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ABSTRACT

Whilst many have addressed the question, it is still not clearly known how identity
influences entrepreneurial behaviour. There is a need for research to look at the
formation of entrepreneurial identity as a process — an important contribution
considering identities and ventures both take time to form. This thesis will address this
research demand by looking at entrepreneurship as a journey that individuals
undertake and explore how this interplays with their identity.

Therefore, this thesis has 3 objectives: (1) to understand if and how the entrepreneurial
identity changes throughout the entrepreneurial process and what triggers change; (2)
to understand how entrepreneurs manage the performance of multiple identities and
the relationship this has with the venture; and (3) to understand the temporal and
processual development of identity and the relationship this has with venture
development. By exploring these objectives this thesis aims to understand what the
entrepreneurial identity is and how it is formed and enacted. This will advance the

understanding of what drives entrepreneurs to develop ventures.

To achieve this, a longitudinal study on seven arts entrepreneurs was conducted, with
data collection lasting between 12 and 18 months. Data was triangulated with media
articles and participant diagrams. In total, 21 interviews were conducted, 61 media
articles reviewed and 20 participant diagrams formed which allowed insights to
emerge on the entirety of the entrepreneurial journey. Data was systematically
analysed using an inductive approach, where aggregate themes emerged from the raw
interview data by way of a data structure (Gioia, Corley, & Hamilton, 2012). Visual
mapping strategies were also used to help generate theory from the raw data
(interviews and participant diagrams) by way of venture timelines and process

diagrams (Langley, 1999).

This research makes contributions to existing work on entrepreneurial identities. The
concepts of role naivety and role defiance are introduced which can add to existing
explanations on the challenges that entrepreneurs face during identity transition.

Insight is also offered to literature debate on how identities effect entrepreneurial



behaviour by introducing a model which shows identity as both influencing and being
influenced by venture development. This conceptual model of identity change for arts
entrepreneurs is presented and fundamentally sees a process of identity disruption,
reconciliation and affirmation which is mediated by venture activity and moderated by
community identity forces. Additionally, insights are offered that contribute to wider
entrepreneurship literature by showing how identity influences and forms different
venture pursuits, namely arts-focused ventures and commercial-focused ventures. By
looking at entrepreneurial identity construction as a process, this thesis has offered an

explanation as to why some ventures scale and grow and why some do not.
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CHAPTER 1: INTRODUCTION

1.1 Thesis Overview

There is a growing line of scholarship that views entrepreneurship as an extension of
one’s identity (e.g., Cardon, Wincent, Singh, & Drnovsek, 2009; Fauchart & Gruber,
2011; Hoang & Gimeno, 2010; Shepherd & Haynie, 2009). This literature shows that
identity can serve as a powerful element that drives entrepreneurial action (Leitch &
Harrison, 2016). However, for scholars who are concerned with how ventures are
developed, the process through which identity is formed and shaped and how this
relates to the forming and shaping of the venture is relatively underexplored (Gioia,
Patvardhan, Hamilton, & Corley, 2013; Leitch & Harrison, 2016).

In this thesis, the aim is to understand the progression of an individual’s identity
throughout the entrepreneurial journey. By seeking to understand the nature of
different roles, how they are constructed, evolve, and how individuals manage their
performance, insight can be given into the dynamic nature of entrepreneurial identity
and how this, in turn, influences the venture. During the entrepreneurial journey the
entrepreneur faces many (and often difficult) choices on which direction to take the
venture. They face many challenges which can both impact their identity and the
ventures development. This thesis explores the way they respond to these challenges
and the relationship this has with the venture.

To begin with, this chapter focuses on giving a background on why it is important to
explore entrepreneurial identity over time and why this is an important part of
understanding the entrepreneurial journey. This chapter also focuses on stating the
contributions that are made to existing literature on entrepreneurial identity
construction and venture development by asking how identity changes as the

entrepreneurial journey progresses.

Throughout this thesis, several key terms are used. These terms and their definitions

are presented in table 1.



Table 1: Key Terms

Key Term

Definition

Venture

The business pursuit of an entrepreneur who starts, develops
and maintains a product or service idea.

Entrepreneurial Journey

The events, challenges and decisions an entrepreneur
navigates to take a venture from inception, through start-up,
development to being established, or to exit, or to any other
organisational form. The journey is the continuous process
the entrepreneur goes through.

Venture Development

The decisions taken and activities that an entrepreneur does
to build, organise and direct their business.

Role identity

A person’s sense of who they are based on a specific role
they perform (e.qg., father).

Social identity (group
identity)

A person’s sense of who they are based on their group
memberships (e.g., family member).

Self-identity (self-concept)

A person’s overall sense of who they are.

Role (micro-role)

One role that is performed as part of a role identity (e.g., a
father incorporates the role of a nurturer, provider, educator,
etc.)

Entrepreneurial role

A person’s sense of who they are based on a specific
entrepreneurial role they perform.

Entrepreneurial identity

A person’s overall sense of who they are as an entrepreneur.

Identity state

A person’s overall sense of who they are at a given time.

Identity salience

The likelihood that an identity will be evoked in a specific
situation.

1.2 Entrepreneurial Identity and Venture Development:

Context & Importance

New ventures generally have limited resources, fluid identities, and low survival rates
(Ambos & Birkinshaw, 2010). The decisions that entrepreneurs make at the start of
the entrepreneurial process can have a long lasting impact on the venture (Eisenhardt
& Schoonhoven, 1990; Stinchcombe, 1965). Identity theory shows that an individual’s

identity can shape their behaviour and decision-making (Burke & Reitzes, 1981).



Therefore, the entreprenecur’s identity has the potential to shape entrepreneurial
behaviour and the decision-making which will direct the ventures development. As an
emerging field of research within entrepreneurship, identity theory has provided some
promising insights into what causes individuals to act entrepreneurially. Obschonka,
Silbereisen, Cantner, & Goethner (2015), for example, determine that self-identity has

more predictive power for entrepreneurial intention than theory of planned behaviour.

Research into identity has long been explored in the context of individual careers (e.qg.,
Louis 1980; Hall & Mirvis 1995). However, it has recently emerged in the field of
entrepreneurship as a way to explain the behaviours and outcomes of the
entrepreneurial action process (Fauchart & Gruber, 2011). Research from Cardon et
al. (2009) and Murnieks et al. (2014), for example, use the identity concept to explain
how individuals experience passion for entrepreneurial activities at specific stages of
the entrepreneurial process (opportunity recognition, venture creation, venture

growth).

Research has mainly revolved around the ‘founder’ identity. Using a social identity
perspective, Fauchart & Gruber (2011) find that different types of founder motivation
shape key decisions in the creation of new ventures. Miller et al. (2011) argue that
founder identity can impact the strategic behaviour of the venture. Powell & Baker
(2014) discovered that founder identity impacts the entrepreneur’s response to
adversity. The different challenges that are faced when adopting entrepreneurial
identities have also been explored. Shepherd & Haynie (2009), for example, explore
identity conflict in a family business context. Hoang & Gimeno (2010) explore the
impact of role novelty, conflict, centrality and complexity on an individual’s ability to

exit work roles and undertake founding activities.

Yet, despite the recent focus on entrepreneurial identity, there are still numerous
research gaps. There is a need for research to explore identity across time. This will
allow insights to emerge on causality (Murnieks et al., 2014), and allow insights to
emerge on entrepreneurial role identities at different stages of the entrepreneurial
process (Hoang & Gimeno, 2010). From this, previous insight into how

entrepreneurial identity influences a ventures strategy, direction and performance can



be built upon (Fauchart & Gruber, 2011; Hoang & Gimeno, 2010; Powell & Baker,
2014).

There is also a need to conduct identity research within wider entrepreneurial contexts
to generate a uniform understanding of the entrepreneur and the processes which
influence venturing (Miller & Le Breton-Miller, 2011; Navis & Glynn, 2011; Yitshaki
& Kropp, 2016). There is real value in exploring contexts where there is identity
tension. One such context within entrepreneurship is the arts. Arts entrepreneurship,
defined as the process that cultural workers undertake to create artistic and economic
value, is scarcely looked at within entrepreneurship and management studies (Chang
& Wyszomirski, 2015). This is particularly the case with studies that focus on the
interplay of artistic and entrepreneurial identity. Problems with identity regulation
between competing artistic and business identities and practices have already been
well reported (Eikhof & Haunschild, 2007; Gotsi, Andropoulos, Lewis, & Ingram,
2010; Hackley & Kover, 2007). This is a context ripe for exploration into
entrepreneurial identity change.

Therefore, to progress the field further, it is important to focus on how entrepreneurial
identities are formed and change over time. Longitudinal studies in relation to
entrepreneurial identity have created valuable knowledge into how identity is shaped
over time (Lewis, 2015; Lundqvist, Middleton, & Nowell, 2015; Mathias, 2014;
Powell & Baker, 2014; Powell & Baker, 2017; Werthes, Mauer, & Brettel, 2018). By
focusing on the ventures developed by art school graduates post-founding, valuable
insights can be given on how the individual identity develops with the venture. By
looking closer at the challenges that entrepreneur’s face when constructed their
identity, more insight can be imparted on how ventures are shaped, developed and

scaled.

1.3 Research Opportunity, Aims & Approach

Research into entrepreneurial identities, and the impact this has on motivation and
behaviour, has gained some momentum within the last decade. Starting with Murnieks
& Mosakowski (2007), the study of entrepreneurial identities has led to some

interesting insight into entrepreneurial intentions (Obschonka et al., 2015),



motivations (Fauchart & Gruber, 2011), strategy (Miller et al., 2011; Powell & Baker,
2014), and the selection of opportunity (Jarvis, 2016; Mathias & Williams, 2017). So,

what is next for the study of entrepreneurial identities? There is a plethora of different

research avenues yet to be explored by entrepreneurship scholars. There is a need:

To explore identity change across periods of time. Longitudinal designs will
allow insights to emerge on causality — for instance, whether entrepreneurial
identities are truly pathways for an entrepreneur’s passion (Murnieks et al.,

2014).

To use longitudinal research design to allow insight to emerge on
entrepreneurial role identities at different stages of the entrepreneurial process
— research is currently dominated at the new venture start-up/founding stage
(e.g., Hoang & Gimeno, 2010).

To explore how entrepreneurial identity can change during new venture
development, and how this can influence venture strategy, direction and
performance (Fauchart & Gruber, 2011; Hoang & Gimeno, 2010; Powell &
Baker, 2014).

To distinguish other roles that are important to the entrepreneur which can give
a new perspective into the process of entrepreneurship (Murnieks &
Mosakowski, 2007).

To conduct studies on multi-level identity construction to explore the interplay
of social and role identities and see how this effects new venture creation and
development (Fauchart & Gruber, 2011; Mathias & Williams, 2017).

To understand identity management strategies and how these influences the
entrepreneurs decisions to add further identities and how this, in turn,

influences the venturing process (Shepherd & Haynie, 2009a).

To conduct research that strengthens the precedent that role identities influence
entrepreneurial behaviour, as finding these direct causes furthers our
understanding of the entrepreneurship phenomena (Alsos, Clausen, Hytti, &
Solvoll, 2016; York, O’Neil, & Sarasvathy, 2016).



= To find out what type of behaviour is directed by identity, such as creativity,

opportunity recognition and new venture development (Murnieks et al., 2014).

= To conduct identity research in wider entrepreneurial contexts to generate
uniformity in our understanding of the entrepreneur and the decisions and

processes which influence venture development (Hoang & Gimeno, 2010).

This thesis, therefore, aims to understand how entrepreneurial identity changes during
the venture process. The first objective is to understand how the individual’s
entrepreneurial identity progresses and evolves (if at all). This is done by looking at
the entrepreneurial journey and how the individual’s identity develops with the
venture. The different roles that they must fulfil to meet the demands of the venture as
it develops are also explored. This leads to the first research question: how does the

entrepreneurial identity evolve throughout the entrepreneurial journey?

The second objective of this thesis is to explore the nature of entrepreneurial role
identities and how entrepreneurs manage them. Some entrepreneurs are required to
adopt multiple roles that they need to perform, sometimes simultaneously. By
understanding the nature of entrepreneurial role identities, how they are performed and
how this influences the entrepreneur, insight can be given into how some identities are
synchronous and why others are not. This leads to the second research question: how

do entrepreneurs manage the performance of multiple role identities?

The third objective of this thesis is to understand the process through which
entrepreneurial identity is constructed and shaped and the factors that influence this
during the entrepreneurial journey. This objective explores how entrepreneurs react to
identity challenges and what this means for the venture. Do certain reactions to identity
challenges spawn different venture directions and owner decisions? This leads to the
third research question: what are the temporal and processual changes to

entrepreneurial identity and what relationship does this have with the venture?

To meet these objectives a longitudinal research design was planned. Participants were
followed over periods of between 12 and 18 months. The primary form of data
collection was semi-structured interviews at the beginning, middle and end of the
study. Participants in the study also drew diagrams to express processes of change in

their identity, identity construction and venturing. Secondary data was also utilised



from media articles to triangulate data. To support these main data sources, the
researcher also paid attention to the social media of each company to keep up to date
with events and decisions to discuss during interviews. This resulted in seven in-depth
case studies of arts entrepreneurs with data from 21 semi-structured interviews, 20
supporting participant diagrams and 61 media articles. This painted a picture on how

the entrepreneurial identity changes and arts ventures developed.

1.4 Contributions

In doing this, several contributions have been made to existing research on
entrepreneurial identities. Contributions are made to existing literature that look into
the challenges that entrepreneurs face during venture development and how this effects
identity construction (Dobrev & Barnett, 2005; Dunn & Holtz-Eakin, 2000; Hoang &
Gimeno, 2010; Murnieks et al., 2014). This thesis introduces the concepts of role
naivety and role defiance, adding to existing factors that influence identity transition
(e.g., role conflict, role novelty, passion, self-efficacy - Cardon et al., 2009; Hoang &
Gimeno, 2010; Murnieks et al., 2014). Current literature is also extended by providing
novel insight into how entrepreneurial identities evolve and interact with the venture
(Cardon et al., 2009; Powell & Baker, 2014; Powell & Baker, 2017; Werthes, Mauer,
& Brettel, 2018).

Contributions to prior work that attempts to classify the roles that entrepreneurs
perform are made (Bredvold & Skalén, 2016; Cardon et al., 2009; Chen, Greene, &
Crick, 1998; Fauchart & Gruber, 2011; Long, 1983; Wry & York, 2017). This is done
by adding ‘creator,” ‘multi-tasker,” ‘delegator,” and ‘overseer’ states that are assumed
during the venture journey. This thesis extends this line of research by also exploring
how these identity states shift and what triggers this change. This supports the notion
that individuals have multiple entrepreneurial identities (e.g., Cardon et al. 2009) and
not a singular entrepreneurial identity (Murnieks & Mosakowski, 2006); and how
identities are typically relative (e.g., Navis & Glynn, 2011; Shepherd & Haynie,
2009b) and not normative (e.g., Brannon, Wiklund, & Haynie, 2013; Stinchfield,
Nelson, & Wood, 2013).



This work also builds on prior research that examines the link between identity and
entrepreneurial behaviour (Alsos, Clausen, Hytti, & Solvoll, 2016; Mathias &
Williams, 2017; Newbery, Lean, Moizer, & Haddoud, 2018; Obschonka et al., 2015;
Powell & Baker, 2017; York, O’Neil, & Sarasvathy, 2016). By introducing a model of
identity change for arts entrepreneur’s, contributions are made which shows the
relationship between identities and venture with identity both influencing and being
influenced by the development of the venture. This is done through a process of
identity disruption, reconciliation and affirmation which is mediated by venture

activity and moderated by community identity forces.

Contributions were also made to existing work on role performance and identity
management (Ashforth, Kreiner, & Fugate, 2000; Eisenhardt & Schoonhoven, 1990;
Pratt & Foreman, 2000; Shepherd & Haynie, 2009a; Sine, Mitsuhashi, & Kirsch,
2006). Here, the nature of entrepreneurial roles and the performance sequences are
explored, building on previous strategies for manging role performance (Shepherd &
Haynie, 2009a). Flexible, sequential and integrative strategies were introduced to show

how entrepreneurs enact multiple roles.

Additional contribution is made to wider entrepreneurship literature by showing how
identity influences and forms different venture pursuits, namely arts-focused ventures
and commercial-focused ventures. This offers insight into work that investigates the
interplay between cultural work and entrepreneurship (Alvesson & Willmott, 2002;
Eikhof & Haunschild, 2007; Eikhof & Haunschild, 2006; Gangi, 2015; Hackley &
Kover, 2007; Hausmann & Heinze, 2016; Michlewski, 2008; Werthes et al., 2018);
and extends work that looks to capture a wider understanding of entrepreneurship
(Birley & Westhead, 1994; Bredvold & Skalén, 2016; Carter, Tagg, & Dimitratis,
2004; Gartner, Mitchell, & Vesper, 1989; Kunkel, 2001; Nelson et al., 2016; Wry &
York, 2017). Lastly, this work supports the notion that entrepreneurial identity should
be included in discussions on what determines venture growth (e.g., Ambos &
Birkinshaw, 2010; Baum, Locke, & Smith, 2001).

