Key resources: 

Human resources 

(Accountant Ella, 

Founders Asia & 

Maria, Collaboration 

customers); 

Financial resources; 

Physical resources 

(IT equipment); 

Intellectual resources 

(Brand, logo). 

Value proposition: 

Offering a service, which going to help to solve 

problems in online shopping; 

Make it easy to shop online; 

This app allows you to measure sizes from 

different stores to each other. For example: you 

can measure a size S from H&M to a size S 

from Zara, and see the difference. 

Channels: 

Distribution and sales 

(Online sales); 

Communication 

(Awareness through social media, 

collaboration with fashion bloggers, 

promotion through online stores); 

Social network 

Revenue stream: 

Fixed-automated 

service; 

Figure out how much 

customers are willing 

to pay? 

Customer segment: 

Online shoppers from world wild; 

Target group: mass market, all ages. 
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After the creation of these business model canvases, we would like to know more about the 

sizing problem itself, and become an expert in this area. Furthermore, we want to get more 

theoretical insights in the online retail industry, and to identify the current trends in the 

industry. We want to explore the business environment and to apply  relevant 

entrepreneurship and business theories. 

 

4.4.5 Description of the last business model canvas  

After working with different possible ideas, we decided that for now we don't have enough 

information to say whether or not these ideas might work. Therefore, we thought it would 

better to continue working on the sizing problem, and become experts in the sizing problem. 

We decided to visualize the problem by creating a new business model canvas.  

 

The 4 different business models, we have introduced so far, are mainly focusing on the value 

proposition building block and discover how we can help online shoppers to find the product 

they are looking for without any difficulties. As long as we had difficulties in reaching 

potential partners the main focus more us was to learn as much as possible about the sizing 

problem. We wanted to explore other options that might help to solve the return problem both 

for the customers and for the online retail companies. 

 

The online retail industry is a fast growing industry with many players in the market. 

Therefore, the competition is high and the customers are more demanding. That's why there is 

a need to develop strategies and recommendations for the companies to minimize number of 

returns, which will help to increase net profit for the companies. It can be valuable for the 

companies to develop strategies that will make it easier for the customers to choose their own 

size, as it will increase the number of online shoppers.  

 

We want to know the key trends in the market, shopping behaviour and the reasons for 

returning goods purchased online. In order to get an understanding of what the online retails 

stores are doing today regarding the sizing problem and return issues, we did some research 

on the top brands in online retail industry.   
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We sent  emails to different online retail stores, where we asked some general questions about 

what kind of problems the online retailers are facing. Unfortunately, we did not succeed in 

receiving responses from them. That is why, we decided to call them and get some answers 

on our questions. Only one of the companies, which we contacted, answered to us. It was the 

clothing company “Zara”. 

 

Zara is the largest fashion company in Europe measured in number of stores. They are a part 

of the Inditex group, one of the largest distribution groups worldwide, and  owns stores such 

as Massimo Dutti, Bershka and Pull & Bear. 

 

Zara has a very unique distribution method where they go very quickly from the design 

process to launching their products in stores. This dynamic method makes it easier for them to 

give the customers the latest trends and gives them a huge competitive advantage in the 

market. This process usually takes a few weeks at Zara and for other stores it takes about 9 

months. 

 

We wanted to know a bit more of what challenges Zara faces when it comes to their online 

stores. We got in contact with a customer representative from Zara over the phone and who 

were kind enough to answer some of our questions. We have identified 7 challenges that after 

our research so far seems to be the biggest problems facing the online retail industry. They 

are: 

 

1. Delivery (damaged products, delays, fails in receiving products). 

2. Inventory management 

3. High number of returns 

4. Security issues (lack of trust from the customer to give out credit card information) 

5. Concerns when buying from foreign companies 

6. Usability of the website 

7. Lack of customer support 

 

We asked if she could identify the top three problems which applies for their firm and give us 

some comments on it. The representative from Zara ranked the number one problem to be: 
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Usability of the website. She explained that many of the customers have troubles navigating 

the website, and many of the incoming calls are coming from customers, who are struggling 

to find the right information on the website. She said it is important for them to make the site 

clean and easy for the customers to find information. She identified “security issues” as the 

second highest ranked concern. She said that many customers are afraid to give credit card 

information online. The way Zara handles this is to make sure that the website and the 

systems are very secure and always up to date. 

 

The third largest concern facing Zara is delivery. They use DHL to make home deliveries, 

which sounds very convenient for the customers. However, they schedule to deliver the 

products between the time of 8-18, but they can not give a more specific time to when the 

delivery will arrive. This is very inconvenient for the customers as most people are at work 

during these hours.  

 

We asked her about the number of returns, and wanted to know if high number of returns is in 

fact an issue facing them today. She could confirm that this was an issue,  as in most online 

stores there are a high number of customers choosing to return clothes purchased online. 

We were curious of what she thought was the main reason for customers choosing to return 

products. We gave her a list of 7 reasons for returning a product and asked her to choose the 

main reasons, which applied to Zara. 

 

Reasons for returning; 

1. Inferior product 

2. The expectations did not match the actual product 

3. Wrong sizes 

4. Damaged product 

5. Change of mind 

6. Delays 

7. Overall dissatisfied with the product 

 

In her opinion, the number one reason for customers choosing to return products is 

receiving  wrong sizes. Zara operates with european sizes which can be a bit smaller than for 
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example american sizes. Therefore, many customers return the clothes because they are too 

small. We asked if she had any advice to prospective customers as how to find the right sizes 

when purchasing clothes on their website. She said that she would tell them to order one 

bigger size then they usually use. We also had some more detailed questions about the exact 

number of returns, and sales numbers for the online stores, but unfortunately she did not have 

access to that information.  

 

As a part of the research process we found a swedish company called “Virtusize”, which 

allows you to compare clothes you have already purchased to the clothes you want to buy. We 

were able to conduct an interview with the founder of the company, here we would like to 

show you the most important aspects of the conversation. 

 

Gustaf Tunhammar  is the CEO of “Virtusize”, he told us that he came up with the idea 

around seven years ago, when he was shopping on Ebay. He thought it would be a good idea 

to compare the measurements with the clothes, which you are already owned. However, it 

was  difficult to get a good understanding of the fit, just by comparing hard numbers. This 

was the start of “Virtusize”. Having the measurements of the best fitting garments in one 

place and visually display how they are differ from the clothes you are going to buy.  

 

Than he with his team pitched a concept to a couple of online retailers in Stockholm, they 

were quite impressed with this idea, and around six months later Gustaf and his team quit 

their jobs and started a “Virtusize”. It went about eighteen months from the idea until they 

launched it online. In general, “Virtusize” reduces returns by 30%. Normally, the customers 

are very satisfied with the service, but sometimes it does not show a huge impact on sales and 

returns, but increases customer experience. They are now planning to expand in Asia. 