1.5 Structure of Thesis

This thesis is structured as follows:



In chapter 2 a review of the literature is presented. Drawing from social psychology
literature, this review focuses on the main theoretical perspective drawn upon in this
study — role identity theory. This is compared with social identity theory to highlight
a multi-level approach to identity construction taken for this study. Next, a review of
entrepreneurial identity research is conducted and the different perspectives that
entrepreneurial researchers explore identity through, is highlighted. A review of
research that focuses on identity transition is given, looking at research from both
organisational behaviour and entrepreneurship. This is followed by a presentation of
the different factors that influence entrepreneurial identity construction and a
conceptual overview of the literature is presented. Research that looks at venture
development is then explored and a summary of literature that looks at internal
organisation of new ventures. This includes insight into how roles are managed
internally. Finally, the literature review is concluded by looking at the research

questions formulated for this study.

Chapter 3 details the methodological approach that was taken. The philosophical
perspective is highlighted with ontological, epistemological and methodological
assumptions that correspond with the social constructionist perspective. Information
about the sampling approach and data collection are given. The systematic approach
to analysing inductive data using visual maps and data structures is also detailed before

the ethical considerations for this thesis are explained.

Chapter 4 presents the research analysis and findings for the first research question by
exploring the progression of entrepreneurial identity during the venture journey. This
chapter starts with an explanation as to how data was analysed for this specific research
question before a detailed accounts of the seven art school graduates are presented
which provide information on their ventures, social surroundings and role
development. Then a cross-case analysis of key information is presented. This is
followed by cross-case analysis of role progression, identity shifts and triggers to
address the first research question. This chapter is then summarised with a conceptual

overview.

Chapter 5 presents the research analysis and findings for the second research question

by exploring the performance of multiple roles, and how entrepreneurs manage to



enact these. The chapter starts with an overview of the data analysis process and a
presentation of each cases role performance. Then cross-case examination of the nature
of roles and the strategy for their performance is presented.

Chapter 6 presents the research analysis and findings for the third research question
by exploring the process through which entrepreneurial identity changes and how this
influences the venture. The chapter starts by detailing the data analysis process and
presents the data structure. Then the concepts and factors that shape identity during the

venture process are explored in turn.

Chapter 7 presents the discussion for this thesis. First, the conceptual model that
explains the process of entrepreneurial identity change during venture development is
offered. Then, the findings that are presented in the data analysis chapters are
summarised and compared with existing literature, with three main propositions

offered to further entrepreneurial identity research.

Chapter 8 concludes this thesis. The limitations of the study are stated and future
research directions are suggested to address these. The contributions that this thesis
makes to literature are also stated and recommendations for practice and policy are

offered.

....10.....



CHAPTER 2: LITERATURE
REVIEW

2.1 Chapter Overview

The concept of identity has only recently come to the attention of scholars working in
entrepreneurship (e.g., Fauchart & Gruber, 2011; Leitch & Harrison, 2016; Navis &
Glynn, 2011), despite being prevalent in contemporary social sciences for some time
(e.g., Burke & Reitzes, 1981; Burke & Tully, 1977; Stryker, 1968). Identities are a
‘primary source of motivation for human behaviour’(Leitch & Harrison, 2016: 177),
which makes research within an entrepreneurial context important. This chapter aims
to explore the current literature that gives insight into how an individual’s identity can

influence the entrepreneurial journey.

First, this chapter draws from social psychology and sociology literature to provide a
detailed overview of identity theory. A comparison of role identity theory and social
identity theory is also presented as it is important to understand the similarities and
differences between them when building knowledge that covers multiple levels of
identity construction. Second, current identity work within the field of
entrepreneurship is reviewed to give an understanding of current entrepreneurial
identity concepts. This includes a review of arts, creative and cultural entrepreneurial
identity. A review of the assumptions that are taken when constructing knowledge on
entrepreneurial identities is also presented to clarify the different perspectives from
which identity work can be viewed. Third, the current models of identity construction
are presented, drawing from entrepreneurship and organisation behaviour literature.
Fourth, the different challenges that individuals face when constructing identity and
the factors that influence this are explored, again drawing from both entrepreneurship
and organisation behaviour literature. Fifth, a review of venture development literature
is presented and includes a look at internal venture and role development and
management. This chapter is then bought to a close with the presentation of the

research questions used for this study.
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2.2 ldentity Theory

2.2.1 lIdentity Theory: Meaning, Orientation and Application

“An identity is like a compass helping us steer a course of interaction in a sea
of social meaning” (Burke & Reitzes, 1991: 91)

‘Identity’ is the meaning individuals attach to themselves (Gecas, 1982). Beginning
from Mead's (1934) classification that the individual is reflexively aware of itself
through interaction with other people. Identity theory shows the categorisation of the
self as an occupant of a role and its performance (Burke & Tully, 1977). An individual
will adopt a certain role to give meaning to their existence and form part of their self-
identity. This is done through naming roles which evokes meaning and behaviour
expectation within an individual’s social interaction (McCall & Simmons, 1978). As
such, an individual will be motivated to display behaviour that is standardised within
certain roles and be expected to perform the behaviour associated with the role (Burke
& Reitzes, 1981; Burke, 2003). Therefore, individuals are motivated to engage in
activities if they verify important self-conceptions about themselves (Stryker, 1968;
Stryker & Burke, 2000).

In the concept of identity theory, the self is reflexive. That is, individuals classify
themselves in particular ways through identification (McCall & Simmons, 1978), and
through the process of identification an identity can be formed. To create the overall
self-identity an individual will adopt a number of different roles in order to confirm
social categorisation and identify their place within a social setting (Burke & Reitzes,

1991, Stryker, 1980). Identity theory gives meaning to the individual’s existence.

The central argument conveyed by the likes of Burke & Tully (1977), Burke (1980),
McCall & Simmons (1966) and Stryker (1968) is that individuals are motivated to
perform in ways that reinforce, support and confirm their self-identity. The self-
identity demands certain behaviours to be adhered to and the performance of these
behaviours reinforces and supports the conception of the self-identity (Burke, 1980).

When enacting roles, the process is the same. The self-identity will demand that certain
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roles be performed, whilst the performance of these roles will reinforce and strengthen

the importance of these as part of the self-identity.

Identity theory dictates that all identities begin as social roles. An individual will
observe the role being performed and learn what is required to perform by viewing
how society interprets that social role. New identities begin as claims that must be
socially legitimated through interaction with role set members (Goffman, 1959). When
the role is internalised as part of the individual’s cognitive schema then it forms part
of the overall self-identity. That being said, identities are not simple monolithic
constructs and are composed of many intricate factors (Murnieks et al., 2014). The
self-identity is composed of multi-faceted identities which are organised in terms of
strength. The stronger and more important an identity is to the individual, the more
salient and central this role will become to the self-meaning (Burke & Reitzes, 1981;
Burke, 1980).

Many theorists concern themselves with what brings an identity to fruition and what
makes an individual commit to a certain identity (Stryker & Serpe, 1994). This is
because the more commitment an individual has to a role identity the more subjective
meaning goes into that role (McCall & Simmons, 1966; Stryker, 1980). It is thought
that the meaning of an identity is increased when the individual benefits materially by
external rewards (e.g., money, prestige - Burke & Reitzes, 1991). Commitment is
related positively to the hierarchical ordering of identities and the frequency of role
performance. Commitment to an identity creates consistent links of activity — the more
commitment to an identity the more consistently the individual displays the activities
associated with the specific role (Becker & Carper, 1956).

A role identity is regarded as salient when it is more representative of the self and
becomes a significant part of the self-definition (Callero, 1985; Hoang & Gimeno,
2010). A central role identity reduces the need to validate other identities in social
interaction, decreasing the potential for inter-role conflict (Burke, 2003). Individuals
experience positive emotion when their behavioural engagement maintains and

enhances their salient identity (affect control theory - Burke & Reitzes, 1991).

New roles require new skills, behaviours and attitudes and as a result they produce
fundamental changes in self-definition (Becker & Carper, 1956; Schein, 1978). With
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experience, an individual increases their understanding of a role and refines who they
want to be in that role (Bandura, 1977; Ibarra, 1999). Then, the individual will adapt
aspects of their identity to accommodate these role demands. This creates a negotiated
adaption to the identity (Nicholson, 1984). Current theories of adaption suggest an
iterative process in which sense-making, action and evaluation tasks are regulated by
an interplay of internal and external influences (Ibarra, 1999). External influences
include job requirements, socialisation practices and available role models (Van
Maanen & Schein, 1979). The internal influence is an assessment of provisional self

by comparison to the ideal self.

Looking at entrepreneurship using a social psychology lens is very beneficial for our
understanding of entrepreneurship. Considering entrepreneurial activity is enriched
with meaning and identities that are a primary source of motivation, identity theory
provides insight into what drives individuals to engage in venturing activities (Leitch
& Harrison, 2016). Within entrepreneurship literature researchers have looked at
identity from a role identity and a social identity perspective. Each predicts
entrepreneurial behaviour in different ways so it is important to understand the

similarities and differences in the two perspectives.

2.2.2 A Comparison between Identity Theory and Social Identity Theory

For some time, there has been conflict amongst identity researchers on the distinction
of identity theory and social identity theory. It is important to understand the difference
between identity theory and social identity theory as each theory dictates behaviour in
slightly different ways. This is particularly crucial in multi-level studies of identity
construction which builds insight based on the influences at both individual and group
level. Social identity theory deals with the structure and function of identity as it relates
to an individual’s social relationships and membership in groups or social categories
(Fauchart & Gruber, 2011). This is done through symbolic interaction with others,
which allows individuals to make social comparisons and associate significant
emotion and value to certain group memberships (Tajfel & Turner, 1979). On the other
hand, role identity theory deals with the structure and function of identity as it relates

toarole. There is a lot of overlap and confusion between the two theories, and although
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complimentary, they must not be confused as each has different meanings and predicts

behaviour in different ways.

Both theories address the nature of self as both instituted by society, but maintained as
autonomous to society. That is, while identities are associated with an individual, they
are created and maintained through interaction within social structures (Stryker, 2008).
Both perspectives also view the self as formed from multiple identities that reside in
confined practices, such as group norms (social identity theory) or roles (identity
theory) (Hogg, Terry, & White, 1995). In terms of the motivational underpinnings of
both social identity theory and identity theory, Stets & Burke (2000) regard group and
role identities as motivated by self-esteem, self-efficacy, self-consistency and self-

regulation.

Stets & Burke (2000) highlight these similarities in both and present a set of
compelling arguments to distinguish between the two theories (for an overview, see
table 2). The first criteria show similarities in the base of identity: identity theorist’s
look at identity in terms of roles, and social identity theorist look at identity in terms

of groups. The differences extend from this foundation.

Social identity theory tells us that there is uniformity of perception amongst group
members (Abrams & Hogg, 1988). The individual perceives themselves to be
prototypical in the group. Therefore, in-group homogeneity is strong, with the
individual being attached to the group regardless of individual connections (Brewer,
1991; Hogg & Hardie, 1992). Role identity tells us that there is a difference in
perception that accompanies a role when relating to counter-roles. Individuals do not
perceive themselves to be like those with whom they interact with. Therefore, roles
are negotiated and attachment to a collective of people occurs when different but
interrelated behaviours are negotiated so that an individual’s role identity is verified
(McCall & Simmons, 1978). Individuals possess a need to feel competent (Deci &
Ryan, 2000), and verification of an identity satisfies this need (Burke, 1991). As a
result of this, role identity shows a self-verification process in which individuals see
the self in terms of the identity standard (Burke, 1991); whereas social identity theory
shows a depersonalisation of the self as an embodiment of the in-group (Turner, Hogg,
Oakes, Reicher, & Wetherell, 1987).
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In both social identity theory and identity theory the term salience is used to indicate
the activation of an identity in a situation. However, how these identities activate
differs between the two theories. Within identity theory it suggests that commitment
to a certain role identity will lead to it being affirmed within a social situation over
another, less affirmed role identity. This is done through either one of two processes
(Stryker & Serpe, 1994). The first process relates to the number of persons to whom
one is tied through an identity. The greater the embeddedness of the identity in a social
structure the more likely the identity will be activated in a situation, therefore the
stronger the commitment and the greater the salience. The second process relates to
the strength of social ties to others through an identity. The stronger a tie is to others
through an identity (i.e., how central the identity is to self-concept) leads to more
salience. Therefore, identity theorists anticipate that identity salience is a pre-cursor
for activation — the more salient an identity is, the more likely it will be played out in
a situation. Within social identity theory, theorists have tended to merge the concepts
of activation and salience (Stets & Burke, 2000). The activation of a group identity
occurs when individuals identify with these groups to achieve personal and social goals
(Oakes, 1987).

Even though these theories have differences in how they are perceived, activated and
enacted they have both generated interesting insight into entrepreneurship (e.g.,
Cardon et al., 2009; Fauchart & Gruber, 2011). Furthermore, when talking about
holistic identity make-up (overall self-concept) it is important to understand that both
social and role identities act as forces which guide individuals. Therefore, it is
important to consider identity construction at multiple levels.
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Table 2: Comparison of Social and Role Identities

Social Identities

Role Identities

The basis of the
theory

Identity in terms of groups/categories who believe they
hold common social identification or membership of the
same group. Social categories are part of a structured
society and only exist in relation to other contrasting
categories (Abrams & Hogg, 1988).

Identity in terms of roles and the incorporation of the behaviour
and meaning associated with the role and its performance (Burke
& Tully, 1977).

How the
individual is
perceived

Uniformed perception, the individual is attached to the
group regardless of individual connections (Abrams &
Hogg, 1988).

Only the actor’s perceptions and actions are directly
involved. Group members act in unison as they all have
the same perceptions (Turner et al., 1987).

Difference in perception, the individual does not perceive
themselves to be similar when relating to individuals in counter-
roles (McCall & Simmons, 1966).

Other individuals who portray counter-roles are involved in the
performance of identities (Burke, 1980; Burke & Reitzes, 1991).

How the identity
becomes salient

A salient identity is the activation of an identity in a
situation. Salient identities function to increase the
identification of group membership through perception
and behaviour (Oakes, 1987).

The probability an identity will be activated in a situation
(Stryker, 1980).

How the identity
is activated in
social situations

Activated when identifying with a group will achieve
personal and social goals (Oakes, 1987).

The strength or commitment of an identity over another. The more
salient an identity the more likely it will be played out in a
situation (Stryker & Serpe, 1994).

As individuals hold multiple identities, the salience hierarchy
addresses which role a person will enact in a situation when
multiple-roles are appropriate (Stryker, 1968; Thoits, 1983).

~17 ~




The cognitive
process of the
identity

Depersonalisation of the self, the individual is seen as an
embodiment of the group and not a unique individual
(Hogg et al., 1995; Turner et al., 1987).

The individual will act in accordance with the norms of
the group membership (Reicher, 1987; Terry & Hogg,
1996).

Self-verification process in which individuals compare themselves
to the identity standard (Burke, 1991).

Roles are negotiated so that an individual’s role identity is verified
from a collective of people (McCall & Simmons, 1966).

The motivation
to act upon an
identity

Individuals enhance self-evaluation as group members
by behaving in ways to increase in-group behaviour
relative to the out-group (Turner et al., 1987).

Increase in self-worth dependant on the acceptance of
the individual as a member of the group (Ellison, 1993).

Individuals act to keep perceptions of themselves in the situation
consistent with their identity standard Burke & Stets, 1999).

The greater the commitment and salience, the more effort went
into enacting the role (Stryker & Serpe, 1994; Stryker, 1980).
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2.2.3 Multi-Level Identity Construction

Role identities and the identity construction process may be shaped by the factors
described by both social identity theory and identity theory (Ashforth, 2000). Recently,
scholars have called for integration of complimenting insights into both (Stets &
Burke, 2000; Thoits & Virshup, 1997). Integrative theory developed by Ashforth
(2000), for example, moulds the two by suggesting both can apply to some types of
role. Powell & Baker (2014) also suggest social identities create aspirations for

founders to run their ventures in ways that create ‘role identities.’

Social identity and role identity theory can be viewed as complimentary and
integrative. Holistically, identity refers to the various meanings attached to a person
by the self and others (Gecas, 1982). These meanings are based upon both social roles
and group memberships (social identities) as well as the personal and character traits
they display and others attribute to them based on their conduct (personal identities)
(Ashforth & Mael, 1989; Gecas, 1982). Therefore, identities are complex structures
and have the potential to be multifaceted and layered. Essers & Benschop (2009), for
example, studied Muslim women founders in the Netherlands who constructed
identities as an intersection of religious, ethnic and gender identities (interplay of
group identities). Likewise, lyer (2009) describes founding a venture for Indian
women (gender as a group identity) as a way to transgress socially provided roles

(gender as a role identity).

Within both identity theory and social identity theory, identities are constructed and
negotiated within social interaction (Goffman, 1959; Mead, 1934). This is done by
observing one’s own behaviour as well as the reactions of others, who accept, reject,
or renegotiate these public images which maintains or modifies private self-
conceptions (Swann, 1987). Stets & Burke (2000) suggest a complete theory of the
self would consider both the role and the group bases of identity, as well as identities
based in the person that provide stability across groups, roles, and situations. Merging
identity theory with social identity theory will yield a stronger social psychology that
can attend to macro and micro level social processes that influence entrepreneurship.