 

This shows that there is a market for these types of services, but since there are some 

competitors in the market, it is important to have a unique concept and to target the right 

market. These ideas gave us a clear understanding, that the next step is to focus on the sizing 

problem itself.  
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That’s why we created our last business model canvas, where we tried to include our findings 

through the whole process. We wanted to get deeper knowledge about all aspects of the 

industry in order to provide service, which will meet the demand among our potential 

customers. Our new vision on targeting will help us to focus more on the branding of the 

product, and being not specific in identifying our customers, which will allow us to reach 

more users. 

 

Table 9: The last Business Model Canvas  

Key partners: 

Retail companies; 

Cost structure: 

Cost-driven; 

Customer relationship: 

Maintaining a stronger relationship 

between customers and companies; 

Getting more satisfied customers; 

Key activities: 

Marketing research; 

Industry research; 

Problem solving; 

Trying to attract new customers, who 

previously did not shop online. 

Key resources: 

Human resources 

(Accountant Ella, 

Founders Asia & Maria, 

Collaboration customers); 

Financial resources; 

Physical resources 

(IT equipment); 

Intellectual resources 

(Brand, logo). 

Value proposition: 

Cutting time to find a perfect size; 

Reduce returns; 

Reduce returning costs for the 

companies. 

Channels: 

Distribution and sales 

(Online sales); 

Communication 

(Awareness through social media, 

collaboration with fashion bloggers, 

promotion through online stores); 

Social network 

Revenue stream: 

Transaction revenue stream 

resulting from customer 

payments. 

Customer segment: 

Mass market for online shoppers, 

who experienced difficulties in 

finding a right size. 
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4.4.6 Activities within the business model canvas 

The below table represents our activities within the business model canvas and shows which 

blocks we were focusing on. When we were creating the different business model canvases 

we were using theoretical framework to fill the building blocks to see which actions we 

needed to take in order to make the idea work. However, due to difficulties in networking, 

knowledge and having the right resources we were not able to execute the actions in reality. 

As long as all the business model canvases, as we mentioned previously, were based on 

assumptions on which activities we needed to take in order to develop the idea further, there 

is no strong connection between the models and the activities we did during the process.   

 

Below we will show an overview of all our activities we made throughout the entire process. 

This canvas illustrates which building blocks we were mostly focusing on.  

 

Table 10: Activities within the Business Model Canvas 

Key Partnership:  

29,31,41,42,71, 72, 73, 75, 78 

 

Cost structure: 

24,25,31, 

Customer relationship: 

 

Key activities: 

42, 

 

Key resources: 

28,42, 

Value proposition: 

1,2,4,5,6,7,8,9,12,13,14,15,17,18,23,26,2

7,30,33,39,40,41,43,44,45,49,51,52,53,5

4,55,56,57,58,59,60,61,64,65,66,68,69,7

0,71,72,73,74,75,77,78,80,81,82,83,85,9

0,94,101 

Channels: 

 

Revenue Stream: 

24,25 

Customer segment: 

40,41,52,53,54,55,56,57,58,59,61,62,63,

101 

 

As long as we did not have any specific business idea in mind, when we started to work with 

the thesis, our first activities consisted of conducting research to find an interesting topic as 

well as organizing our working process (activity #1 and #2). The next activities (from #6 to 
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#9) were mostly covering our idea generation process in order to find a novel business idea 

which can improve the life of our potential customers. We both want to work on finding a 

business idea that aims to satisfy customer needs. We spent some time to come up with a 

business idea for our thesis, to be able to find the topic we made research on possible topics 

and evaluated the different possibilities (activity #12,13,14,15).  

 

Finally, we agreed on exploring the sizing problem in the online retail industry further. After 

we agreed on the topic, we decided that the best way from where we should start was to create 

the first business model canvas (activity #23). Our first model was based on assumptions of 

how our idea should work, to fulfil the building blocks we were using knowledge that we 

gained through entrepreneurial theory. Our idea was to find a solution for the sizing problem 

in the online retail industry.  

 

Therefore, we were focused on creating value for the prospective customers which includes 

market research such as unstructured interviews (activity #53 and #54) and conducted a 

survey (activity #58). The results from the market research lead to a change in the customer 

segment building block as we decided to focus more internationally and to try to reach as 

many customers as possible. The market research confirmed that there is a need for this type 

of service. Our next step in developing the app was to establish collaboration with the online 

retail stores, and try to find similar services, which are working on the sizing problem.  

 

This recommendation we got from the representative of CSE, Camilla (activity #41). She told 

us about the importance of establishing the right network and knowing the market, before 

launching a new business. We succeed to find the swedish company “Virtusize” (activity 

#73), which we were able to get interview with and learn about their experience.  

 

In addition, we found the Irish company “House of Fraser” (activity #75), they created a 

measurement system, which is called “True fit”. The company is our competitor, as they have 

a similar service to what we would like to offer.  

 

Also, we found a company called “Running Warehouse” (activity #78), they are working on 

sizing problem regarding shoes sizes, but we did not talk to them, so, we could not say if they 
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have a successful business. Finding comparable businesses to ours gave us an inspiration that 

there is a future for our ideas. However, there are companies, which are working on finding a 

solution for sizing problem, they are not well known. That is why, there is still room for new 

businesses to enter the market. In the beginning, we had an idea to reach big retail companies 

to promote our business idea, unfortunately, we did not succeed to create a prototype (activity 

#44), which made it difficult to attract retail companies.  

 

Therefore, we changed our interview strategy, and we were focusing to learn about the 

companies’s experience on  handling returns (activity #71). We reached “ZARA” (activity 

#72), and they confirmed the existence of the sizing problem, which leads to a high number of 

returns for the company. Since we were not able to get interviews with other retail companies 

(activity #79), we decided to shift our idea and focus more on  developing the value 

proposition. Furthermore, we created our last business model canvas (activity #97), where we 

agreed to continue exploring the sizing problem (activity #98).  

 

To conclude, we should say that during our process, we were mostly focusing on the value 

proposition building block, as it was important to us to come up with the uniques concept, 

which can create value for the prospective customers. Therefor, we spent some time on the 

customer segment building block in order to find right target group.  

 

However, we had some obstacles during the process, when it comes to establishing 

partnerships and acquire the right resources, which resulted in stopping us to explore the idea 

further and a create a prototype. Because of these issues, there are some building blocks that 

we were not able to fulfil, such as revenue stream, cost structure, channels and customer 

relationship. To fulfil these blocks it requires further research that we did not do as of time 

pressure and lack of resource. 