It is important to look at the interplay between group, role and personal identities.
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These different identities overlap — which can reinforce and constrain the activation of

identity in different entrepreneurial situations.

Identities can be captured at multiple levels of analysis, which typically refers to
personal, relational and collective self-concepts (Brewer & Gardner, 1996; Brickson,
2000; Johnson, Chang, & Yang, 2010; Johnson & Chang, 2006). Brewer & Gardner
(1996) classify the self-concept across these three levels and show how at each of these
levels the self-concept is captured in different ways (table 3). They present three

fundamental dimensions of meaning that define an individual’s self-concept.

The basis of analysis and frame of reference dimensions represent how the self-concept
is socially compared by showing how individuals evaluate who they are and whom
they evaluate their selves against. The personal self-concept is evaluated in relation to
personal traits and characteristics against comparisons with relevant others (role
models). The relational self-concept is defined through relationships with others and
evaluated by the appropriateness of role behaviour. The collective self-concept is
defined through intergroup comparisons and by evaluation against the intergroup

prototype.

The third dimension that captures the self-concept is the basic social motivation which
dictates the goals of social interaction. At the individual level, the comparison of
interpersonal relationships is guided by self-interest. At the interpersonal level,
reflection upon a role someone plays in a relationship is guided by mutual concerns
about the other. At the group level, interaction and comparison with the in-group is
guided by collective welfare. These three dimensions have been used to capture who
the entrepreneur is by understanding what their motivation to start a business is, how
they evaluate their efforts and with whom they compare themselves (Alsos et al., 2016;
Fauchart & Gruber, 2011; Gruber & MacMillan, 2017).
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Table 3: Brewer & Gardner's (1996) Levels of Representation of the Self

Level of Self-concept Basis of Frame of Basic social
Analysis analysis reference motivation
Individual Personal Traits Interpersonal Self-interest
comparison
Interpersonal Relational Roles Reflection Others benefit
Group Collective Group Intergroup Collective
prototype comparison welfare

2.2.4 Sociocultural Linguistic Perspective on Identity

The sociocultural linguistic perspective of identity! offers a different approach to
identity construction from role identity theory and social identity theory. Originating
from the field of sociolinguistics, this analysis of identity is established by linguistic
interaction and forms identity at the intersection of language, culture and society
(discursive identity work) (Bucholtz & Hall, 2005). The primary difference is that
discursive identity work argues that identity ‘is a relational and socio-cultural
phenomenon’ that manifests in ‘local discourse contexts of interaction.’ Role identity
theory and social identity theory perceive identity as a structure ‘located in the
individual psyche or in fixed social categories’ (Bucholtz & Hall, 2005: 585-586).

Ontologically, this approach views identity as always in the process of becoming
(Down & Giazitzoglu, 2014; Giddens, 1991). According to Alvesson, Ashcraft, &
Thomas (2008: 6) identity is a ‘temporary, context-sensitive and evolving set of
constructions, rather than a fixed and abiding essence.” From this, perspectives can
emerge that look past the positivist understanding of entrepreneurship as a static model
and detail how entrepreneurs can achieve a sense of self using entrepreneurial

narratives which are constantly shaped via interaction (e.g., Down & Warren, 2008).

There are core principles that distinguish identity theory from role or social identity
theory. First, the discursive identity approach is based on a primary principle that
identity is the product rather than the source of linguistic practices and is not a

primarily internal psychological phenomenon. Second, identity is viewed to be

L Also referred to as ‘discursive identity’ or ‘identity work.’
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constructed through the concept of indexicality — the creation of semiotic links
between linguistic forms and social meaning which ‘occur at all levels of linguistic
structure and use’ (Bucholtz & Hall, 2005: 594). Third, identity is thought to stem
from several overlapping relations as opposed to group membership or through role

enactment.

This research stream has developed some interesting insights into entrepreneurial
identity and how it is shaped by discourse. Down & Warren (2008), for example, detail
how clichés and metaphors shape weak entrepreneurial identity. Downing (2005)
shows how interaction between entrepreneurs and stakeholders can shape the co-
production of individual, collective and organisation identity, over time, using
narrative and dramatic processes. Cohen & Musson (2000) show how everyday
enterprise discourse can shape individual identity, even if they feel unaffected by the

values and claims and do not take the enterprise culture seriously.

This approach rather negates any individualistic aspects of identity construction as it
promotes identity as entirely shaped through social interaction. This differs from role
identity theory which promotes a unique performance of a role and social identity
theory which promotes a uniformed identification with a group of like-minded people.
These approaches to identity construction are grounded through the core beliefs,
morals, values and motives of the individual. This in turn influences the commitment
and salience of certain identities that are then affirmed via social interaction.
Discursive identity work shows identity at any given time as a product of relational
interaction and the discourse which is being used — this presents identity as more
malleable than either role identity or social identity theory.

Role identity theory and social identity theory also show how identity drives behaviour
— including who individuals interact with to affirm identity. This is a fundamental
difference as language, culture and society are elements that shape already existing
identity — passion, belief, action and experience form the actual self-identity. Whilst
discursive identity can be used to understand how external agents perceive someone
else’s identity, exploring the core values and beliefs of entrepreneurs requires
acknowledgement of the deep-rooted psychological processes. This in turn gives a

more thorough understanding of how identity is shaped and how this drives behaviour
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2.3 Entrepreneurial Identity

Early research into the role of the entrepreneur was generic and lacked in the
conceptualisation of identity theory. Focus typically stemmed from a role-task
approach to entrepreneurship (e.g., Chen et al., 1998). Long (1983) presented
entrepreneurship as a process, and the entrepreneur as an individual with a collection
of skills and competencies. Miner (1990, 1993) presented a role motivation theory, in
which an entrepreneur had certain role requirements to fulfil that are inherent with the
task of an entrepreneur (e.g., personal innovation, self-achievement). There are also
problems that are associated with entrepreneurship, which an entrepreneur is expected
to overcome (e.g., the development of financial systems and internal controls,
attracting capable personnel - Kazanjian, 1988). These were summarised into six
entrepreneurial roles (or sub-roles) by Chen et al., (1998): the innovator, the risk taker
and bearer, the executive manager, the relation builder, the risk reducer and the goal

achiever.

However, the early conceptualisations of the entrepreneurial identity has come under
scrutiny in more recent research. Deeper exploration into identity has found that
entrepreneurs are not homogenised groups but are uniquely embodied individuals
(Kasperova & Kitching, 2014), where self-identity is built at the intersection of various
social identities including gender, class, race and place (Gill & Larson, 2014). Cardon
etal. (2005) and Murnieks & Mosakowski's (2007) early work started to generate some
momentum in the research area when they started theorising about the importance of

affect in forming entrepreneurial role identities.

Within entrepreneurship and management, the identity theory perspective tells us that
individuals have passion for set roles (Cardon, Wincent, Singh, & Drnovsek, 2009;
Murnieks et al., 2012), which can predict entrepreneurial effectiveness (Hoang &
Gimeno, 2010). Within a larger career context entrepreneurial identities belong to a
sequence of work roles (Carroll & Mosakowski, 1987), which are distinctive from
roles that are adopted in other parts of an individual’s life (e.g., home, family, social -
Ashforth, Kreiner, & Fugate, 2000). It is possible to distinguish four main role
identities that are distinctive along career progression: a work-related identity within

an organisation (e.g., managerial) (Dutton, Roberts, & Bednar, 2010), an inventor
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identity (Cardon et al., 2009), a founder identity (Cardon et al., 2009; Fauchart &
Gruber, 2011; Hoang & Gimeno, 2010), and a developer identity (Cardon et al., 2009)
(a summary of these role identities is presented in table 4). Research that focuses on
entrepreneurship as part of career progression is predominately theoretical, with work-

related and founder identities taking precedence over research into other role types.

There are numerous role identities within an organisational environment?. In the career
context, an individual will progress by adopting new work roles (e.g., entrepreneurial
founder) to replace a previous work role (e.g., one within an organisation - Hoang &
Gimeno, 2010). As such, multiple role identities and sub-roles exist within
management research (for example, the managerial role - Greenhaus & Beutell, 1985).
The organisational identity work is important within the context of this study as it is a
ubiquitous domain for nascent entrepreneurs. The work role is a salient source of
meaning and self-definition for individuals (Ashforth & Mael, 1989; Stryker & Serpe,
1994), and form, transform and modify how they define themselves within the
workplace (Ibarra, 1999). Workplace roles are created in relationships and interaction
with others (Dutton & Ragins, 2007; Gecas, 1982), which makes the workplace a
central domain for constructions of the self (Dutton et al., 2010). For example, an
individual in a managerial role may adopt the role of a boss in lieu of a subordinate,
the role of a subordinate in lieu of their own boss, and the role of a co-worker amongst

peers.

The founder role identity is considered similar to that of a managerial role, in that it
involves skills such as marketing, management and financial control (Chen et al.,
1998). Interestingly, a venture can be used as a vehicle in which a founder affirms and
defends their identity (Powell & Baker, 2014). Cardon et al., (2009) define the founder
as having a passion for establishing a venture, commercialising and exploiting
opportunities. Numerous entrepreneurial scholars have researched the skills and
competencies that are required to exploit opportunities and form a business. For
example, self-assessment and self-targeted reflection are important activities in the
early stages of founding (Carter, Gartner, Shaver, & Gatewood, 2003). Recent focus

on the founder role identity suggest that founders role definitions vary widely — the

2 Among management scholars the identity concept is best known as an organisational identity (Albert
& Whetten, 1985), or a corporate identity (Cornelissen, Haslam, & Balmer, 2007).
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role is a composite of multi-dimensions (Hoang & Gimeno, 2010). This in return
influences identity complexity. A role identity with a few, undifferentiated dimensions
has low identity complexity. A role identity with many, differentiated dimensions has
high identity complexity. Identity centrality indicates the strength and attachment to
the founder role, this generates higher levels of passion for the role which allows the
individual to invest more time in building the venture (Murnieks et al., 2014). This
also reduces the levels of anxiety experienced with role novelty and conflict (Hoang
& Gimeno, 2010).

Research into the founder identity, from a social identity perspective, shows the
emergence of a typology of three types of new venture creators. This perspective
provides insight into key social aspects of the self-concept, such as basic social
motivations individuals receive when engaging with others (Brewer & Gardner, 1996).
This is important, as from the social identity perspective, venture creation is a social
activity from which organisations are socially constructed (Whetten & Mackey, 2002).
As such, Fauchart & Gruber (2011) were able to capture the fundamental differences
between the motivations of entrepreneurs who create ventures out of economic self-
interest and those who set-up ventures out of concern for community, political, social,
or environmental agenda. The typology provides different motivations for creating
ventures: (a) Darwinians aim to maximise profit and money making potential; (b)
Communitarians, aim to develop their communities with their ventures; and (c)
Missionaries, believe they can bring powerful and valuable change to society through
the creation of their venture (for more detail on these founder identities please refer to
table 4). These identities allow for certain strategic actions to be implemented. For
example, Darwinian founders pursue diversification opportunities much more than
communitarians. As such, these socially created identities motivate the founders to

follow the business principles associated with these three categories.

Research into family business founders and lone business founders has given rise to
variation on the role identity of the founder as proposed by Cardon et al., (2009). The
lone founder, who is influenced by a large range of market-orientated stakeholders,
embraces growth strategies (developer role identity). Similarly, the family founder is
influenced by growth strategies as well as family stakeholders, which leads to

assuming the role identity of a family nurturer (Miller et al., 2011). This is argued to
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be because these entrepreneurs failed to distinguish among the social contexts of
different types of owners and executives and the effect this will have on the role
identity. These variations in founder identity give rise to the importance of social
context, that is, role identities are consistent with group norms (Ashforth & Mael,
1989; Stryker, 1980).

Identity has been used to find insight into other types of entrepreneurship and venture
models. Wry & York (2017), for example, use an identity based approach to form a
typology of social enterprises. They detail how entrepreneurs adopt single identity as
either a social or commercial ventures, a hybrid identity by combining the values of
both or a fluid identity, where commercial or social principles are enacted based on
the situation. Similarly, Bredvold & Skalén (2016) look at the interplay of life and
commercial orientated goals and how this influences the development of tourism
businesses. Nelson et al., (2016) explain how entrepreneurship forms in different way
by looking at the co-operative business model. They theorise on how establishing

legitimacy amongst varied audiences leads to the construction of the ventures identity.

To summarise, numerous entrepreneurial role identities have been proposed. Some
studies argue for a singular salient entrepreneurial identity (Murnieks & Mosakowski,
2007); whilst some argue for a singular role identity with a series of sub-roles that are
enacted (Chen et al., 1998). Fauchart & Gruber (2011) present an archetypal social
identity in which individuals identify with; whilst others argue that there are multiple
salient entrepreneurial role identities, with passion and centrality depicting which role
Is enacted in certain situations (Cardon et al., 2009; Hoang & Gimeno, 2010). What is
clear, and will now be looked at in the next part of this section, is that the assumptions
that underline identity research need to be made clear as entrepreneurial identity is

multi-layered and heterogeneous.
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Table 4: Review of Social/Role identities, Features, Skills and Meanings

Social/Role identity Description

Features, skills and meanings

Generic A singular salient identity (Murnieks | The entrepreneur has three main capabilities: the ability to take on uncertainty and risk;
Entrepreneurial | & Mosakowski, 2007), in which an complementary managerial competence; and creative opportunism (Long, 1983).
Role identity ggﬂg&ﬁiﬂeg; 'CSO?T? Ierjtg:]\ggsuﬂawéllt:r;t?es Five role prescriptions that characterise the task required by an entrepreneur: self-
and skills. The rolpe of the’ P achievement, avoiding risks, feedback of results, personal innovation, and planning for
C the future (Miner, 1990, 1993).
entrepreneur is to overcome common
problems that are associated with The tasks that an entrepreneur must be competent at are: developing organisational
entrepreneurship. The individual systems, sales/marketing, people, production, strategic positioning, and external
enacts the role of an entrepreneur via | relations (Kazanjian, 1988).
fig;:gzlglectlve of sub-roles (Chen etal., Six entrepreneurial roles: innovator, risk taker and bearer, executive manager, relation
)- builder, risk reducer and goal achiever (Chen et al., 1998).
Managerial A role associated with the internal Managers must be seen as knowledgeable, authoritative and ‘in control’ (Watson,
Role identity management of an organisation. 2008).

Managerial role identity requires the core features of self-reliance, emotional stability,
aggressiveness and objectivity. Peripheral features may include intelligence and
charisma (Greenhaus & Beutell, 1985).

Inventor Role
identity

A role associated with the
entrepreneurial goal of opportunity
recognition. The role depicts passion
for activities involved in identifying,
inventing and exploring new
opportunities (Cardon et al., 2009).

Seeking out new ideas, engaging in new product development, searching for market-
disruptive opportunities (Cardon et al., 2009).
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Founder Role
identity

A role associated with the
entrepreneurial goal of venture
creation. The role depicts passion for
activities involved in establishing a
venture for commercialising and
exploiting opportunities (Cardon et
al., 2009).

Assembling resources that are necessary to create a business — including: financial,
human and social capital (Cardon et al., 2009).

Knowledge, cognitive skills, task-relevant abilities and social ties are key facets that
increase identification and exploitation of opportunities (Hoang & Gimeno, 2010;
Shane & Venkataraman, 2000).

Self-assessment and self-targeted reflection are important activities in the early stages
of funding (Carter et al., 2003).

Developer Role
identity

A role associated with the
entrepreneurial goal of venture
growth. The role depicts passion for
activities related to nurturing,
growing, and expanding the venture
once it has been created (Cardon et
al., 2009).

Market development, attracting new customers, financial growth, value creation and
appropriation (Cardon et al., 2009).

Darwinian
Social-ldentity

The founder focuses on making profit
and accumulating personal wealth.

Aim to establish strong and profitable ventures by adopting a professional approach to
creating a venture by applying solid business principles. Focus on creating competitive
advantage by differentiating from competing ventures. Focus on cost-effective, mass
production methods and protect their production processes and designs (Fauchart &
Gruber, 2011)

Communitarian
Social-ldentity

The founder focuses on developing
their community and achieving
recognition by their peers.

Use highly individualised artisanal production methods and pay a great deal of
attention to production. Aim to provide high quality products and customer care, with
high emotional attachment to other in-group members. Believe preventing others from
using their ideas (e.g., design) may prohibit progress in their field (Fauchart & Gruber,
2011)
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Missionary
Social-ldentity

The founder believes that they can
bring powerful change to a society by
creating a venture as a political
platform for their beliefs.

Believe actions positively affect the well-being of others, as such, act in empathetic,
responsible and transparent ways. View the way they run a business as a role model to
society. They have a holistic understanding of what it means to be a responsible
producer. Use suppliers with the same world views and principles. They invest in long-
term relationships (Fauchart & Gruber, 2011).

Family
Founder
Identity

A role associated with nurturing the
family with conservation strategies to
growth (Miller et al., 2011)

Archetypal family desires and aspirations create care for the family by providing
security, rewards from the firm and preserving the company for later generations
(Miller, Le Breton-Miller, & Lester, 2010).