 

4.4.7 Conclusion to the Business Model Canvas Part 

During the process on working with the Business Model Canvas, as a tool of creating a 

startup, we found that it was a very useful method to generate and test our ideas. The positive 

aspect of creating a business model canvas is that the model consists of 9 blocks, where each 

block influences each other. Whenever you change one part of a building block, you are 
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automatically suppose to change other parts, as they should work together. The idea of the 

Business Model Canvas is to provide a framework of which actions to take, however, it does 

not explain how to make your actions work. At the same time, it gives you an overview of 

what you are having already, and what you should focus on. 

 

We created 5 Business Model Canvases during our process. Every BMC represented different 

idea on possible solution for the sizing problem. Our final canvas illustrated how we moved 

from focusing on specific idea to focus more on the problem. In our case, the Business Model 

Canvas was helpful, as it gave us an opportunity to test different ideas. As we got a deeper 

understanding on the online retail industry, BMC made easier for us to change and update the 

different parts of the building blocks.  

 

Our main goal of the research was to find  if there is an unmet market demand in the industry. 

Therefor, a lot of our actions included the research in the industry, as well as interaction with 

potential customers. The value proposition was an important block for our thesis idea. We 

used the business model canvas in two different ways. First, it was a theoretical framework to 

describe what actions we should take in order to make our business a reality. By doing this, 

we were able to visualize our ideas and to see what we were missing.  

 

These assumptions provided us with the opportunity to be creative and think out of the box, 

which is very important in the idea generation process. Second, we used the model as a 

framework for our activities that we actually did during the writing. This gave us an insight to 

evaluate our process and be more realistic about our idea. Also, it helped us to see what we 

could have done better, and in what direction we should move next.  

 

During our working process, we have been focusing not just on one idea, but several possible 

solutions, which made it being difficult to get deep into all the blocks. Also, the lack of time 

and lack of resources left some field for the further research. For example, “cost structure” 

and “revenue stream” blocks were the most challenging for us, we were not able to be 

concrete in answering these questions. The BMC made it possible to test all the ideas on the 

early stage, where it is more easier to add changes. 
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“Others”  

After codifying 103 activities and placing them within the three different theories, we found 

that there were some activities that did not fit into any of these groups. Therefore, we decided 

to create a fourth column in the table, where we place the remaining activities. We found that 

18 activities fall into the column “Others”, and they mostly concern the preparation phase and 

administrative tasks regarding the thesis, such as preparing and signing the thesis contract 

(activities # 10,11). Furthermore, some of the activities includes our emotional conditions that 

we experienced during the process, such as demotivation, frustration and confusion (activities 

#76,79,93,96) The remaining activities were regarding the structure and writing of the thesis 

(activities #16,38,86,91,95,98,99,100). 
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5 Discussion and results chapter 

5.1 Contrast and comparison among the theories 

 

In the following section we will outline how each of the theories used in the paper fit with the 

hypothesis we made in the beginning of the process. We will make a contrast and comparison 

among the theories and examine at the similarities and differences, and whether or not they 

have been a support or an obstacle for our development process.  

 

Table 10: Hypothesis overview  

 Social 

Construction 

Lean Startup         BMC 

1) Does the theory of social construction 

help the emergence of “UnitedSizes”? 

 

       Partially 

 

                - 

 

            - 

2) Does the theory of Lean Startup help the 

emergence of “UnitedSizes”? 

 

           - 

 

        Partially 

  

 

            - 

3) Does the theory of BMC help the 

emergence of “UnitedSizes”? 

 

           - 

 

            - 

     Yes, 

correct 

 

As we see from the table, social construction and the lean startup methodology have helped 

the emergence of “UnitedSizes” partially. As we are still in the developing phase of our 

startup, it was difficult for us to apply all the theories to our process, as some of the theories 

were simply not relevant for our specific situation. Social construction theory helped to see 

our own process, and make sense of the activities we made during the process. Also, the three 

main principles of social construction: people-centric and the importance of network, 

subjective reality and language, helped us to understand our process, and the important role 

that we as entrepreneurs have, and how our personality affects our entrepreneurial process, 

and our interactions with the environment. Among the three main principles of social 

construction, language was the key element for our process. As based on the language we 
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were able to organize our working process. Through interaction and communication with 

potential customers and partners we obtained knowledge and value insights which helped the 

development of our idea. By talking with other entrepreneurs such as our supervisor Bill 

Gartner and the head of CSE, Camilla Bartholdy, we got important insights in which direction 

we should move to make our business idea work.  

 

When it comes to the four prosperities, it was difficult for us to apply all of them as we still 

do not have a physical product or service. Therefore, we see that we spent most of our time 

within the first prosperity; Intentionality. Most of our activities are made in the early startup 

process, and involved a lot of research and testing.   

 

The method of lean startup also partially helped our process, as we do not have a physical 

product or service we were not able to create a minimum viable product, which also made it 

difficult to test whether or not the customers would buy our product or if any companies 

would collaborate with us, and then decide whether to pivot or preserve. However, it was 

valuable to test our hypothesis, and get early customer feedback as it is easy to change the 

idea in the early development process.  

 

The business model canvas helped our development process, as we used it as a theoretical 

framework to see whether or not our idea would work. Also, it helped us to realize that before 

launching a business we should go through a lot of preparation phases such as establishing the 

right network, find your target group and having the right resources.  

 

5.2 Introduction to the Results chapter: 

In this chapter we will present the main findings we have gathered throughout the process. 

We will talk about how the theory fits or does not fit with our own experiences in the startup 

creation process. We will show how our analyzes with applied theory match with our personal 

experience and what we have learned from this process. Then, we will describe what theory 

works and what does not work, when it comes to applying theory to an entrepreneurial 

process. Furthermore, we will offer some suggestions about how practitioners might develop 

business ideas in a better way based on our insights into both the theory and our own 

experiences. 
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After our research process, we found a lot of interesting and useful information regarding the 

online retail industry. In the beginning of our journey, we were very ambitious about creating 

a startup and to make it work. From the start we had one specific idea in our minds and we 

thought that we will end up with the same idea in the end. However, during the process, we 

realized that we should be more open-minded and explore other options. Also, it is important 

not to be stuck to one idea, but be more flexible and change the idea during the process. 

 

As previously mentioned, we decided to create an app, which will measure customer’s sizes 

in one system. After we conducted the interviews and the survey, we still thought that the app 

could be a possible solution for the sizing problem, and therefore we created business model 

canvases.  

 

Once we had created the first business model canvas we realized that some of the building 

blocks were lacking information. Our main focus was to develop the value proposition and 

the customer segment, and these two blocks are where we spent the majority of our time. We 

have limited knowledge in developing an app. Though, we found IT people, they did not have 

enough time to create a prototype for us.  