They seek to stabilise cash flows, and limit the capacity to assume risk by avoiding
speculative long term initiatives and investments (Bertrand & Schoar, 2006; Harrigan
& Porter, 1983).

Lone Founder
Identity

A role associated with adopting
growth entrepreneurial identities
(Miller et al., 2011)

Influenced by the popular portrayal of entrepreneurs —who is seen as an economic
force, business builder, innovator, risk-taker, and virile competitor (Loasby, 2007;
Miller, 1983).

Themes centre on commercial venture and innovation, market opportunities and
competition, and above all, capital gains and growth (Thornton, Jones, & Kury, 2005).
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2.3.1 Creative, Cultural and Arts Entrepreneurial Identity

Entrepreneurial endeavour can support the creativity and autonomy of artists and can
be regarded as a vehicle in which artists can create sustainability for their artistic
practices (Chang & Wyszomirski, 2015; Essig, 2015). As such, entrepreneurial pursuit
and artistic pursuit can be regarded as harmonious (Gangi, 2015). Arts
entrepreneurship is regarded as the process that cultural workers undertake to create
artistic and economic value (Chang & Wyszomirski, 2015). Typically, studies on arts
and craft makers are included within wider studies of the creative industries — which
include advertising, architecture, industrial design, fashion design, media service, film,

software, the performing arts, publishing, film, music and television (Parkman, 2010).

Within the creative and cultural industries, workers usually have a portfolio of
economic and work activities. Employment in the industry is dominated by project-
based, temporary and freelance employment with many workers relying on multiple
creative jobs and employment in other sectors for stable income (Dex, Willis, Paterson,
& Sheppard, 2000; Eikhof & York, 2016; Eikhof & Warhurst, 2013). Cultural workers
use a patchwork of entrepreneurial activities, including mixtures of employment, self-
employment and venture pursuits. Patchwork activities are used as both a means of
economic survival, and as a means to pursue multiple creative outlets (Carter et al.,
2004). Being flexible is central to creative workers’ identities (Eikhof & Haunschild,
2007; Eikhof & York, 2016; Reyseng, Mangset, & Borgen, 2007).

Arts entrepreneurs' personal identities are often strongly linked with their artistic
practices (Brown, 2007). They possess strong personal motivations for building a
career in the arts. The artistic identity blurs the boundaries between work and personal
life as artists have strong personal identification with their career (Bridgstock, 2013).
These values can be seen as both intrinsic, such as creating something new or artistic
growth and fulfilment, and extrinsic, such as building community or contribution to
the art form (Bridgstock, 2005). As such, artists can have both strong individual and
collective identities, where they are bonded to both the pursuit of their artistic careers

and the benefits of their practices to community.
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Artists have to juggle and blend their identity as an artist and their identity as a small
business (Eikhof & Haunschild, 2006; Menger, 1999). They are required to balance
contrasting values and behaviours inherent with creative/making and
enterprising/venturing (Bridgstock, 2013). As such, artists can find commercial

pursuits incongruent with their career values (Beckman, 2007).

Werthes et al., (2018) shed light on the development and transition to an
entrepreneurial identity for cultural and creative workers. Using a longitudinal
qualitative method, they find at first cultural and entrepreneurial identities are not
synchronous. Cultural workers place thick boundaries around their cultural and
creative identities and hold negative images as to other entrepreneurs. It is over time,
and through self-reflection, communication with other entrepreneurs and
entrepreneurial experience, that the creative identity and the entrepreneurial identity
merge to form the cultural entrepreneurial identity. This takes on a unique self-
perception, where individuals can build their own entrepreneurial identity at the

intersection of creative practices and capitalistic entrepreneurial behaviour.

Due to the problems with identity regulation and tensions occurring between
competing artists and business identities (Hackley & Kover, 2007), Alvesson &
Willmott (2002) view creative ventures as ambiguous playgrounds for identity
construction. Gotsi et al. (2010), for example, report tension for creative workers in
new product design consultancy businesses. Identity conflict exists for workers whilst
wearing ‘artist’ and ‘consultant’ hats which creates challenges on how to manage
deadlines and budgets of consultancy work with the distinctiveness and passion of
creative and artistic work. Creative workers face tension from multiple identity
demands (Michlewski, 2008). This is because cultural as opposed to materialistic value
is an important part of the artistic self-perception (Eikhof & Haunschild, 2007). As
such, many artists believe that entrepreneurial action can be antithetical to artistic
action (Gangi, 2015).

Stinchfield et al. (2013) find five types of entrepreneurial behaviour derived from self-
perceived identity, including ‘arts’ - where entrepreneurs strive to prioritise artistic
vision - and ‘crafts’- where entrepreneurs have a long-standing commitment to

workmanship. This self-perceived identity was found to affect entrepreneurial
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behaviour. Stinchfield et al. (2013) present four behaviours associated with the ‘art’
entrepreneur: (1) chaotic private workspace, but pristine customer workspace; (2)
aesthetic and functional integration of resources and materials were integrated into
their process; (3) they did not impose social and personal limits on their behaviour;
and (4) showed little responsiveness to market conditions. As an arts identity can guide
behaviour in a different way to an entrepreneurial identity, this can create challenges
for individuals when constructing their arts entrepreneurial identity. Additionally, as
demonstrated by Stinchfield et al. (2013), this can lead to new and unigue insights into

how ventures can be developed, driven by artistic identities.

Exploration into the entrepreneurial practices of cultural workers has shed light on how
craft entrepreneurs utilise creative methods to mobilise capital and resources to exploit
opportunities (Kuhn & Galloway, 2015; Pret, Shaw, & Drakopoulou Dodd, 2016;
Rahman & Ramli, 2014). This resourcefulness has seen the adoption of ‘creatives’
practices’ into individual management areas such as marketing management and
resource management (e.g., Scott, 2012; Zhao, Ishihara, & Lounsbury, 2013).
However, this research stream has also identified negative consequences for the
cultural sector with a recent shift to economic policy coming at the expense of artistic
practices (Eikhof & Haunschild, 2007; Eikhof, 2015).

2.3.2 Assumptions Underlying Entrepreneurial ldentity Research

There are many dimensions in which researchers have conceptualised the
entrepreneurial identity, each making assumptions about how this identity is
constructed. This is important for two reasons. First, identity can be understood in
many different variations and there are indeed many different identity perspectives
addressed within entrepreneurship literature. Second, it is important for scholars to
clarify the theoretical assumptions that are taken with research to prevent confusion
and misunderstanding and to be able to easily be compared with other research.

To do this, a structured approach is taken using the framework presented by Aouni et
al. (2016) that highlights these assumptions on how identity is constructed along five
principle dimensions. First, it is important to understand the level of analysis in which

the conception of identity is formed. Current research has focused at the individual,
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organisation and group level. Second, it is important to look at the specificity of the
identity concept — whether it a general self-concept or a specific self-concept. Third,
the timing of the identity concept —whether it is present or future. Fourth, it is important
to understand where identity is perceived from — is it an internal construction of the
self, or is it the self as constructed by external perception. Fifth, how the identity
concept is known, is it normative (fixed identity expectations) or relative (individual’s

interpretation of identity expectations).

Identity Type

Within the entrepreneurial identity literature there are three levels of analysis that the
identity is researched at — the individual, organisation and group level. The identity of
the individual occurs frequently within entrepreneurship research. Studies have
focused, for example, on the identity of the founder (e.g., Hoang & Gimeno 2010); or
the family firm owner or director (e.g., Miller et al. 2011). At this level, self-definition
is based on a sense of uniqueness (Johnson & Chang, 2006; Johnson & Lord, 2010) —
Who am I as an unique individual? Other research focuses on the organisation identity
—the core distinctions of the business (Albert & Whetten, 1985). Research has focused
on, for example, the family firm identity (e.g., Zellweger et al. 2010; Shepherd &
Haynie 2009b) or start-up identities (e.g., Alsos et al. 2003). At this level, the business
is conceptualised as who they are and what they do. At the group level, research
focuses on shared identities, such as Essers & Benschop's (2009) work on ethic and
gender identities; or the role of dyadic relationships in forming entrepreneurial identity
(e.g., Terjesen & Sullivan 2011). At this level, self-definition is based upon either
dyadic connection with specific people, or membership within a social group — where
one defines oneself in terms of the characteristics of these groups (Andersen & Chen,
2002; Hogg, 2006; Hogg & Terry, 2000; Johnson & Chang, 2006).

There is a need within entrepreneurship to build on current studies that explore identity
at multiple levels (Dobrev & Barnett, 2005). This way the interplay of identity and
entrepreneurial behaviour can be explored across multiple dimensions to give more
detailed insights and help to understand the true influences of identity on both

individual behaviour and venture action.
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Identity Specificity

Another important assumption of entrepreneurial identity work is about how one refers
to identity. Numerous studies refer to the identity as a generic concept, consisting of
multi-faceted layers. The holistic self-identity is made up of core and peripheral
activities, characteristics or traits. Core features are more defining to the identity and
outweigh peripheral activities. The managerial role, for example, consists of core
features including self-reliance, emotional stability, aggressiveness and objectivity;
and peripheral features including intelligence and charisma (Greenhaus & Beutell,
1985). These individual attributes can also be added to contextual or socially defined
aspects that are important in forming an identity — such as, geographic location, role-
set members and role status (Ashforth et al., 2000). The holistic self-identity also
encompasses all other non-work identities such as sports-person or a parent; wider
social identities such football fan or church-goer; and even wider social systems than

that, such as religion, ethnicity and gender.

Studies that assume that the entrepreneurial identity as a general self-concept include
Powell & Baker (2014), who define the founder identity as a set of activities that are
‘chronically salient’ to a founders ‘day-to-day’ work.” Alternately, the specific self-
concept focuses on one particular facet of identity, such as a role (entrepreneur -
Shepherd & Haynie 2009) or a social-identity (founder - Fauchart & Gruber, 2011).
Studies that have taken a focus on specific self-concept include the work of Essers &
Benschop (2007; 2009) looking at specific gender and religious identities; the work of
Cardon et al. (2009) specifically looking at certain role identities (inventor, founder or
developer); and Shepherd & Haynie (2009) looking at the entrepreneurial role identity

as a micro-identity of the holistic self-identity.

Again, referencing the need to focus studies on multiple layers of identity, there is a
need to look at the generic entrepreneurial identity and all the facets and roles that
make up this role identity. This way, insight into the interplay of identities and the

effect this has on individual behaviour can be given.
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Identity Timing

Many researchers look at identity as an actual perception. This perception looks at the
current identity constellations and setup at a specific given time. Mathias & Williams
(2014), for example, explore how actual founder identity (investor, entrepreneur and
managerial) influences the selection of opportunity. Aouni et al. (2016) report that only
two papers out of 57 published between 1993 and 2015 in top ranked journals looked
at the future self. Farmer et al. (2011), for example, look at identity aspirations of
nascent entrepreneurs. Within an organisational perspective, Ibarra (1999) explore
provisional professional identities, therefore viewing identity construction in the future
context. Powell & Baker (2014) are an exception to this, as they suggest the future
identity directs actual behaviour and therefore examine the interplay between the

actual and future self.

Whilst there is a clear gap within research to focus on studies that look at the
conception of the future self, it is also important to focus on the present. This is so
researchers can understand identity change mechanisms and how this influences

venture directions.

Identity Location

For many researchers that study entrepreneurial identity, identity is conceived as an
internal structure. These papers focus on how the individual perceives and reflects on
their own identity. Reay (2009), for example, looks at family business identity as the
shared meaning of ‘who we are as a family.” Fewer papers look at the identity
conception from an external perspective. One such example is Gioia and colleagues
work on the outsider’s perspective on the image of the organisation (Gioia, Schultz, &

Corley, 2000).

However, given that both role and social identities are legitimated in a social setting,
the context of these papers are very important. Fiol & Romanelli (2012), for example,
perceive the organisation identity as a group defined by itself, but they recognise that
this identity was established and is maintained by external audiences. In both role
identity theory and social identity theory it is thought that identities are formed and

maintained in social settings (Stryker, 2008). Therefore, whilst research on
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entrepreneurial identity is predominately formed through the entreprencur’s own
perception of who they are, it is through social interaction that they understand and
make sense of who they really are. In some studies, identity is looked at from both
internal and external perspectives. Navis & Glynn (2011), for example, look at internal
conception of identity through claims about the entrepreneur, the new venture and
opportunity. They also explore how identity is legitimated through external investor
judgments and the new ventures credibility. Studies that cross-examine identity
conception from both internal and external perspectives are important so that
researchers can understand the internal identity construct and how it is socially

legitimated.

Identity Epistemology

In many studies, entrepreneurial identity is perceived as normative. Role, group and
organisation identities are fixed entities that have defining features and characteristics
that are standardised across the whole population. Studies with a normative perception
generally explore predefined identity expectations, such as Brannon et al.'s (2013)
family role behavioural expectations, or involve the development of typologies.
Stinchfield et al. (2013), for example, distinguish five types of entrepreneurship based
on fixed attributes of self-identity.

Research with the relative assumption associates role behaviour as an interpretation by
the individual, group or organisation. Shepherd & Haynie (2009b), for example, view
the family-business role as a broad social categorisation but is unique to the family.
Navis & Glynn (2011) also state that the family business identity differs according to
what is distinctive about the individual organisation. With this perspective, there is no
homogenous interpretation of identity expectations, with the individual measuring
themselves against the perceived identity standard. Researchers who take a relative
approach, when attempting to categorise identity types, use ‘identity forms’ which are
the subjective meanings attached by the individual entity to the role. For example,
participants that do not fit neatly into a category are considered as having dual-
identities as they have variations in self-interest, self-evaluation and frame of reference
relative to others (e.g., hybrid identities - Fauchart & Gruber 2011; York et al. 2016).
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There is a need to extend and understand these studies by seeing how relative

conceptions of identity relate to entrepreneurial behaviour.

2.4 ldentity Transition & Construction

Transition is the process of change from one state to another and has been studied
within both entrepreneurship and organisational behaviour literature. It is important to
understand where the current research lies regarding identity change and how identity

fits into different stages of the entrepreneurial process.

2.4.1 Identity Transition within Organisational Behaviour Literature

Transition within an organisational context has received much more attention than the
entrepreneurship field and typically looks at the interplay of multiple current roles and
the transition between these roles®. The transition of work role can be defined as a
change in employment status and job content (Nicholson, 1984); changes in forms of
intra and inter-organisational positions (Louis, 1980); and other changes in employee
status such as unemployment, retirement and reemployment (Nicholson, 1984). There
are two process models that attempt to understand the nature of identity change that
feature in organisational behaviour literature and attempt to explain career progression:

life-cycle and evolutionary.

Many scholars within the organisational behaviour literature have a deterministic
ontological view of role change. Research taking a career/role transition perspective
suggests that identities may change in organisational settings as careers progress (Hall,
1968, 1995). Hall (2002) suggests that individual’s progress through distinct career
stages that can be viewed as passages from one role to another and from one identity
to another. Within the context of an organisation, three career stages are presented
(Hall & Nougaim, 1968): (a) the establishment of an identity where the individual does
not have a strong identity relevant to the organisation and struggles to define their role

within their environment; (b) the advancement stage where the individual becomes

3 Ibarra & Barbulescu (2010) distinguish between three types of transition: (a) macro work role transitions, which
are passages between sequentially held organisational, occupational, or professional roles (Louis, 1980); (b) micro
role transitions, which are psychological and physical movements between simultaneously held roles (Ashforth et
al., 2000); and (c) intra role transitions, which are changes in a person’s orientation to a role already held (Louis,
1980).
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determinedly aware of moving up the organisational ladder; and (c) the maintenance
stage where the desire for further advancement reach a plateau as identity becomes
salient. This follows a typical model of career development (e.g., Super, 1957) and is
becoming antiquated because it suggest the identity progress towards a predetermined

and static state.

On the other hand, research with a flux ontological perspective conceives identity
formation as temporary stabilisations which punctuate and give structure to human
interaction, but remain evolutionary in nature (Simpson & Carroll, 2008). When an
individual enters a new stage of professional development their identity is malleable
and impressionable, however, over time experience solidifies their self-concept and
the individual becomes more comfortable within that professional role (Dutton et al.,
2010). The important aspect from this perspective is the adaptively of an individual’s
identity. Individuals adapt their role identity to meet internal, situational and external
demands. That is, a role identity will need to meet certain personal values and attributes
that form part of the individual’s personal identity, adopt certain attributes that the
surrounding environment requires, as well as the perceptions of that role from external

agents.

The flux perspective bequeaths the doctrine that identity can be seen to progress
towards an ideal state (Arthur & Rousseau, 1996), and not towards stasis (Hall, 1996).
The mechanism in which this can be achieved through is the process of experimenting
with provisional selves to lead to the creation of an ideal possible self* (Ibarra, 1999;
Markus & Nurius, 1986). This is done through observational learning, where possible
selves guide social comparison, choices and determine role models which are sources
of provisional identities; and experimental learning, where individuals adopt the
demeanour associated with roles to which they aspire — they are in effect creating
provisional selves (Ibarra, 1999). Ibarra’'s (1999) adaptive process is defined by three
tasks (presented in figure 1): (a) observing role models; (b) experimenting with
possible selves; and (c) evaluating results per internal standards and external feedback.

These possible role identities that individuals hold can guide and motivate goal-

4 A possible self is defined as ideas about who one might become, would like to become, or fears becoming (Markus
& Nurius, 1986).
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orientated behaviour, often to the extent that a possible role becomes an actual one
(Ibarra, 1999; Markus & Nurius, 1986).

An entrepreneur’s identity will adjust frequently to match the changing dynamics
faced throughout the entrepreneurial process. This is because the challenges of venture
growth, such as market ambiguity, and continuously evolving customer needs and
competitive strategy (Schindehutte, Morris, & Allen, 2006; Slevin & Covin, 1997),
create an unpredictable environment for business growth. As such, business leaders
have a constant need to coevolve with the changing environment by adopting new
roles. New roles require new skills, behaviours and attitudes which produce
fundamental changes in self-definition (Becker & Carper, 1956; Schein, 1978).
Throughout the entrepreneurial process an individual will adopt several different roles

to meet the ever-changing demands of entrepreneurship.

Figure 1: Ibarra's (1999) Adaption Process
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Ibarra (1999) model sees identity as constantly evolving through variation, selection
and retention. An individual will try many variations of possible selves in order to find

the best fit (Ibarra, 1999). They will often piece their identity together from multiple
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variations of different role models and group members (Auken, Fry, & Stephens, 2006;
Bosma, Hessels, Schutjens, Praag, & Verheul, 2012; Higgins & Thomas, 2001;
Higgins & Kram, 2001) and selecting parts from each to synthesize their own personal
identity. Evolutionary theory shows that retention is needed to maintain previous forms
of identity in which to develop (Van De Ven & Poole, 1995). This suggests that when
the venture develops, a founder identity is not replaced with a developer identity, but
the developer identity evolves from the founder identity as the individual retains
certain aspects of the old founder identity when synthesising the new developer

identity.

There are numerous studies that look at the process of organisational identity change
over time (predominately Gioia and colleagues). Here, interesting insights emerge
from a grounded theory approach using process theory to describe the dynamics of
identity change. This body of literature generally views organisational identity as a
fluid and unstable concept (Gioia et al., 2000). This has allowed concepts to emerge
that explain the identity change process, such as identity ambiguity (Corley & Gioia,
2004). This has offered important insight into how corporate spin-off identity is
formed and changed (Corley & Gioia, 2004); how organisational identity hinders
strategic transformation (Nag, Corley, & Gioia, 2007); how transitional identity aids
the merger of large organisations (Clark, Gioia, Ketchen, & Thomas, 2010); and how
stigmatization can create identity crisis and the process through which this transforms
identity (Tracey & Phillips, 2016).

These models capture the dynamics of change using an event-based approach. The
process that they explore follows one corporate event over time (e.g., spin-off,
merger). However, it needs to be noted that Gioia et al. (2010: 1) suggest
organisational identity can be formed by a ‘more-or-less sequential, stage-like fashion’
via an eight stage process model. Regardless, these processes are triggered by events
and facilitated by various factors that influence transition.

2.4.2 ldentity Transition within an Entrepreneurial Context

Within an entrepreneurship context, the transition in roles occurs multiple times across

the entrepreneurial process (see figure 2) and typically occurs when an individual

~40 ~



develops their skillset for the benefit of career progress. The transition period is
regarded as the time that elapses between an individual incentive to change to a new
role and the time it takes the individual to develop the behaviours, meaning and values
associated with the role (Pinder & Schroeder, 1987). Figure 2 illustrates three succinct
role identities that are predominant at three different stages of the entrepreneurial
process and the entrepreneurial activity that these roles encourage, developed by
Cardon et al., (2009). They propose that some entrepreneurs will be able to
harmoniously shift from one identity to another as the venture grows. They also
propose that some entrepreneurs will experience passion at different stages of venture

growth which will make transition harder.

Figure 2: Inventor, founder and developer life-cycle — adapted from Cardon et al. (2009)
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This model depicts the process of change through a necessary sequence of stages (Van
De Ven & Poole, 1995). The development of identity unfolds across 3 stages, inventor,
founder and developer and fits seemingly with the entrepreneurial life-cycle model
(opportunity recognition, start-up and growth). This identity life-cycle reduces the
entrepreneurial identity to three salient categories prevalent at three different stages.
This life-cycle identity change model prescribes a unitary sequence of cumulative
identities (each identity helping to build the subsequent identity), which results in the
final identity product. However, given the unique and complex nature of identity
formation this model somewhat fails to capture the dynamics of entrepreneurial
identity change. Therefore, there are several criticisms for this approach to identity
change.

First, this model requires an historical stage of events (venture-development) to trigger
identity changes. As life-cycle theory states that change is imminent, this model
hypothesises a causal link between venture development and the subsequent

entrepreneurial identity. This means that entrepreneurial identity is pre-determined and
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that identity change is triggered by the development of the venture. This homogenises
entrepreneurship as an activity to increase the size of a venture, with the entrepreneur
acting as an agent of venture growth. Alsos et al. (2016) have found that goal-directed
entrepreneurs do indeed have a causal link to their behaviour. This suggests that when
venture growth is a pre-defined goal, then the entreprencur’s identity will unitarily
progress with the venture. However, they also shed light on different entrepreneurs
with different venture motives. Entrepreneurs with community-driven values are likely
to engage in effectual behaviour, with the communitarian identity of the entrepreneur
driving the ventures direction (Alsos et al. 2016; Fauchart & Gruber 2011). This

suggests that entrepreneur’s identity is not pre-defined.

Second, by showing that the entrepreneur’s identity is pre-defined this somewhat
negates the entrepreneur’s autonomy. Countless studies have focused on the
entrepreneur as an independent being (taking responsibility for one’s own life - Shane
etal. 2003) (e.g., Hisrich 1985; Aldridge 1997). Given an individual’s identity is made
up of numerous social, role and personal identities (Ashforth & Mael, 1989; Gecas,
1982), each individual has a unique self-concept which is shaped by countless different
social interactions and events and not just one underlying variable (venture

development).

Third, with entrepreneurial identity closely linked to the development of the venture
this downplays the influence of external and internal factors. Life-cycle theory shows
us that external events and processes only have minor influences on the way the
identity is enacted and is always ruled by venture development (Van De Ven & Poole,
1995). Despite using three salient entrepreneurial identities, Cardon et al. (2009);
Cardon et al. (2013); and Yitshaki & Kropp (2016) state that it is the individual’s
passion for certain activities prevalent at different entrepreneurial stages that
determines identity and not the stage of venture development itself. Furthermore,
Ibarra (1999) reports that observation, imitation and evaluation of role models
(external influences) help create an identity adaption showing that identities are not

monolithic constructions.

Fourth, this model assumes there is a final product or goal for an entrepreneurial

identity (developer). This assumes that identity progresses towards stasis (Hall, 1972)
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and not towards an ideal state (Arthur & Rousseau, 1996). Ibarra’'s (1999) adaption
model shows identity formation as a process of variation, selection and retention via
observation, imitation and evaluation of role models. Therefore, there is no ideal

identity state as this process is continuous.

2.5 Internal and External Factors that Facilitate Identity

Transition

The existing literature on both entrepreneurial and organisation identity can offer
insights into the factors that facilitate identity transition. Adopting a new role identity
can be facilitated by (a) internal factors, such as passion (Cardon et al., 2009), self-
efficacy (Murnieks et al., 2012), role identity centrality and complexity (Hoang &
Gimeno, 2010); and (b) external factors, such as job requirements, socialisation
practices and available role models (Ibarra, 1999; Van Maanen & Schein, 1979) (for
an overview of these factors, see table 5). Some of the internal processes have been
touched upon in previous sections of this chapter, but will now be detailed further.
Factors that influence the transition of organisational identity have been included to
try and create a holistic overview of identity change influences. These factors can
influence identity transition at the individual level as well. A brief description of how

all these factors will influence the transition process is also given.

2.5.1 Internal Factors

Entrepreneurs can express passion for certain activities that are associated with
different entrepreneurial roles. Passion provides individuals with a strong inclination
towards activities that people like and perceive to be important to them (Vallerand et
al., 2003). This can be a passion for work, venture-related activities, or the venture
itself (Baum & Locke, 2004; Cardon et al., 2005; Shane et al., 2003; Smilor, 1997).
Passion is roused when individuals engage in meaningful activities that are important
to self-identity. When an entrepreneurial role identity becomes salient, passion for this
role will emerge (Cardon et al., 2009; Murnieks & Mosakowski, 2007).

Entrepreneurial passion is an important driver of increased self-efficacy (Murnieks et

al., 2012). Therefore, passion for a certain entrepreneurial role may also increase an
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individual’s self-efficacy (confidence to perform that role). Given that higher self-
efficacy levels give individuals confidence that they can perform certain tasks
(Bandura, 1977), self-efficacy could be an important factor in the formation of and
transition to new roles. After all, self-efficacy has been found to impact entrepreneurs
in numerous studies (e.g., Baum & Bird, 2010); and increase entrepreneurial intention
(Chen et al., 1998; Zhao, Seibert, & Hills, 2005); with entrepreneurial intention
increasing the likelihood of entrepreneurial behaviour (Ajzen, 1991; Shook, Priem, &
McGee, 2003). However, Murnieks et al., (2012) do not find a positive correlation
between self-efficacy and increase in entrepreneurial behaviour — perhaps suggesting
that there is larger interplay between the two variables and perhaps one that can be

explained with identity theory.

Role novelty influences the ability of an entrepreneur to transition to a new role. The
perceived novelty of a role can be linked to the difficulty acquiring new knowledge,
skills and abilities in order to change the new role compared to the old role (Hoang &
Gimeno, 2010). The magnitude of the change can be linked to the perceived challenge
of adjusting to the role (Bruce & Scott, 1994); time in order to reach proficient levels
of performance in a new role (Pinder & Schroeder, 1987); and the degree to which
changes are required in personal attitudes and values as a result of the transformation
(West, Nicholson, & Rees, 1987). Role novelty is important to entrepreneurial founder
transition because opportunities vary in difficulty, some individuals are required to
develop new skills and social ties whilst others will just leverage the skills they already
possess (Hoang & Gimeno, 2010). This can also be the case for transition to other
entrepreneurial work-related roles — the transition to a developer may require

improvements in skills and new social ties to maximise a venture’s growth.

Role conflict occurs due to an incompatibility of identities (Hoang & Gimeno, 2010).
Transition to a new role may also be difficult due to challenges associated with
assuming a new role whilst holding other competing role identities that are important
to the self-concept (Sieber, 1974). Some studies have found it hard for entrepreneurs
to differentiate the set-roles of family life with a work role (e.g., Buttner & Moore,
1997). Furthermore, specific roles may also conflict with an individual’s broader self-
concept, consisting of other roles, personal and social identities (Rizzo, House, &

Lirtzman, 1970). This concept may also be applicable to other entrepreneurial role-
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formation. For example, if an individual has particularly strong passion for an inventor
identity, the conflict with a developer identity may be vast and deter the individual

from adopting the role to pursue venture growth (Cardon et al., 2009).

Identity centrality and identity complexity also influence the transition process.
Identity centrality shows the strength of attachment to a role which, in turn, will
influence motivation and persistence in challenging roles. Identity complexity shows
the diversity and richness of an identity as roles can be broad in scope, idiosyncratic
in nature, and are often composed of multiple dimensions (Hoang & Gimeno, 2010).
Hoang & Gimeno (2010) predict that identity centrality and complexity mediate the
effect of novelty and conflict during the transition process. That is, the negative effects
of novelty and conflict are reduced by the more centralised and less complex the

individual perceives the transition to be.

Identity synergy influences the compatibility of two or more identities. Pratt &
Foreman (2000) explain that synergy describes the level of relatedness between
identities which manifest when one enhances the outcome of another. Thus, the more
synergy between the identities the greater the potential for enhanced performance.
Shepherd & Haynie (2009a) theorise that when high synergy exists between micro-
identities it raises levels of psychological well-being. The likelihood being that
synergistic identities will facilitate the transition period, when the current and object
identity are highly compatible. However, if the transition or change breaks-up a
compatible identity coupling, then this will increase the perceived difficulty of the

change.

Identity boundaries are the ‘physical, temporal, emotional, cognitive, and/or
relational limits that define [identities] as separate from one another’ (Ashforth et al.
2000: 474). They represent the perceived perimeters of the roles that individuals draw
around themselves. They are created by the individual to help attribute meaning to the
roles they enact and, therefore, who they are as a person. Ashforth et al. (2000) suggest
that it is the perceived flexibility and permeability of a given role boundary that affects
transition. Rothbard et al. (2005) believe commitment and satisfaction within an
organisation influence the strength of boundaries, with unsatisfied workers wanting

more segregation between work roles and other roles.
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Building on this, Shepherd & Haynie (2009a) delineate that strong boundaries
(inflexible and impermeable) help entrepreneurs compartmentalise various role
identities; whilst weak boundaries allow entrepreneurs to integrate new roles and
transition smoothly between them. Therefore, it will be more difficult for an

entrepreneur to transition from or to a role identity with strong boundaries.

2.5.2 External Factors

Role modelling® provides the individual with examples that can be used to define their
self-concept. Individuals use models who exemplify behaviour for them to emulate as
a means of performance evaluation and comparison (Rakestraw & Weiss, 1981). They
imitate significant others in influential social positions in order to generate positive
self-esteem and to help them form the impression they wish to project to others
(Erikson, 1950; Erikson, 1985). The behaviour and social image the role model
displays is desirable to the individual which is achieved by the individual comparing
and identifying themselves to the role model® (Gibson, 2004). The presence of a role
model can also increase an individual’s professional or work-related identity. This, in
turn, can trigger commitment and satisfaction when the individual perceives they have
role models available with similar attitudes, values and goals (Gibson & Barron, 2003);
and increase self-efficacy (Bosma et al., 2012). The process of observational learning
allows individuals to develop performance skills that are associated with specific roles

through observing and learning from a target.

Experimental learning allows people to adopt a desirable identity as a temporary role
to which they aspire. They create possible selves as benchmarks for interpreting and
judging ones behaviour within this role (Ibarra, 1999). Possible selves are ideas about
who one might become, would like to become or fears becoming (Markus & Nurius,
1986; Yost, Strube, & Bailey, 1992); this is achieved through experimental learning.
The possible-self is a standard in which people compare external feedback, which
helps decide which behaviours to accept, reject and modify (Ibarra, 1999).

® Role modelling is the process of identifying models who play desirable social roles to acquire certain
behaviours and attitudes required to perform a new roles (Bell, 1970; Ibarra, 1999).

® Role models are cognitive conceptions devised by individuals to construct their ideal or possible selves
based on their own developing needs and goals (Bucher & Stelling, 1977; Gibson, 2004; Ibarra, 1999;
Markus & Nurius, 1986).
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Experimental learning follows observational learning which allows individuals to
draw comparison from members within their social constellations and emulate certain
behaviour (Kagan, 1958; Rakestraw & Weiss, 1981; Wright, Wong, & Newill, 1997).

Mentoring and interpersonal relationships have strong connotations upon an
individual’s identity and self-efficacy (McPherson, Smith-Lovin, & Cook, 2001).
Some define themselves in terms of dyadic connections with specific people
(Andersen & Chen, 2002), basing their self-worth on the appraisals of these strong
connections which increase esteem (Johnson, Chang, & Yang, 2010). As such, an
individual’s strong tie relationships may influence transition to and formation of new
role identities. Within an organisational setting, it is thought mentoring has a strong
impact on the professional development of an individual. That is, a mentoring’
relationship is a great source of transfer for the knowledge, skills, values and attitudes
that are needed for an individual to adopt a new role (Churchill, Carsrud, Olm, & Eddy,
1987; Day, 2006; Kram & lIsabella, 1985; Lankau & Scandura, 2002; Mezias &
Scandura, 2005; Ragins & Cotton, 1999).

The socialisation practices and interaction with parents, peers and people in a wider
social constellation can shape role identity (Falck, Heblich, & Luedemann, 2010). An
individual’s attitude is influenced by social convention and social belief systems,
meaning the surrounding attitude towards that individual will influence their
motivation (Abrams & Hogg, 1988). Identity is shaped by social groups because
people have a need to obtain validation from others about their perceptions, attitudes
and feelings which in turn impacts self-esteem (Sedikides & Strube, 1997). Through
the process of socialisation, an individual’s role identity will be shaped. In terms of
entrepreneurship, it has been found that knowing someone who has started a business
has significant impact on entrepreneurial participation (Hindle, Klyver, & Schott,
2007); the social interaction that takes place within a university drives entrepreneurial
behaviour (Kacperczyk, 2012); and having co-workers with entrepreneurial
experience influence the transition to entrepreneurial founder (Nanda & Sorensen,
2010).