 

They provided us with some information on app development, but due to lack of knowledge 

in this area, we were not able to create an app by our own. If we have more time and 

resources, we could hire professionals to work for our startup. Furthermore, we did not 

succeed in getting in touch with online retail stores for a possible collaboration. Without these 

networks it was difficult to continue with the idea.  

 

This experience illustrates the importance of networking, when it comes to succeeding in 

entrepreneurship. We experienced that the importance of having the right network is crucial to 

be able to succeed. As we were lacking contacts both within the retail industry and someone 

with IT knowledge, this made it more challenging for us to get in contact with the right 

people we needed. The lack of a network made it difficult to proceed our entrepreneurial 

process as there was not a lot we could do without a partnership. 
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For this reason, it was also complicated to calculate the cost structure of this idea. There was 

one more issue, and that was the time pressure. We had limited time for the research phase for 

the thesis and we started to be scared that if we focused too much on the app itself, we might 

miss out on other good ideas. We decided to move from the sizing app, and go deeper into the 

value proposition to examine if there were other possible solutions to the sizing problem. We 

think that the three different sizing ideas we have introduced so far can be a possible solution 

to the sizing problem when shopping online. However, there are many steps left before the 

sizing app is a reality. 

 

During our research process we found that there is an Irish company, called “House of 

Fraser”, They offer a service called “True Fit”, where you can enter your body measurements 

as well as previous bought items and favourite brands, and you will get a personal fitting 

profile. This idea is quite similar to our idea that why we decided to continue working, and 

look for other alternatives in order to create a unique service, or at least to add new changes to 

the idea. This is an indicator that this idea might work, but it should be developed further to 

be unique. Perhaps, in the future when we have more available resources we can continue 

working on the app. 

 

Still, we kept in mind that an app of some sort might be a solution. We thought about 

simplifying the idea but still meet the customer needs. We started to analyze the results of the 

survey, and came up with some ideas. 

 

The first idea was about creating a customer review app, where customers can upload 

pictures, videos and comment about previously bought items. From our respondents we found 

that many of them would like to share their shopping experiences with others, to rate and 

leave comments on items. Some respondents also said that there were  lack of information on 

the website about the products and how different clothes look on the models compared to 

“real” people. 

 

Subsequently, we found one interesting article on how famous fashion brands promote their 

goods. They are using social network as a way of attracting new customers. One of the 

promotion source is called “Instagram”. Celebrities and fashion bloggers post their pictures 
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where they “tag” famous fashion companies and brands. Both sides gain from this 

collaboration  as companies get promotion and new customers, and the celebrities get money 

and fame.   

 

The second idea was about creating a matching app. This idea was offering a service which 

allows you to measure sizes from different stores to each other. For example, you can 

measure a size S from H&M to a size S from Zara and see the difference. We were inspired 

from the respondents because many of them answered that they were having some issues 

finding the right size due to inconsistency of the sizes. Unfortunately, we were not the first to 

think of this idea. There is a swedish company called “Virtusize”, which allows you to 

compare clothes you have already purchased to the clothes you want to buy. We were able to 

conduct an interview with the founder of the company.   

 

This shows that there is a market for these types of services, but since there are some 

competitors in the industry, it is important to have a unique concept and to target the right 

market. These ideas gave us a clear understanding, that the next step is to focus on the sizing 

problem. 

 

That’s why we created our last business model canvas, where we tried to include our findings 

through the whole process. We wanted to get deeper knowledge about all aspects of the 

industry in order to provide service, which will meet the demand among our potential 

customers. Our new vision on targeting will help us to focus more on the branding of the 

product, and being not specific in identifying our customers, which allows us to reach more 

users.The following section, we will look at our findings in combination with the theory, and 

answer the research questions stated in the introduction chapter. 

 

5.3 Results: key learnings retrieved from the entrepreneurial process 

This section will explore the personal learning and experience that we have gathered 

throughout this entrepreneurial process. The purpose of this section is to identify which key 

activities that are relevant when it comes to the creation  of a startup. If we look at theories 

within the entrepreneurship field, there are a constant debate about whether or not 

entrepreneurs are “born” or “made”. According to researcher such as Komives (1972) or 
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Brochhauss (1980), the entrepreneur is the one who causes entrepreneurship. The 

achievements of the entrepreneur is directly linked to inner qualities and personal 

characteristic and traits such as background, education, financial security, upbringing and his 

willingness to take risk. According to other researchers such as W.B Gartner (1988) the focus 

should be concentrated on the actions of the entrepreneur rather than who the entrepreneur is. 

In our case, the entrepreneurs described in this thesis were from different backgrounds, with 

different education and grew up in different countries and culture.  

 

With this in mind, it can point to the fact that the entrepreneur is created along the process 

based on the activities made, rather than being born an entrepreneur. However, to study the 

behaviour and activities of entrepreneurs is a highly complex process that requires that there 

are a set of guidelines in order to evaluate the learnings and outcomes of the startup process. 

Each startup process has an individual complexity that differs from entrepreneur to 

entrepreneur. When it comes to our development process there are some main activities that 

influenced our Business model canvases. 

 

The main activity we did in our process was to get insights into the online retail industry. As 

none of us had any experience in working in the industry earlier, we conducted research in 

form of a survey, and interviewing companies within the online retail industry. Based on the 

insights that we got during the process we changed our BMC. The interaction we, as the 

entrepreneurs had with prospective customers, companies, other entrepreneurs, friends and so 

on, is considered the main activities that affected our development process. 

 

Another main activity that helped our development was analyzing the business environment. 

As we wanted to create an innovative and novel idea it was crucial for us to scan the 

surrounding environment to take a close look at what the companies are already doing when it 

comes to the sizing problem and handling returns. We wanted to explore already existing 

solutions and see whether or not it had been successful for the companies and what we could 

learn from them.  

 

According to John Mullins and Randy Komisar, who wrote the book “Getting to plan B”, it is 

important to find analogs and antilogs in the industry you are thinking to enter. Most likely 
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someone has done something similar to what you are thinking about doing, and if you can use 

what other people have learned in your own business model, this can save you time and 

resources. For us this was an interesting approach because the sizing problem in the online 

retail industry is still a major issue for most of the companies. However, after conducting 

research in the industry we found that many of the big retail companies are in fact currently 

working on finding a solution for the sizing problem. As Mullins & Komisar states in their 

book: There is no need to re-invent the wheel. 

 

Furthermore, an important aspect that influenced our business model canvas is the network of 

the entrepreneur. The importance of network can be an extremely important resources for the 

startup development and crucial for whether or not the process turns into a success. In our 

case, we got to experience the importance of network in a negative way. Our lack of network 

within the online retail industry and IT industry made it difficult for us to continue the 

process.  