" The mentoring process is a high interaction and involvement interpersonal relationship that develops
the psycho-social skills of an individual (e.g., Kram & Isabella, 1985)
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Within a broader spectrum, culture and religion also have an influence on
entrepreneurial activity (e.g., Djankov, Qian, Roland, & Zhuravskaya, 2006; Giannetti
& Simonov, 2009). This is because they create a social identity that the entrepreneur
identifies with. Chasserio, Pailot, & Poroli (2014), for example, explore how identity
is built through both confrontation and synergy with other social identity, for women
entrepreneurs. They propose a continuum for accepting or challenging conventional
norms and social expectations, which influences how they are integrated into the self-
identity. It is clear to see that identity can be shaped within wider social structures such
as organisations, universities and communities. This is because the interaction with
people within these constellations shapes the development of new roles by providing
the feedback that is required for the role identity to become salient.

2.5.3 Factors from Organisational Identity Work

Identity ambiguity is the perceived vagueness of what an identity entails which creates
uncertainty on how to enact a role. Corley & Gioia (2004) present this state as
occurring after a change event (corporate spin-off) where the new identity is not
formed and the workforce recognises multiple possible interpretations to what the
identity could be. Therefore, ambiguity destabilises identity which causes the void to
be filled with meaning. Corley & Gioia (2004) find this facilitates identity change.
Therefore, overly ambiguous understanding of a role can be detrimental to identity

transition.

Identity Stigma is the perceived shame associated with an identity. Stigma is a
collective label that is imposed on an individual or groups and occurs when the
individual or organisation is discredited (Goffman, 1963; Tracey & Phillips, 2016).
Tracey & Phillips (2016) find that stigmatisation has a negative impact on the
organisation, creating uncertainty and dis-identification from organisation members.
Therefore, the perceived stigma of a role identity will negatively influence the
transition to it. Additionally, the ability of the individual to overcome stigma will

positively influence the transition process.

Legitimacy is the recognition and approval for the self as a credible subject within a

particular setting or across a cultural and symbolic milieu (Lounsbury & Glynn, 2001;
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Marlow & Mcadam, 2015). A venture needs to meet the expectation of various
audiences, each with different norms, standards and values on how a role should be
performed (Fisher, Kotha, & Lahiri, 2016; Marlow & Mcadam, 2015; O’Kane,
Mangematin, Geoghegan, & Fitzgerald, 2015). Establishing legitimacy amongst
varied audiences leads to the construction of organisational identity (Nelson et al.,
2016). O’Kane et al., (2015), for example, propose that combining identities (scientific
and business) is ineffective for creating legitimacy in technology transfer offices. They
introduce identity-manipulation - where an identity is shaped to meet multiple
anticipated requirements of evaluating audiences; and identity-conformance - where
an identity is deliberately adjusted and aligned to promote sameness and shape a dual

identity that is legitimate.

Considering a venture must adapt its identity to appeal to different audiences at
different stages in the venture process, the lower the legitimacy of an identity the
harder it will be to adopt (Fisher et al., 2016). Marlow & Mcadam (2015), for example,
show the challenge women face with legitimacy in business incubators, and how they
have to enact their gender identity in order to succeed in their venture pursuits. The
legitimacy of the entrepreneurial identity impacts various venturing processes. Navis
& Glynn (2011), for example, show how the entrepreneurial identity influences

investor’s perception, and ultimately their decision to invest in the venture.
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Table 5: Synopsis of Internal and External Factors that Facilitate Identity Transition

Internal factors

Description

Passion

Passion is an intense positive feeling and strong inclination towards an activity that people like and perceive to be
important (Cardon et al., 2009; Vallerand et al., 2003).

Entrepreneurial passion is a love of work (Baum & Locke, 2004); enthusiasm for venture-related activities (Smilor, 1997);
or love for the venture itself (Cardon et al., 2005).

The higher the level of passion experienced for an identity the higher the levels of salience experienced.

Self-Efficacy

Self-efficacy is the belief that an individual will succeed in a given situation (Bandura, 1977).

Entrepreneurial passion in an important driver of increased entrepreneurial self-efficacy (Murnieks, Mosakowski, &
Cardon, 2012).

The higher the self-efficacy the easier the transition

Role Novelty Role novelty is the extent of change required in transition as an objective measure of knowledge, skills and abilities
required to perform the new role compared to the old role (Hoang & Gimeno, 2010).
Role novelty has a negative impact on the transition to a new role — the more novel the role seems, the more detrimental it
is to the transition.

Role Conflict Role conflict is the challenge associated with assuming a new role whilst holding other competing role identities (Sieber,

1974)

Role conflict has a negative impact on transition to a new role — the more confliction between new and old role identities
the more detrimental it is to the transition.

Identity Centrality

The strength of attachment to a role which, in turn, will influence motivation and persistence in challenging roles (Hoang
& Gimeno, 2010).
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The more central an identity is perceived to be the more it can reduce the negative effects of role novelty and conflict.

Identity The diversity and richness of an identity as roles can be broad in scope, idiosyncratic in nature, and are often composed of
Complexity multiple dimensions (Hoang & Gimeno, 2010).
The less complex an identity is perceived to be the more it can reduce the negative effects of role novelty and conflict and
the transition is easier.
Identity Synergy | The level of relatedness between two or more identities (Pratt & Foreman, 2000).
The higher the level of synergy between identities the easier it is to transition between them.
Identity The perceived strength of the ‘physical, temporal, emotional, cognitive, and/or relational limits that define role identities
Boundaries (Ashforth et al., 2000).

The stronger the role boundaries the more difficult they are to permeate during transition.

External factors

Role Modelling
(Observational
and Experimental
learning)

Role modelling is the process of identifying models who play desirable social roles to acquire certain behaviours and
attitudes required to perform a new role (Bell, 1970; Ibarra, 1999).

Observational learning allows individuals to develop performance skills that are associated with specific roles through
observing and learning from a target (Gibson, 2004). This increases self-efficacy and self-esteem (Bosma et al., 2012;
Erikson, 1985)

Experimental learning is the process in which individuals create possible selves as a benchmark for interpreting and
judging behaviour (Ibarra, 1999).

This allows the individual to sample certain role identities and evaluate against internal and external feedback.

Mentoring

The mentoring process is the transfer of knowledge, skills, values and attitudes from a high interaction, high involvement
interpersonal relationship (Kram & Isabella, 1985; Rock & Garavan, 2006; Terjesen & Sullivan, 2011).
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This allows the individual to learn the skills, values and attitudes required for specific professional roles in a supported
relationship (Higgins & Thomas, 2001; Higgins & Kram, 2001). Mentoring nurturers an individual’s career development —
including the transition/formation of new role identities based on example behaviour (role modelling) emotional support,
and feedback/reinforcement on role behaviour (Eby, 1997; Kram & Isabella, 1985).

Socialisation The socialisation process allows individuals to identify with groups, communities and organisations and internalise
Practices attitudes and values based on this (Brewer & Gardner, 1996; Johnson, Chang, & Yang, 2010).

This interaction with people within these constellations allows the individual to develop a new role by providing the
feedback that is required in order for the role identity to become salient (Sedikides & Strube, 1997).

Organisation
identity factors

Identity The perceived vagueness of an identity which can have two or more meanings (Corley & Gioia, 2004).

Ambiguity The greater the perceived vagueness of an identity transition the harder it will be.

The ability of the individual to fill this ambiguous void with meaning facilitates identity change.

Identity Stigma The perceived shame associated with an identity, based on a collective label, placed on a group or individual (Goffman,
1963; Tracey & Phillips, 2016).

The greater the stigma attached to an identity the harder transition will be.

The ability of the individual to overcome stigma will facilitate identity change.

Legitimacy Recognition and approval for the self as a credible subject within a particular setting or across a cultural and symbolic
milieu (Lounsbury & Glynn, 2001; Susan Marlow & Mcadam, 2015)

The lower the legitimacy of an identity the harder transition will be.

The ability of the individual to manipulate and conform to audiences set norms, the easier transition will be.
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2.6 Conceptual Overview of Identity Transition Factors

Extant research on identity transitions can inform what we know about how the
entrepreneurial identity is constructed — usually stemming from a transition from
another identity, e.g., work role to founder (Hoang & Gimeno, 2010). At the centre,
identity is shaped by the cognitive adaption process (e.g., Ibarra, 1999). Individuals
understand who they are in relation to their job-role, business venture and wider social
surroundings. This has an impact on the enactment and transition to an entrepreneurial
role. These transitions are thought to be shaped by a variety of individual and
situational characteristics (Ashford & Taylor, 1990); as well as being influenced by

institutional and organisational forces (Chreim, Williams, & Hinings, 2007).

At the individual-level, identity is shaped by factors that are internal to the
entrepreneur, such as, passion for a set role (Cardon et al., 2009); or an existing role
identity that is central and robust to the individual so that they are confident in their
ability to perform (Hoang & Gimeno, 2010). These roles are situational because the
likelihood of performance is influenced by the contextual surroundings of the
individual — for example, an individual is more likely to enact the role of a parent at a

children’s play group than a work role.

At the institution-level there are certain preconceived notions of identity performance
that are established and act as forces upon the individual to which they adhere. Most
roles hold preconceived values, beliefs and behaviour norms that are embedded in
society. The socialisation practices, for example, can greatly influence the construction
of identity (Johnson, Chang, & Yang, 2010). At the organisation-level, influences
stemming from the business venture impact the role identity. What it means to be the
owner-manager of one business venture can differ drastically from what it means to

be the owner-manager of another.

Within this review, the factors that influenced the individual identity were split into
two broader categories: those that were internal to the entrepreneur and those that were
external. Internal factors emerge from the psychology of the individual whilst external
factors are based on the surround environment of the entrepreneur. These factors

subsequently influence entrepreneurial role transition and create perceived notions that
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influence change. Stemming from external forces, for example, the perceived identity
stigma that entrepreneurs believe surrounds a role can influence the transition process
(e.g., Tracey & Phillips, 2016). Stemming from internal forces, for example, the
ambiguity that surrounds the adoption of a new identity can influence the transition

process (e.g., Corley & Gioia, 2004).

Figure 3 represents the contextual overview from this review. At the centre is what is
currently known about the cognitive adoption process that drives identity shifts. The
iterative process formulated by Ibarra (1999) is one of the only models that explains
this process. The construction of identity is influenced by internal and external forces
that shape the transition of the entrepreneurial identity and how the entrepreneur

perceives the transition.

Figure 3: Contextual Overview of Entrepreneurial Identity Transition Research

Internal Forces
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2.7 Venture Development and Growth

Within entrepreneurship literature ‘venture development’ has multiple meanings but
typically looks at structural development. This includes the process of development,
the determinants that cause performance growth and the internal organising of a
venture. All new ventures need to grow in order to overcome liability of newness and
reach a level of viability and survival (Gilbert, McDougall, & Audretsch, 2006).
Research in this field has primarily been concerned with why ventures grow,
examining various predictors that can be attributed to performance. Studies have
generally focused on the characteristics and motivations of entrepreneurs, internal
venture activities and environmental conditions. They measure these influences on the
venture using indicators such as, cash flow, net income, customer base, sales,

employment and market share (Murphy, Trailer, & Hill, 1996).

Many entrepreneurship researchers have also looked at how ventures grow,
historically preferring life-cycle models to drive theory on how ventures develop over
time (Hanks, Watson, Jansen, & Chandler, 1993; Hite & Hesterly, 2001; Kazanjian,
1988; Quinn & Cameron, 1983; Smith & Miner, 1983). This shows the venture
development as a neat linear process from conception to death and can capture key
actions, interactions and processes (Jack, Dodd, & Anderson, 2008). The stage model
presents the entrepreneurial journey via a number of key stages in the businesses
development. There is no consensus on the number of stages that there are. The
majority of models focus on three, four or five stages but up to 11 stages of

development have been proposed (Levie & Lichtenstein, 2010).

Quinn & Cameron (1983) summarised early work into venture development into a
four-stage model with each stage being defined by the internal organisation of the
business and different entrepreneurial behaviours and activities. Similarly, Kazanjian
(1988) uses a four stage model to explain the development of technology firms. Both
of these models conceptualise venture development as going through an initial stage
of resource acquisitions, idea generation and product development after conception.
The next stage focuses on the early commercialisation of the business with sense of
direction post business planning. The next stage is a defined by growing the market

share of the business and formalising and stabilising internal procedures. Finally, the
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venture stabilises with future plans for growth (this four-stage development model is
presented in figure 4). The triggers that stimulate a ventures development from one
stage to the next include factors internal to the business and environmental factors.

Figure 4: Stages Model of Venture Development, Adapted From Kazanjian (1988) and
Quinn & Cameron (1983)

Stage 1: Stage 2: Stage 3: Stage 4:

Planning Start-up Growth Maturity
" Resource = Production of = Sales/market " Forward
acquisition product growth thinking
= Product = Early sales = Formalisation and * Expansion
] (Ijg;/aeloepnn;fargon = Sense of mission control . D|vers_|f|cat|on
N fg I = Long working = Adaption
0 forma hours = Internal control
structure

2.7.1 Determinants of Venture Development

The contributing factors that shape new venture development are well documented
(Ambos & Birkinshaw, 2010), and include the characteristics, motivations and
attitudes of the entrepreneurs (e.g., Baum, Locke, & Smith, 2001); the structure and
organisation of the venture (e.g., Kazanjian & Drazin, 1990); and the dynamics of the
external environment (e.g., Tushman & Anderson, 1986). A schematic overview of
these figures is presented in figure 5.

Entrepreneurial Characteristics, Behaviour and Attitudes

A plethora of personality traits have been examined, with most considered to have
indirect rather than direct effects on the growth of businesses (Baum et al., 2001; Baum
& Locke, 2004). Characteristics such as educational background, prior entrepreneurial
experience and relevant industry experience have been found to have direct effects on
the growth of new ventures (Gilbert et al., 2006). Colombo & Grilli (2005), for
example, find that the nature of the education and prior work experience has a key
influence on growth, with university education in economic, managerial and industry

specific fields positively associated with growth. Entrepreneurial education can
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increase confidence, awareness and enthusiasm. With higher educated people more
likely to form ventures with higher growth expectations. Having previous
entrepreneurial experience is positively associated with growth intention. Likewise,
having managerial experience and industry experience is considered by many as an

indicator of success (Karadeniz & Ozcam, 2010).

Age and gender of the business owner can also impact venture growth. Older
entrepreneurs are thought to be less innovative and more risk-averse than younger
entrepreneurs (Karadeniz & Ozcam, 2010). This suggests that young entrepreneurs
have higher ambition for growth. However, meta-analysis data shows that whilst
younger entrepreneurs of new businesses are more likely to have growth intentions
than older entrepreneurs of new businesses this does not extend to established business
owners or nascent entrepreneurs (Levie & Autio, 2013). Research indicates that when
venture characteristics are controlled for, women-owned businesses outperform male-
owned businesses (Fairlie & Robb, 2009; Marlow & McAdam, 2013). The difference
in venture growth, by gender, can be attributed to wider societal barriers constraining
the equal opportunity to grow and develop businesses. It is thought that the lower
enterprise participation and performance of women business owner’s is partly due to
lower levels of resources and capital that are necessary for business entry and growth
(Carter, Mwaura, Ram, Trehan, & Ones, 2015). Women-owned businesses start with
substantially lower levels of overall capitalisation, use lower ratios of debt finance and
are much less likely to use private equity or venture capital which can place restrictions
on growth plans (Carter et al., 2015; Freel, Carter, & Tagg, 2012; Roper & Scott, 2009;
Shaw, Marlow, Lam, & Carter, 2009). The growth and development of a women-
owned business is also constrained by socio-economic influences which position their

firms in particular gendered areas, industries and sectors (Marlow & McAdam, 2013).

The attitudes of the entrepreneur are also important in shaping the growth of ventures.
The ability to recognise and the perception of business opportunities will affect an
entrepreneur’s expectation to grow the firm. Starting a business because of seeing an
opportunity as opposed to necessity is a driver of growth ambition for early-stage
entrepreneurs (Karadeniz & Ozcam, 2010; Verheul & van Mil, 2011). Similarly,
having a propensity for risk-taking, pro-activeness and innovativeness helps create

entrepreneurial orientation which has a positive effect on growth (Baum et al., 2001).
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Fear of failure also effects the growth expectation of entrepreneurs because growing
the firm is associated with high risk. Entrepreneurs who have lower levels of fear of
failure for their business are more likely to have greater growth expectations
(Karadeniz & Ozcam, 2010). For nascent entrepreneurs, fear of failure is an important

factor explaining growth ambition (Verheul & van Mil, 2011).

Practical, analytical and creative intelligence (entrepreneurial intelligence) can
determine entrepreneurial behaviour. Studies find that, when paired with
entrepreneurial self-efficacy, entrepreneurial intelligence can stimulate new venture
growth (Baum, Bird, & Singh, 2011). Self-efficacy is task-specific self-confidence —
i.e., one’s belief that they can actualise firm growth. Entrepreneurs who believe in their
entrepreneurial skills and knowledge are more likely to have greater growth
expectations (Karadeniz & Ozcam, 2010). For early-stage entrepreneurs this is found

to be an important factor in explaining growth ambition (Verheul & van Mil, 2011).