 

This process has shown that the motivations for starting a business influence the business 

model canvas over time. For us, this means that even though we have a great interest in the 

online retail industry, because we are both like fashion and online shopping. However, we see 

now that it might have been easier to enter an industry where we had a better network to begin 

with. It is always possible to get some connections if you really try, but sometimes it 

incredibly challenging. Since we also had a problem with getting the right network, it can also 

influence our personal motivation for continuing the entrepreneurial process.  

 

As we are two young women, who were working together on the paper, our personalities 

impacted the process. As mentioned previously, women tend to be more self-critical and less 

risk takers than men. We could say that this applies to us as we did not sound that confident 

while we were trying to reach partners, so it might be the reason for why we failed in 

establishing the right connections.  

 

Over the next pages we will answer the research questions that we stated in the introduction 

chapter and go into details on whether or not we found the theoretical framework being useful 

for our developing process. 
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5.4 Research questions: 

 

1)          Are the customers facing any kind of problems, when they shop online? 

As we can see from our research, customers face problems, when they shop online. We used 

quantitative and qualitative research methods such as interviews, survey, and articles with 

statistical data, reports on the returns and information about the industry, which have been 

found in the internet. Based on our data we can say that customers experience problems when 

they shop online due to the fact that they are not able to touch and try on the product before 

purchasing. As we see from the statistics more than one third of all online purchases are 

returned, which makes the average retailer spend 8.1 % of total sales on reverse logistics, 

which includes taking back damaged,unwanted,  or counterfeit goods. 

 

2)      If yes, what are the problems? 

The problems, which customers have faced during their shopping experiences, according to 

our research are: 

1. Inferior product 

2. The expectations did not match the actual product 

3. Wrong sizes 

4. Damaged product 

5. Change of mind 

6. Delays 

7. Overall dissatisfaction with the product 

8. Quality 

9. Product image 

10. Fraud and abuse 

 

We see that a lot of the problems the customers are facing when they shop online is directly 

linked to the fact that you are not able to feel and to see the product in “real life” before 

purchasing. It can be difficult to judge if the pictures and description online match your own 

expectations about size, quality and color. 
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3)   Are the companies facing any kind of problems, when they sell online? 

The problems, which companies usually facing, according to our research are: 

1. Delivery (damaged products, delays, fails in receiving products). 

2. Inventory management 

3. High number of returns 

4. Security issues (lack of trust from the customer to give out credit card information) 

5. Concerns when buying from foreign companies 

6. Usability of the website 

7. Lack of customer support 

 

4)  Is finding the right size, when you shop online, one of the problems, which facing the 

customers? 

Yes, it is one of the problems the customers face when purchasing clothes online. Based on 

primary and secondary research, we found that one of the major problems is finding the right 

size (see appendix C). Apparel makers estimated that 1 in 4 loose fitted garments were 

returned while almost 50 % of all figure-hugging garments were returned. 

 

5)  Due to the high number of returns in the online retail industry, will it be possible to find a 

feasible solution for this problem? 

We tried to find feasible solutions, and we came up with some ideas, such as: the 

measurement app, customer review app, and matching app. However, our research did not 

go  deep enough to say whether or not these solutions can work in a reality. If we look at 

other competitors in the industry, we see that there are already solutions out there, the idea 

behind these solutions are to create a virtual fitting, that minimize the prepurchase risks, 

which might reduce the number of returns.  

 

As mentioned in the analysis there are existing virtual solutions in the industry such as: 

Virtusize, House of Fraser and Running Warehouse. Running Warehouse calculated that 65 

% of all returns were fit-related. However, after releasing their fit technology the manage to 

reduce the returns by 23 %. Other possible solution is to categorize the clothes more properly 

according to fit and style. For example, asking the customer if the clothing they are looking 

for should be form fitting, loose or oversized. Or finding the customers more personalized 
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style by asking them to evaluate an amount of pictures with different styles. You can also 

create a fashion lookbook with different pictures of outfits that match the taste of the 

customers. A possible solution can be to connect the customers to an online stylist platform 

that help the customers choice outfits based on preferences and body figures. This can help 

customers who tend to choose the wrong piece of clothing and reduce the number of returns. 

 

Furthermore, there are more practical actions the companies can take to reduce the number of 

returns. Making return policy easy to see and use are crucial in the customer's decisions in 

buying a product online. It also important for the companies to weigh the costs of free returns 

towards the costs of extra conversations it brings, and potential boost of retaining customers. 

Providing detailed product information to the customer on the website will make them less 

likely to return the product, this should be done in a combination with excellent photos and a 

video of the product. 

 

6) How can the theoretical framework, which are provided in the thesis, influence our 

entrepreneurial process? 

In this paper we have applied theoretical concepts to our entrepreneurial process, to examine 

whether or not the theory can influence our process and to what extent. In general we can say 

that by applying social construction, the method of the lean startup, and the business model 

canvas have helped our entrepreneurial process.  

 

In the next section we will go through each of the applied theories and explain how the 

theories helped our process and where it did not, and why that is. 

 

5.5 Social Construction 

The theory on social construction is about the way we think and use categories to structure 

our experience and analysis of the existing world. We wrote two learning logs throughout the 

process to be able to analyze our process in retrospective, to see which action helped our 

process and where we could have made different choices. 

 

By using the theory on social construction it made us more conscious about our own actions 

that we did during the process. It made us think about the actions and emotions in a broader 
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sense. Our entrepreneurial process is largely depending on us as individuals, when it comes to 

gender, education and culture. These factors can influence the decisions we made along the 

way, and the outcome. Besides studying innovation and entrepreneurship at Copenhagen 

business school, none of us had any previous experience in startup creation, also to write in 

the style of autoethnography was a new experience to us.  

 

This made it difficult to understand how to deal with our emotions and overcoming our fear 

of launching a new product or service. We choice a topic within the online retail industry 

because we both had experience and interest in online shopping. In the beginning of the 

process we were optimistic and excited to work with the idea. Language and communication 

are central parts of creating a meaning and making sense of things. In our process we used 

language and communication in order to gain new knowledge. As we were two partners 

writing the thesis, it gave us the opportunity to discuss and have meetings with each other, 

which helped us to make sense of our process.  

 

However, it created a challenge, as it gave us to two points of views and we had to come to an 

agreement together. Furthermore, we have different cultural backgrounds and educational 

backgrounds, and therefore had several discussions on which actions to take next. In our 

process we used the four different prosperities in order to identify emerging organizations. In 

this thesis we focus on the first prosperity, which is, Intentionality.  

 

We decided to explore if the sizing app could be a possible solution to the online retail 

industry. We created our first business model which consisted of actions we needed to take in 

order to develop the idea further. We conducted market research in order to identify our target 

group and to understand the customer's needs. 

 

Next, we made research into the existing retail industry to look at customer behaviour, trends 

and competitors. These actions we did to try to achieve the goal, which was the creation of the 

startup. We had conversations with our supervisor, and  got advices on how to proceed. We 

also had a meeting with Camilla Bartholdy at Copenhagen School of entrepreneurship to get 

some insights and recommendations since she had a lot of experience working with 

entrepreneurs and startups. In addition, we went to “open wednesday” at CSE, which is a 
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meeting place for student entrepreneurs, who are thinking to start a business. At CSE we had 

discussions and brainstorming sessions with other young entrepreneurs, where we listened to 

their ideas and they listened to ours. Than we gave each other constructive feedback. We got 

involved into the questions on how we were going to contact online stores and how to 

develop the app. “Open Wednesday” at CSE gave us some important questions to think about, 

but also a lot of inspiration to continue our work.  

 

It was very motivating to talk to other students in the same situation, facing the same 

struggles as us. Here, we realized that some of the students talked about contacts and 

networks in the industry they were trying to enter. Our lack of contacts and network in the 

online retail industry made it difficult for us to get in touch with the right people. This was 

something we did not expect. We tried to call and email online retailers, but without any 

success.  

 

This made it difficult for us to move from the “intentionality” prosperity to the “resources” 

and “boundary” prosperities. Without any partnership with online stores it was difficult to 

obtain the physical components required to form an organization. We tried to acquire 

knowledge in coding and app development, but it turned to be to complicated and time 

consuming. Since we ran into these challenges, we decided to focus on the intentionality 

prosperity and go deeper in the online retail industry and focus on alternative ideas.  

 

Not being able to establish these physical boundaries was tough for us, because it felt like our 

process had stopped and it was difficult for us to continue. Having the right network is very 

important for succeeding when starting a new business. By using social construction theory as 

a part of the paper, it has helped us to be more aware of our actions, and how the actions we 

took affects the next activities. It taught us the importance of language and communication 

when it comes to entrepreneurship, and how discussions, meetings and conversations can help 

us to make sense of things and how they can create novel ideas. Furthermore, it has shown the 

importance of networking and how this can help the development of starting a business.  
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5.6 The Lean Startup methodology 

The lean startup methodology is based on three basic principles. The first principle involves 

setting up a set of hypotheses. We used this principle, and began the process with asking 

questions: Are customer facing any problems when shopping online? Is it possible to reduce 

returns? Can an app be a possible solution? Are customers willing to pay for this type of 

service? The first principle of setting up hypothesis is quite simple.  

 

The more challenging part is the second part when you have to go out and test the hypothesis. 

For us, this was more challenging. The theory does not clearly state in details how we should 

“test” the  hypothesis, and for a lot of the hypothesis we are in need of certain resources to be 

able to test them. Some of the questions were quite easy to confirm or reject, for example if 

the customers are facing problems, and what kind of problems are they facing. This 

information was found through primary and secondary research. Through the interviews, 

conversations and information we obtained we were able to identify what kind of problems 

the customers are facing, and their usual shopping habits. 

 

Other hypothesis such as: Can an app be a possible solution? And are customers willing to 

pay for this type of service, creates more difficulties. In order to find whether or not an app 

can be a possible solution to the sizing problem we need to have some important components 

in place, like partnerships, technology and financial resources. We had some difficulties 

reaching the right contacts which made it challenging to confirm or reject these hypotheses. 

The theory tells us what to do, but not really how to do it, which can make it difficult without 

holding the right resources. 

 

The third part within the lean startup methodology is called agile development. We used the 

business model canvas as a tool for identifying which actions we need to take, and how these 

actions affected our development. The main idea behind the lean startup methodology is to 

test the hypothesis on an early stage in order to change and adapt according to the feedback 

you obtain, because this can save you time and resources.  

 

An important part is also to have a clear vision in the beginning of the process. We had a clear 

vision to solve the sizing problem in the online retail industry, the challenge was us was to 
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know how to get from the idea to the finished product. It is easy to know and to write down 

what you need to do in order to succeed, but it is a major jump from the theory and to the 

practice. Without the right network it was difficult to establish partnerships, and without the 

partnership it was difficult to develop a real prototype and create a startup.  

 

The blocks affect each other and if the process stops, it is difficult to know where to continue, 

its like building a house without the proper foundation. We were not able to build a minimum 

viable product and test it because we had not established partnerships.  

 

Therefore, we were mostly focusing on the idea process, and creation of alternative ideas to 

the sizing app and exploration of the online retail market. Due to some constraints it was 

difficult for us to apply the lean startup methodology to our entrepreneurial process and 

therefore hard to say to what extent the lean startup method can help the development of a 

startup. However, we were inspired by Eric Ries` book, and applied the mind set up of the 

lean startup method. We worked incrementally and creative throughout the process and tested 

the hypotheses we were able to test. Even though we could not apply the whole theory of the 

lean startup, we still say that this method can be useful to entrepreneurs. 

 

5.7 Business model canvas: 

The business model canvas is a known tool for us, and we have used it many times during our 

studies at CBS. It provides an overview on what actions you need to take in order to explore 

whether or not your business can work, it sounds like an easy task. However, it is a bit more 

complex than that. The nine building blocks describes the actions that is needed for 

developing a business. During the process we made 5 business model canvases due to having 

various of ideas.  

 

The first two business model canvases were about the sizing app, where we saw how it 

changed due to the actions we made. The market research we conducted made it easier for us 

to identify the target market, we also saw that focusing on the danish market was too narrow 

because there were not a lot of differences between the countries.  
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As we learned from the consumer behaviour that we should reach as many customers as 

possible, while operating in mass market. The business model canvas works well as a 

theoretical framework for identifying which actions we need to take. Unfortunately, it does 

not say how we can do these activities in reality.  

 

Even if we wrote a detailed business model canvas on who we should get in contact with, 

does not mean that it is possible to obtain. This also shows that if you fail to fulfil one 

building block it is difficult to fulfill another one. For us, the lack of partnership made it 

difficult to get the funding we needed. And without a proper prototype to show potential 

partners, also made it hard for us to contact them. However, we can say that the business 

model canvas helped our process, it made it easier to identify which actions we needed to 

take. Working with the business model canvas is very interactive and provides with more 

creativity than an ordinary business plan.  