Venture Characteristics and Activities

The development of a venture is influenced by the structure of the organisation and
the activities that the venture undertakes. Subsidiaries, spin-outs and multi-plant
businesses, when backed by the resource capabilities of larger organisations, are
expected to grow rapidly (Levie & Autio, 2013). The resource capabilities of a
business contributes positively to venture growth by helping entrepreneurs deliver on
their objectives (Chandler & Hanks, 1994). Having financial resources supports a
ventures plan for development (Zahra & Bogner, 1999; Zhao et al., 2005). Smaller
firms need access to internal finance to overcome financial constraints and grow
(Huynh & Petrunia, 2010; Rahaman, 2011). Additionally, the human resource needs
of a firm are likely to change depending on the stage of development of the venture.
Start-ups are thought to require more specific expertise and higher skilled workers than
mature businesses (Cardon, 2003; Thakur, 1999).

Numerous studies on new venture growth have considered the importance of a
venture’s strategy for growth performance (Gilbert et al., 2006). According to Porter
(1980) in order to compete successfully, a firm must have a focused strategy in terms
of competing directly at customer segment or geographic market; a low-cost strategy

targeted at price-sensitive customers; or a strategy that focuses on creating market
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innovation and high quality products. Having a competitive strategy that focuses on
one of these three strands is thought to contribute to greater performance and market
growth (Baum et al., 2001).

Innovation is linked to growth with more innovative firms thought to have greater
growth expectations (Karadeniz & Ozcam, 2010). Investing in product innovation is
the most popular strategy for expansion, with innovating firms growing faster and
being more profitable than non-innovating firms. However, firms must invest heavily
in product innovation (R&D) and will not see economic value for a long period of
time. It is also thought that patents have a positive effect on sales growth in large
companies (Coad, 2007). Economies which invest in technology are thought to be
more prone to growth. Firms without access to technology resources are limited in the
activities that they can do. Supporting high-tech companies and innovations allows a
‘spill-out’ of knowledge which can aid growth in other firms (Coad, 2007; Karadeniz
& Ozcam, 2010). Firms more involved in exporting activities are more likely to be
growing because international markets speed up in the growth process and provide
new business opportunities (Karadeniz & Ozcam, 2010). Meta-data reports a positive
correlation between growth intention and export intensity in nascent entrepreneurs,

new and established business owners (Levie & Autio, 2013).

Environmental and Institutional Factors

There is a line of literature that suggest ventures develop when there are favourable
market conditions. In order for a market to be favourable for growth it must maintain
a level of predictability (Aldrich & Wiedenmayer, 1993), with the rate of market and
industry change within the control of individual businesses. Industry context also has
an influence on new venture growth. In growing and emerging markets there are more
available resources than other markets (Castrogiovanni, 1991; Gilbert et al., 2006).
The environment must also not be complex with high concentration and dispersion of
organisations competing in the same market and industry (Baum, Locke, & Smith,
2001). The availability of strong local markets is a key part of providing
entrepreneurial opportunities. The presence of local customers with specialised need
creates opportunity. The availability of local marketplace allows companies to interact

more and create a platform for future growth (Spigel, 2015).
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Venture development is also influenced by institutional forces that shape the context
in which entrepreneurs can grow their businesses. Government policies create support
programs that can encourage or deter entrepreneurship through tax benefits,
investment of public funds, or reductions in bureaucratic regulation (Spigel, 2015).
Other institutional restrictions that influence new venture development can be
employment laws, with how well suited a countries constitution to employment
protection influencing the ability of individuals to start and grow businesses; and the
amount of regulatory burden constitutions place on small business which can influence
their ability to grow. Entrepreneurs require financial assistance to finance growth. The
availability of financial resources is therefore crucial for entrepreneurial growth. The
provisions of venture capital, bank loans, credit, and alternative finance forms are key

attributes of the entrepreneurial ecosystem (Gnyawali & Fogel, 1994).

Support services and facilities provide specialised assistance for early-stage firms and
allow them to grow. Incubation, acceleration and co-working facilities also provide
essential services for new ventures along with advising and networking. Local
infrastructure, such as transport links, also play a physical part in determining location.
The better the links to an area the better potential for communication and access to the

business from potential customers there is (Spigel, 2015).

There is evidence that supports new venture development as conceived through the
socialisation processes of individuals. The likelihood of starting a business, for
example, is strongly increased by knowing someone that has already experienced this
(Hindle et al., 2007); with co-workers (e.g., Nanda & Sorensen, 2010; Stuart & Ding,
2006) and university peers (Kacperczyk, 2012) found to shape entrepreneurial
intention. Further research has found that entrepreneurialism is embedded within
communities. For example, Giannetti & Simonov (2009) found that in religious
communities with high levels of entrepreneurship, new members who were not
religious were most likely to pursue entrepreneurial activity; and Djankov et al.,
(2006) found that differences in common cultural characteristics influenced economic
decisions — such as entrepreneurship. Education and networks that are inclusive for
entrepreneurial growth are important in establishing a culture conducive for growth.
Entrepreneurial culture is also embedded in networks at a micro-level (localised)
(Cheraghi, Setti, & Schatt, 2014).

~60 ~



Figure 5: Schematic Overview for Determinants of New Venture Growth
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2.7.2 The Entrepreneurial Process

Dividing entrepreneurship into a set of distinct stages that ventures systematically
follow, has come under scrutiny for not capturing the uniqueness of the entrepreneurial
journey. This is because the stage-approach may not describe change patterns for
different types of venture as it assumes the development process for all ventures is the
same (Jack et al., 2008). The life-cycle approach is criticised for lacking in empirical
validity and weaknesses have been found with the theoretical clarity when describing
the motors that drive them (Levie & Lichtenstein, 2010). Levie & Lichtenstein (2010)
find that, over time, research and theory on life-cycle models has increased in
heterogeneity instead of being narrowed down to a consensus. Essentially, extant
models of entrepreneurial process are fragmented in their claims (Moroz & Hindle,
2012). Just because this life-cycle model is ‘convenient’ does not mean it effectively
presents the entrepreneurial process (Baron & Shane, 2005; Levie & Lichtenstein,
2010).

The obvious flaw in the stage model assumes that ventures aim to grow as much as
possible. Extant models of venture growth assume that when the entrepreneur
possesses the resources that enable growth, has a strategy that fosters growth then the
venture will grow (Baum et al., 2001; Gilbert et al., 2006; Thakur, 1999). However,
previous literature has highlighted many cases of entrepreneurs who have very little
intention to grow and have not realised any growth (Gimeno, Folta, Cooper, & Woo,
1997; Wiklund, Davidsson, & Delmar, 2003). Some entrepreneurs have limited desire
to grow as it may compromise the well-being of employees, the independence of the
business and the owner’s control (Cliff, 1998; Wiklund et al., 2003). Other
entrepreneurs may wish to pursue other ventures and diversify economic activities
(Carter et al., 2004).

Dynamic-States Model

Levie & Lichtenstein (2010) propose a dynamic state approach to replace the life-cycle
model. This paper argues that individual businesses are not pre-determined by an

unchangeable genetic pattern (life-cycle model). Business ventures, when facing rapid
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growth or imminent decline can alter their journey and increase their chance of
survival or prosperity. The examples given include; altering resource sets (e.g., Chiles,
Meyer, & Hench, 2004; Lichtenstein & Brush, 2001); redefining their niche (e.g.,
Garud, Kumaraswamy & Sambamurthy, 2006); or by redefining themselves in order
to operate within the evolving niche (Baker & Nelson, 2005). Additionally, this model
does not explain the high-proportion of businesses which choose not to grow beyond
the original size and progress throughout stages (e.g., family businesses or single-

owner business with no employees).

To capture the fact that business organisations are dependent on their environment for
survival, Levie & Lichtenstein (2010) propose an open, complex adaptive system that
operates in disequilibrium conditions (presented in figure 6). The venture organises
resources into products or services, providing value for customers and leveraging
business opportunity. The strategy for value creation is enacted by the business model
which is derived from organising activity and strategic decisions that reflect the
‘dominant logic’ of the venture. In this model, the dynamics of the venture are driven
by opportunity tension — when the entrepreneur has a desire to act on potential market

opportunity and will shape the business model to make this viable.

Figure 6: Levie and Lichtenstein’s (2010) Dynamic State Model

Dominant Logic of Founder(s), Managers

Activities: design, tasks
Resources: processes,
Opportunity Business capabilities, supply Value

: —> :
Tension Model chain, collaboration Creation

T Position: strategy

Whilst this model can accurately explain how ventures are able to shift states to reflect

market opportunities and subsequently change the venture journey, the autonomous
identity of the entrepreneur is not the central focus of the study. Therefore, the dynamic

states model would show that the entrepreneurial identity is formed on the basis of
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venture identity — which is dependent on being able to reach to evolving market
opportunities and demands. However, work by Cardon et al., (2009) shows that
entrepreneurial identity can influence the venture dynamics and direction. Therefore,
it is important to explore how the entrepreneur’s identity can influence the venture’s

development and determine journey and strategic direction.

One major weakness with trying to understand the entrepreneurial process is the use
of variance based research designs. Studies which focus on explaining variation in a
particular outcome reduce process to a set of attributes (Langley, Montréal, Smallman,
& Van De Ven, 2013). This allows researchers to focus on individual links in a process
of many events which constricts the time parameters of the study, thus reducing the
narrative on how things change and develop over time (Mcmullen & Dimov, 2013).

Despite frequent calls for longitudinal research designs within the field of
entrepreneurship, time is still very much absent from empirical work. The role of time
within the entrepreneurial process is diminished by studying entrepreneurship as an
act and not a journey which transpires over time (Mcmullen & Dimov, 2013). This is
a significant flaw within entrepreneurship research and one that can be rectified with
studies that look at the venture’s journey during development. Studies that focus on
sequences of events and proximate outcomes (i.e., team formation, resource
acquisition) can describe the process of how things change by highlighting pathways

through which entrepreneurs reach particular milestones (Mcmullen & Dimov, 2013).

2.8 Internal Organisation and Venture Development

The literature on the internal organisation of ventures predominately focuses on the
management practices that exist in large organisations (Burton, Colombo, Rossi-
Lamastra, & Wasserman, 2016). The majority of literature that researches smaller
ventures focuses on the adoption of formal managerial and human resource practices
to increase the size and efficiency of the organisation (Baron, Burton, & Hannan, 1999;
Baron & Hannan, 2002; Charan, Hofer, & Mahon, 1980; Colombo & Grilli, 2013).
Beckman & Burton (2008), for example, examine the origins of the founding team
composition and outcomes this has on the venture. They see evidence of path

dependence where the founding team shapes the subsequent management team
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through homophily and imprinting. Broadly experienced founding teams are more
likely to attract broadly experienced management teams, which impacts the ventures
development as they are never able to attract functional expertise.

Other studies focus on the activities that ventures undertake and the impact this has on
survival. Delmar & Shane (2004) focus on legitimising activities and new venture
survival, with completing a business plan and establishing a legal entity enhancing the
legitimacy of the venture and leading to product development and marketing activities.
Carter, Gartner, & Reynolds (1996) found different event patterns between ventures
that had succeeded in starting-up, had failed and where still trying. Ventures that had
successfully navigated start-up had a higher intensity of venture activities, including:
looking for capital and resources, organising the legal entity and employee team and
devoting full-time to the business. Ventures that did not develop did not show the same

intensity.

The other strand of research looks into the internal structure of ventures, focusing on
three attributes which have relative impact on venture performance: role formalisation
in founding teams, specialisation in founding team, and administrative intensity (Sine
et al., 2006). New ventures typically have a relative lack of structure which is argued
to be a liability (Stinchcombe, 1965) Another component of research that is internal
to small ventures and can effect development is role identity management (e.g.,
Shepherd & Haynie, 2009a).

2.8.1 Role Organisation and Venture Development

Role formalisation refers to the identification and designation of particular functions
and assignments to specific individuals (Dalton, Todor, Spendolini, Fielding, & Porter,
1980; Sine et al., 2006). New ventures are thought to have relatively few formalised
roles and uncertain functions at conception (Aldrich, 1999). On one hand, this can be
seen as an advantage in a dynamic environment, such as start-up, were role flexibility
can lead to venture performance (Wally & Baum, 1994). On the other hand, flexible
roles may not be beneficial for new ventures who are emerging and can lead to role
ambiguity (Stinchcombe, 1965). This can lead to confusion about what roles to

perform, which can be exacerbated in founding teams (Sine et al., 2006).
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Role ambiguity can cause confusion about what should be done to adopt to new
circumstances, which can directly impact an entrepreneurs decisions regarding the
development of the venture. A lack of clear role boundaries can slow down decision-
making, particularly in founding teams, which can increase the cost of certain
decisions (Sine et al., 2006). Having more formalised roles can lead to effective and
quick decisions making which can save costs and can be beneficial to new ventures
when finance is tight (Eisenhardt & Schoonhoven, 1990). This can also lead to
increased credibility and legitimisation with resource providers (Stuart, Hoang, &
Hybels, 1999).

A meta-analysis conducted by Jackson & Schuler (1985) shows that role ambiguity
has a negative relationship with formalisation. Having formalised roles reduces the
uncertainty individuals feel toward the role/roles they have to perform. Organisation
studies have shown how professional norms and the existence of written rules and
procedures governing work activities clarifies role perception for workers (Pugh,
Hickson, Hinings, & Turner, 1968). Entrepreneurial role identities can also be defined
by fixed attributes - e.g., Brannon et al., 2013; Miller et al., 2011; Moss, Short, Payne,
& Lumpkin, 2011; Stinchfield et al.,, 2013). However, given the uncertainty
surrounding new venture development and the uniqueness of entrepreneurship, role
ambiguity and the effective management of roles can play a big part in shaping

ventures.

Functional specialism is also an interesting concept in the organisation of roles as it
can have impact on the venture. Having a specialised role can accumulate task-related
knowledge and maximise the value of a role (Sine et al., 2006). This can reduce the
ambiguity that individuals feel towards certain tasks. However, specialising in a
certain role can decrease the flexibility of a venture which can reduce the ability to
react to environmental changes (Dalton et al., 1980; Sine et al., 2006). Whilst this
concept has been explored in teams, a single owner may have increasing difficulty to
specialise in a role as the venture develops and they have to manage an increasing
workforce and number of venture activities. Entrepreneurs, after all, are considered to
‘jack-of-all-trades’ who have to perform multiple functions and roles (Lazear, 2005).
Understanding how entrepreneurs manage specialist and general roles can provide

valuable insight into how ventures develop.
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Entrepreneurs maintain multiple role identities (Greenhaus & Powell, 2006), which
are made-up of central and peripheral characteristics (Ashforth et al., 2000). These
roles can be separated by boundaries® which play a part in the internal organisation of
roles. Shepherd & Haynie (2009a) propose two strategies for managing roles across
work life and personal life. Compartmentalisation, where the entrepreneur separates
each role by enacting one identity and then another through infrequent transitions. This
allows the entrepreneur to internalise a specific role in a specific situation and then
switch when appropriate. This strategy is proposed to reduce conflict between

identities and maximise psychological well-being.

However, Shepherd & Haynie (2009a) do suggest that, due to the conflicting nature of
entrepreneurship (Greenhaus & Beutell, 1985), strategies to keep identities separate
may be difficult. Over-performance of one entrepreneurial role identity may drive the
venture in one direction whereas performance of another identity may drive it in
different direction. For example, the over-performance of an ‘innovator’ role may lead
the venture towards a certain market or product development, and result in neglecting
other peripheral entrepreneurial roles that are important to develop ventures (e.g.,
organiser, facilitator, and communicator). Similarly, when reversed, the over-
performance of peripheral entrepreneurial roles may mean the venture is unable to

develop into certain markets or product offerings.

The other role management strategy proposed by Shepherd & Haynie (2009a) is
integration. This strategy enables role identities to be employed simultaneously
through frequent transitions or fusing together identities into an amorphous self
(Nippert-Eng, 1996). A family business, for example integrates the roles of running a
business with family responsibility which makes professional and personal roles more
synchronous. These strategies to managing roles, albeit across work and personal life,
can give good insight into how entrepreneurs can juggle the multiple roles needed
during new venture development. Having highly synchronous roles, and managing

non-synchronous roles effectively can shape the venture. Tension between work roles

8 |dentity boundaries are also acknowledged as influencing identity transition in the previous section of
this literature review.
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(e.g., artistic and economic roles in the cultural industries - Eikhof & Haunschild 2007)

can really effect the ability of ventures to develop.

2.9 Developing Research Questions

There is a need within entrepreneurial identity research to focus on the process of
identity change within the course of the entrepreneurial journey. The use of
longitudinal design will allow insight to emerge on how entrepreneurial role identities
develop at different places within the entrepreneurial journey and add to the venture
founding dominant literature. There is a need to understand how the entrepreneurial
identity progresses as the venture timeline develops. This addresses the need to
understand whether entrepreneurial identity is static and robust throughout the journey
(and whether this rigidity dictates the direction of the venture journey) or whether the
entrepreneurial identity is malleable and less indicative of the direction of the venture.
Therefore, the first research question is: how does the entrepreneurial identity evolve

throughout the entrepreneurial journey?

This will build on prior research that explores change in identity when transitioning
from a prior work role to an entrepreneurial founder role (Hoang & Gimeno, 2010),
by looking at the whole process and not just one identity change that occurs at one
place on the venture timeline. Cardon et al., (2009) theorise that different roles and
tasks will be prevalent at different stages of the entrepreneurial process. By exploring
the progression of identity throughout the venture journey, insight can be shed on this

and help shape support and strategy at various stages of development.