 

5.8 Future outlook for “UnitedSizes” 

So far, we have mainly focused on the value proposition and the customer segment building 

blocks of the business model canvas. This gave us some valuable insights, when it comes to 

the online retail industry, and what exactly the customers are struggling with when they shop 

online. We have focused on customer interaction, and had interviews with experts in the 

industry. However, there are still building blocks left of the canvas that need to be further 

investigated in order to evaluate its feasibility as a startup. 

 

There are many steps left before we can say whether or not “UnitedSizes” can be a successful 

business. The first step that is needed is to create a proper prototype to see how the service 

would look like and if it will work. For this to happen, we need to expand our networking 

within the IT industry or have the resources to hire IT people. 

 

Then, it would be easier to interact with both prospective customers and prospective partners. 

It will give a clear picture of how it would look like, and get their insights and 

recommendations for further development of the app.  
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After getting potential partners on board, it would be possible to calculate the costs and go 

into the revenue stream building block and the cost structure of the business model canvas. It 

would also be easier for us to get out of the “intentionality” phase and to really start 

establishing the emergence of “UnitedSizes” as a venture. There are some competitors in 

these types of services today, but most of the large online retailers still do not have a solution 

to this problem, which should make it possible for us to enter the market as long as we have a 

well developed service and partnerships with the online retailers. 

 

We are also aware of the fast changing environment within the online retail industry, this 

means that we should not take too long before launching, because there are other companies 

working with the same problem by using technological solutions. This means that even 

though our process should be iterative and experimental, we have to be aware of the changes 

and act accordingly. If we wait too long, there might already be another solution out in the 

market, but if we do not wait long enough our product might not be good enough and will end 

up as a failure.  
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6 Recommendations 

 
6.1 Ideas  

In the beginning of our entrepreneurial process of creating a start up, we were very ambitious 

and did not understand the difficulties, through which, we should go in order to make our 

business work. In this case, we would like to provide some recommendations for the future 

entrepreneurs, which can be helpful in the starting point of creating a new venture. As long as 

our paper, basically, was focusing on finding the answers on existence of the sizing problem 

and finding possible solutions on the problem. We would like to provide a list of beginning 

steps, which can be useful for understanding the importance of knowing potential partners, 

customers and the market before launching a new business. 

 

10 key findings and recommendations for future entrepreneurs: 

Throughout this paper we have explored the online retail industry for the purpose of finding a 

feasible solution for the sizing problem. Our process has consisted of 103 activities that we 

have made using during the process. Some of the activities helped our development, but there 

are also activities that did not help our idea. After looking at our own process in combination 

with the theory, we have learned a lot during the process. Based on the knowledge we have 

gained from this experience, we have come up with ten key recommendations that we learned 

from the process, and we would like to share with future entrepreneurs: 

 

1. The importance of creating a vision for your startup  

Our vision for this process was to create a business that would solve the sizing problem in the 

online retail industry. We wanted to focus more on the online retail industry itself rather than 

exploring the viability question for the sizing app. Looking back, we see that this might have 

been a mistake. If we had a more clear imagine of the sizing app in the beginning, we think 

we could have been further along in the process than we are today. According to Ries (2011), 

an important part of the lean startup methodology is to establish a clear vision in the 

beginning of the process, to make sure you know in which direction you are going. 

 

Even though it is important to do a lot of research, and not put “all the eggs in one basket”, 

we should have had a more clear vision of how far we wanted to take the app development. It 
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is very time consuming to spend so much time on doing research and to be able to find the 

best idea before launching it. Even though it is important to do a lot of experimenting early 

on, it is also important to know which direction you are going to in order to make the right 

choices during the process. The purpose of any startup is to build a sustainable business 

around your vision. 

 

2. The importance of market research - exploring the market 

For us, conducting market research was an important aspect of the entrepreneurial process. 

We wanted to get to know the online retail market and the potential customers before getting 

too attached to the idea. On of the main aspects of the lean startup methodology is to be able 

to answer questions : can the product really deliver value to the customers, and how will new 

customer discover the new product or service?  

 

We wanted to make informed decisions about every step that we made during the process, and 

for us that meant to know as much as possible about the current market trends and existing 

competitors. We wanted to explore if the customers recognize that they have a problem, and if 

we had  a solution would they buy it? Would they buy the solutions from us, and can we in 

fact build such a product or service? We also wanted to look at the sizing problem from the 

company's perspective, and understand which problems they are facing. After reading 

“Getting to plan B” by Mullins & Komisar, we realized the importance of building onto 

antilogs and analogs. We wanted to explore which similar services are out there, and why 

they are successful.  

 

3. Customer insights are valuable - knowing your customers 

Most of the decisions, we made, were based on customer insights. Because after all, without 

customers not even the best idea can survive. Customer insights are important because 

sometimes what you think the customers want does not reflect the reality. These insights can 

be very valuable for the entrepreneur and can we use it to “pivot” and refine the idea to match 

the customers wants and needs. Activities that were valuable for us to get the know the 

customers were: talking to people about their shopping experience and asking where they run 

into troubles . We also made a survey to get to know our customers in a broader way. These 
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customers insights were valuable in the development of the customer segment block and the 

value propositions of the business model canvas. 

 

4.  Idea generation through networking 

There is no doubt that networking is an important part of the entrepreneurial process, which 

we can learn from the social construction theory. We learned throughout the process the 

importance of interacting with other people through conversations, dialogs, discussions, 

brainstorming sessions, meetings and interviews. These different types of networking helped 

us understand the industry, gave us inspiration and provide us with insights that were crucial 

for the development process.  

 

We talked to other entrepreneurs from CSE, and also had a meeting with Camilla Sofani 

Bartholdy, program manager at CSE, to get some feedback on our idea and ask for advice and 

inputs. Therefore, it is important to talk and discuss your idea with other entrepreneurs and 

other people, to get constructive feedback. They will definitely ask you some important 

questions, you have not thought about. We had many brainstorming sessions together in the 

studio, which made it easier to be more creative and to understand each other, when we used 

tools such as drawing and writing on the board. Talking to people and getting new 

perspectives on your idea can be crucial for whether or not you succeed.  

 

5.  Write down your steps 

We started to write down our steps early in the process, and we can admit that we did not 

really see the value of it. We thought this “diary” would be meaningless further in the 

process, but that it would help us to keep track of our activities. However, we do not feel that 

way anymore. By writing down your steps it makes it a lot easier to analyze our actions later 

and see which steps helped and which did not. It can also help you to see activities, which 

helped the development of the business model and if you should have prioritized and focused 

on other activities. An entrepreneurial process also involves a lot of feelings, which can be 

valuable to keep track of your feelings and emotions, and see how much it can actually affect 

your decision making process.  
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6.  People are different  

How the entrepreneurs are as individuals will impact the decisions making process. Our 

gender, age, education and cultural background are shaping us as individuals and affect us as 

entrepreneurs. Our lack of experience within entrepreneurship and startup creation made it 

difficult for us to clearly see which actions to take. We did not have previous experience in 

starting a business. It is important to keep in mind that our personality and our abilities will 

affect the development of us as entrepreneurs. Our subjective reality creates our vision on 

how we organize our work and the actions we take as entrepreneurs.  

 

7.  The importance of networks  

We truly experienced the importance of having the right network, or should we say not 

having the right network. It can make the entrepreneurial process a lot faster and easier if you 

have some contacts in the market you are trying to enter, or someone who can help you during 

the process. This is an important aspect to consider when you decide which market you would 

like to enter. For us, we got to experience that if you do not have the right network, it can be 

difficult to proceed in the process. 

 

8. Have faith 

Research and reading literature can prepare you for the journey ahead to a certain extent. The 

business model canvas is a great tool that will tell you what you need to consider and what 

information you need to collect when developing a business. However, the business model 

canvas will not tell you how to collect this information, this you have to figure out by 

yourself. Even though you read a lot of theories, entrepreneurship will still be risky.  

 

It is important to have faith in what you do, and knowing that you can not know everything. 

At a certain point you will have to take a leap of faith. Entrepreneurship is a risky field. 

Future entrepreneurs should be ready to take a risk and think outside the box. Like an 

example, we can use “Apple” company, and when they launched the “IPOD” they took a risk, 

which turned out to be a success. If you do not have enough faith in yourself and in your idea, 

it can result in missing the right opportunity to develop your idea. 
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9.  Ask yourself the important questions  

What's wrong with my idea and how can I fix it? Will someone pay for the product or 

service? These are important questions to ask yourself during the process. In most cases your 

first idea will not be successful and therefore it is important to look at the idea objectively and 

ask how you can pivot the idea to make it become a product or service that someone will pay 

for. You have to create some sort of value to the customer that they are willing to pay for. 

Through the conversations with other entrepreneurs, we learn the importance of being 

realistic when working with the idea, and objectively evaluate all the aspects of the business 

idea. Even though customers might seem interested in your idea, it does not guarantee that 

they are willing to spend money on it. Without paying customers your business will never 

succeed. 

 

10.  Be aware of your strengths and weaknesses 

To be aware of your strengths and weaknesses can make the entrepreneurial process a lot 

easier. What can you contribute with, and where do you need help? In our case, we should 

focused more on recruiting IT people in our team, as well as establishing a better networking 

within the online retail industry. Since we did not have any experience in starting a business, 

it was a good idea to talk with other entrepreneurs. If we want to engage in a startup process 

in the future, we would focus more on entering the market, when we have right connections 

and resources. Also, we would spend more time on marketing research before spending time 

on creating business models. 
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7 Conclusion 
 

In this paper we have been investigating the online retail industry, with the goal to develop a 

feasible and viable startup. We have used the writing style of autoethnography to evaluate our 

entrepreneurial process, and applied theoretical concepts in order to analyze if they bring 

value to our process, and to what extent. By using autoethnography as a style of writing we 

have gained the opportunity to compare different theoretical approaches to the reality of 

starting a business. We have been investigating the links between theory and reality when it 

comes to the entrepreneurial process. The purpose for us was to determine if the theoretical 

approaches support the development process or not, how they support it, and to what extent 

each theory interacts with our personal process. Furthermore, we set out to find when during 

the process the theory was more relevant, and how the theories complements each other. 

 

The method of evaluating to what extent the theories have been helpful for us is by using a 

coding system, where we coded 103 activities. Furthermore, we took the 103 activities and 

analyzed them according to each theoretical concept. 

 

This gave us the opportunity to contrast and compare the different theories to each other. 

When it comes to the actual analysis, we found that social construction theory benefits the 

sense making process, because with the help of social construction we were able to see our 

own actions and  the decisions we made during the process in a better way. By analyzing our 

process it enabled us to be entrepreneurs with a better sense of  self-realization and be more 

creative.  

 

For us, it was very clear that networking and interacting with other people were very 

important for the development process. However, we can also see from the activities that not 

all the actions fitted into the framework, and some of the physiological activities falls on the 

“outside” of the theoretical framework.  

 

However, a lot of these “physiological” activities are an important part of process and the 

emergence of “UnitedSizes”, and tells a story about the struggles we have had during the 

process. When it comes to the four prosperities of emergence, we did not follow the theory 
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well enough to establish whether or not this would be useful, as we did not have the available 

resources to do so at the time.  

 

The lean startup methodology were a valuable tool for the development of “UnitedSizes”, it 

enabled us to test hypothesis and get early customer feedback. However, since we were 

mostly in the early entrepreneurial phase of developing “UnitedSizes”, it was difficult to 

apply the whole build-learn-measure-loop to our process, which made it difficult to test our 

product. 

 

Furthermore, when it comes to the Business model canvas we found from the results that the 

canvas provides a good tool for the early development process when you try to figure out in 

which direction you want to take your idea. It is a more creative and dynamic way to work 

than with traditional business plan. It was also found that the business model canvas can help 

minimize risk and uncertainty for the emerging ventures. The business model canvas is 

flexible to work with and can easily be adapted to new and changing environment or to 

develop the idea further. 

 

However, a negative aspect of using the business model canvas as a tool, is that you do not 

have to establish a vision in the beginning, and that the canvas tell you what you need to do, 

but not how to do it. For us, that meant that even though we knew in theory how to develop 

our idea further, it did not help us understand how to actually do this. This resulted that we 

were working more on the value proposition and customer segment building blocks, and 

made it difficult to figure out building blocks like revenue streams and cost structure. 

Furthermore, we sometimes got the feeling of being “stuck” in the canvas and not be able to 

move to the next block. 

 

During the two-years Master programme in Organizational Innovation and Entrepreneurship 

at Copenhagen Business School we have learned how new ventures are created and the 

challenges and uncertainty the entrepreneurs are facing. However, the idea of being an 

entrepreneur seemed intriguing and the opportunity to develop our startup and at the same 

time writing our thesis seemed like a great experience, that could teach us a lot. Throughout 

the process we learned a lot of how to apply theoretical concepts to a real development 
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process, which is very different from reading books and articles. The process has been full of 

emotions, frustration, learning and excitement. Today, the status of “UnitedSizes” is 

uncertain. However, the learnings we gained on entrepreneurship are tremendous, and it can 

help us to see what we could have done better.  

 

We hope that others will do more research on entrepreneurship by using autoethnography as a 

research method as it provides unique insights into the entrepreneur and his journey in 

creating a startup. We hope that practitioners can derive some learnings from the process 

when it comes to creating a venture.   
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