It is also important to understand how individuals attempt to manage changing roles.
There is a growing line of literature that suggests that there are multiple identities that
are enacted during the entrepreneurial process (Mathias 2014; Mathias & Williams
2014; Powell & Baker 2014; Shepherd & Haynie 2009). There is a gap in current
literature that explores how role enactment is sequenced and how this influences the
synergy that exists between role identities. It is not known how different identities are
performed in relation to one another and what impact this has on venture events.
Therefore, it is asked: how do entrepreneurs manage the performance of multiple role

identities?
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By exploring the nature of role enactment, and how this influences an entrepreneur’s
identity, our understanding of the nature of entrepreneurship can be advanced. Insights
can be given as to how entrepreneurs can effectively adopt and perform key
entrepreneurial roles and minimise stress, role overload and other negative effects on
identity. There is a need to understand how this can develop ventures. Little is known
about the formalisation of a role in a single owner-managed venture. Considering
entrepreneurs are thought to have a propensity to perform certain roles (Cardon et al.,
2009), and small ventures generally have no hierarchical structure or ability to clearly
divide activities amongst workers, entrepreneurs may form a hierarchy of their role
performance, based on identity salience (Stryker, 1968; Thoits, 1983). Therefore, the
management of role identity becomes extremely important for the venture
development and the subsequent ‘shredding’ of role identities (Mathias, 2014).
Understanding how these roles are managed, and how new roles are integrated into the
role management strategy could potentially have an impact on the development of a
venture. Inability to manage roles can lead to the ‘dark side’ of entrepreneurship

(Shepherd & Haynie, 2009a).

Lastly, there is a need within entrepreneurial identity literature to explore how identity
influences entrepreneurial behaviour. There is a need to study this at multiple levels of
analysis — individual identity changes and how this influences venture action. Studies,
such as Powell & Baker (2014) (who explore how identity influence strategic
response) and Mathias & Williams (2014) (who explore the influence of identity on
the selection of opportunity) have already offered insight into entrepreneurial identity
and venture action. However, there is a need to further this by looking at the long-term
effects of identity during the entrepreneurial journey. How does entrepreneurial
identity and venture action interplay? How does entrepreneurial identity change and
how does this influence the venture’s journey? Therefore, to address these gaps, it is
asked: what are the temporal and processual changes to entrepreneurial identity and

what relationship does this have with the venture?

This is important to explore as insight can be given into whether the construction of
identity can impact the direction that ventures take. In doing this, insight can be gained

and answers provided to important questions within entrepreneurship, such as why
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some ventures are able to grow and outperform others and why some entrepreneurs

pursue aggressive growth strategies whilst others do not.

2.10 Chapter Summary

This aim of this chapter was to highlight current identity contributions within the field
of entrepreneurship and management and identify research gaps in the current
collective knowledge. Current research has been analysed looking at the ontology and
general assumptions of entrepreneurial identity research. It has been acknowledged
that, following current contributions to the research area, it is important to understand
whether and how identity changes throughout the entrepreneurial journey. From this,
three succinct research questions have been asked which aim to advance our
understanding of entrepreneurship. In the next section of this thesis, the methods for

exploring these research questions are outlined.
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CHAPTER 3: METHODOLOGY

3.1 Chapter Overview

This chapter introduces the exploratory research approach undertaken for this study.
The methodology and philosophical assumptions that were employed are addressed.
This is done by, first, revisiting the aims and objectives of this study, stating the
research questions that were detailed in the previous chapter and highlighting the
nature of the research enquiry. Second, the philosophical context of the research is
explored, with focus on social constructionism. Third, the rationale for using social
constructionism as the meta-theory for this study, and the assumptions that this
approach decrees are presented. Fourth, the motivation for the research strategy that
this study adopts is provided. Fifth, the research design and sampling approach are
described. Sixth, the data collection methods and practices are shown. Finally, the

practices employed for analysing data are presented before the chapter is summarised.

3.2 Research Aim & Enquiry

3.2.1 Research Aim & Objectives

This study aims to explore how entrepreneurial identities change during new venture
development. From this, the study aims to develop theoretical insight into how the
changing entrepreneurial identity influences the venture. As highlighted in the

introductory chapter of this thesis, the objectives of this study are to:

1) Conduct a comprehensive and critical review of identity literature to
understand the research avenues that entrepreneurial researchers need to
explore and develop concise research questions that will extend the collective

knowledge of the field further.

2) Gain in-depth insights on entrepreneurial identities using a multiple case study

research strategy.
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3) To produce theoretical insight into any changes that entrepreneur’s experience

in their identities as they develop their ventures.

3.2.2 Research Questions

To meet these aims and objectives, this study asks three main research questions that
were formed at the end of the previous chapter:

a) How does the entrepreneurial identity evolve throughout the entrepreneurial journey?
b) How do entrepreneurs manage the performance of multiple role identities?

c) What are the temporal and processual changes to entrepreneurial identity and what

relationship does this have with the venture?

3.3 Research Enquiry

An interpretive enquiry is an appropriate line to take given the nature of these research
questions. This stance shows the world as socially constructed and understood by
examining the actors that are within it (Farquhar, 2012). This places the researcher as
an active agent in the construction of the world and allows them to view the world
through the eyes of individuals (Benton & Craib, 2001). The interaction and dialogue
between the researcher and participant is a key element of the interpretivist approach
as it allows for deeper meanings to be uncovered through co-creating findings
(Ponterotto, 2005).

Interpretivist approaches, such as social constructionism, are based on a belief that
humans interpret and attribute their own meanings to the world (Farquhar, 2012). This
differs from the positivist approach which views the world as sets of observable events
and discoverable patterns that can be objectively measured. Therefore, as inductive
logic generates theory from data; an interpretivist enquiry aligns with the research aims
of this study.
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3.4 Philosophical Context

3.4.1 Paradigmatic Context of Entrepreneurship Research

It is argued that entrepreneurship is without an established paradigm (Bygrave, 2007).
This is due to (a) the transdisciplinary nature of the subject — incorporating frameworks
from other disciplines, such as economics, psychology and sociology (Bygrave, 2007,
Ireland & Webb, 2007; Shane & Venkataraman, 2000); and (b) the relative infancy of
the subject in relation to the hard sciences (Bygrave, 1989, 2007). As a result, Bygrave
(1989), believes entrepreneurship borrows its research methodology from other fields,
such as mathematics and physics. Therefore, entrepreneurship enquiry has been
dominated by functionalism (Grant & Perren, 2002; Jennings, Perren, & Carter, 2005).
The functionalist paradigm views the world objectively and constructs a positivist
approach to understanding the system of entrepreneurship (Pittaway, 2005). This has
resulted in a concentration of research on observable facts, such as increases in
innovation, gross-domestic product, employment rates, and reduction in business

failures (Jennings et al., 2005).

Identity work cannot be accurately researched using the functionalist paradigm as it
does not allow research questions to penetrate the depths of the identity construction.
An identity encompasses the values, morals, goals and attitudes of an individual.
Whilst, objective measures can be used as proxies for social identity — e.g.,
membership of social groups or presence of role models — these measures do not
provide insight into why a subject identifies with these social groupings or how this

influences motivation and behaviour.

In the past decade or so, leading entrepreneurial scholars and journal editors have
called for research to be conducted beyond functionalism to encourage new debates,
theories and understandings of the entrepreneurship phenomenon (Jennings et al.,
2005). One such school of thought that has emerged in business research which
addresses the challenges of positivist is critical realism (post-positivism)(Farquhar,
2012). In the last decade or so, qualitative research that is informed by critical realism
has gathered some momentum within entrepreneurship, offering rich and ‘better’

stories to form sophisticated causal explanation (Blundel, 2007; Easton, 2010). Jones
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(2001), for example, combines realism with narrative to examine divergent strategies
of technology and content-driven entrepreneurs; and Bowey & Easton's (2003) use of
critical realism methodology to explain changes in social capital in relationships
between entrepreneurs and other actors. Critical realists view the world as socially

constructed, but not entirely — reality has a strong part to play (Farquhar, 2012).

This paradigm can offer frameworks in which social phenomenon can be critiqued and
build knowledge by challenging what we know. As a result, knowledge on the
institutional affects society has on the individual, and how this shapes the entrepreneur,
can be furthered. However, the critical realist paradigm, like the functionalist
paradigm, does not get to the roots of individual values and beliefs that construct the
notion of the self. This is because the paradigm believes reality is independent of our
beliefs. Whilst the identity of an entrepreneur can be moulded by institutional forces,

the construction and formation of identity is a unique journey for the individual.

Social constructionism is another approach that challenges the assumptions of
positivism. It allows the researcher to view the world as interrelated between the
individual, social phenomena and social contexts (Fletcher, 2006). Considering that
entrepreneurship is a collaborative social achievement between the interaction of
business owners and stakeholders (Downing, 2005), social constructionism can be an
insightful stance in which to explore individual and collective construction of

entrepreneurial identities.

3.4.2 Social Constructionism in Entrepreneurship & ldentity Research

Within entrepreneurship the social constructionist stance has presented some
interesting research enquiry. Fletcher (2006), for example, provides views on the social
construction of opportunity; Chell (2000) provides a model of the ‘opportunistic’
entrepreneur; and Downing (2005) provides insights into the co-production of
individual and collective identity and the organisation through narrative between
entrepreneurs and stakeholders. This approach is concerned with how individuals and
groups create and make sense of reality — which is a process of sense-making (Chell,
2000; Weick, 1995). Entrepreneurship can be regarded as a process. The entrepreneur

identifies ideas and opportunities within their social environment. Additionally, the
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business owner constructs their own identity through shared beliefs and patterns of
social behaviour, as well as the enactment of roles that are constructed within social
situations (Burke & Tully, 1977). Importantly, social constructionism argues that
entrepreneurship emerges with interaction between people, in a social context
(Lindgren & Packendorff, 2009). Therefore, the social constructionist views the
creation of entrepreneurial identity through the relationality between people’s actions
and their cultural, societal, economic and political situational context (Fletcher, 2006).

Exploring the entrepreneur’s journey of identity construction requires consideration of
the internal belief system, attitudes and motivations as well as social forces that shape
and mould the entrepreneur. Moreover, it is important to consider the individuals
perception of social forces that shapes their identity construction. These considerations
indicate that construction of entrepreneurial identity is a social phenomenon that
requires the individual to make sense of it. Social constructionism is a strong lens
through which to capture the intricacies of the entrepreneurial identity and can lead to
rich exploration of who entrepreneurs are and how they behave.

3.5 Research Paradigm

3.5.1 Research Paradigm: Social Constructionism

The selection of a paradigm is vital in grounding the ontological and epistemological
assumptions that this research builds on (Burrel & Morgan, 1979). As such, the
decision to select social constructionism as the paradigmatic stance for this study is
based on an investigation of the assumptions associated with various paradigms; and
the evaluation of each paradigm in relation to the research questions of this study.
From this investigation, table 5 emerged which highlights the ontological,
epistemological, logical, and methodological stances taken by certain paradigms in
entrepreneurship research. This allowed the researcher to select the paradigmatic

stance for this study, which is detailed in the next section.

It is important to note that there is often comparison between social constructionism
and social constructivism. Despite sharing similarities, they are not to be confused.

They are similar in that they share an ontological perspective — where reality is
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subjective and contextualised through social phenomena in social settings (Guba &
Lincoln, 1994). However, they differ in the epistemology. On one hand, social
constructionism is created in relation between people’s actions and their cultural,
societal, economic and political situational context (Fletcher, 2006). On the other hand,
social constructivism is created through a combination of individual cognitive

processes and the environment (Byrne, 2014; Steyaert, 2007).

3.5.2 Paradigmatic Assumptions

With the selection of a social constructionist paradigm certain assumptions about this

research are formed, these are detailed in the following sections.

Research Ontology

The research ontology relates to how the researcher’s reality is considered and
established. The social constructionist views reality as not absolutely true but ‘simply
more or less informed’ through social interaction and meaning (Guba & Lincoln, 1994:
p. 118). As such, reality is viewed as subjective and not fixed. This contrasts the
positivist and post-positivist notion of reality which is more objectively formed and is
therefore fixed outside the realm of social interaction. This is appropriate for this study
as role identities are constructed through interaction between agents and the
subsequent meanings that are given to them through this practice. Without this

interaction, a role identity would not exist.

Research Epistemology

The research epistemology reflects the broader set of beliefs about how the researcher
acquired knowledge about reality. The social constructionist believes that the interests
of people drives knowledge creation through developing explanations of reality which
generates a more rounded understanding (Easterby-Smith, Thorpe, & Lowe, 2001).
This differs from the perspective of the positivist who thinks the interest of people is
secondary to objective forces that drive reality and the critical realist who thinks
knowledge is created by social conditioning and cannot be understood without social
actors (Farquhar, 2012)
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Table 6: A Comparison of Research Paradigms

of our subjective experience (Lincoln &
Guba, 2000)

Reality is independent of our beliefs and is
differentiated and stratified (Benton &
Craib, 2001)

Paradigm Positivism Critical Realism Social Constructionism
Naive Realism — ‘real’ reality, but Critical realism — ‘real reality’ but only Relativist — reality is created by people
apprehensible. imperfectly and probabilistically and not objective and external forces
The world is objective and independent | @pprehensible (Lincoln & Guba, 2000) (Easterby-Smith et al., 2001)

Ontology

Epistemology

Obijectivist — findings are true (Lincoln &
Guba, 2000)

The world is knowable, and this

knowledge is communicable between
agents (Easterby-Smith et al., 2001)

Obijectivist with critical tradition — findings
are probably true (Lincoln & Guba, 2000)

Knowledge of reality is a result of social
conditioning and cannot be understood
independently of social actors (Farquhar,
2012)

Subjective — not fixed (Easterby-
Smith, Thorpe, & Lowe, 2008)

No unigue or independent reality;
reality is constructed through human
interaction and meaning (Guba &
Lincoln, 1994)

Reasoning

Deductive

Retroductive

Inductive

Methodology

Experimental and manipulative.
Hypothesis verification of large samples
(Easterby-Smith et al., 2001; Lincoln &
Guba, 2000)

Reductionist

Modified experimental and manipulative.
Falsifying hypothesis through either
quantitative or qualitative data sets (Lincoln
& Guba, 2000)

Small, non-probabilistic samples
investigated over time (Easterby-Smith
et al., 2001)

Holistic

~77 ~




The social constructionist approach is appropriate for this study as the aims of this
research is to understand complex social constructions of identity. Each business
owner is unique and will develop different role identities. Despite there being overlap
between each owner, the performance of a role will be up to the interpretation of the
business owner. As such, these can’t be measured objectively as the positivist or

critical realist stance would like.

Research Logic

Research logic is the reasoning behind the shape that research takes. Social
constructionists will typical take an inductive approach to research. That is, the
researcher aims to generate theory from data by exploring patterns that emerge
(Farquhar, 2012; Maylor & Blackmon, 2005). As such, the research questions in
inductive studies will be framed in terms of a lack in prior knowledge about the
phenomenon, with the aim being to then understand and explore (Eisenhardt &
Graebner, 2007; Farquhar, 2012). This perspective contrasts the positivist who is more
likely to take a deductive approach®. The deductive approach follows a process where
a theory or framework is developed and then tested (Collins & Hussey, 2009;

Farquhar, 2012). As such, research questions look to ‘test’ certain theories.

At the end of the literature review section in this thesis, a conceptual overview
summarising current knowledge was presented and not a deductive theoretical
framework. This aligns with the exploratory, and open research questions that this
thesis presents. The purpose of the literature review was not to generate theory, but to
highlight gaps in the research field. The conceptual overview was used to guide the
inquiry of this study, which is acceptable in inductive studies (Mitchell, 2014). As the
creation and evolution of role identities throughout the entrepreneurial process has
only been studied to a limited extent, the research questions of this study aim to dive
deeper into this phenomenon. As such, the research logic follows an inductive
approach, aiming to induce theory from the data.

® This also differs from the critical realist approach which is thought to be ‘retroductive’ (Biniari, 2007;
Reed, 2005).
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Research Methodology

Within a research paradigm there will be certain assumptions about the methodologies
that can be undertaken. Social constructionists will use interpretivist means to capture
data, using small samples to generate in-depth insights (Easterby-Smith et al., 2001).
To capture in-depth information, designs can be longitudinal and look at processes
over periods of time. On the other hand, positivist methodology tends to be
quantitatively driven, with large samples used to test hypothesis (Easterby-Smith et
al., 2001). In line with the assumptions of social constructionism and the aim of this
study, in-depth exploration of role identity formation and evolution is needed in the
data collection. Theory needs to be built to understand this phenomenon, which cannot
be done by testing a prior hypothesis.

3.5.3 Summary of Philosophical Assumptions

From the investigation of the paradigmatic context of research within entrepreneurship
and identity research, as well as a comparison between different potential pragmatic
stances certain philosophical assumptions for this study have come to light. These are

detailed in table 6, and will be bought forward into the research design.

Table 7: Summary of Philosophical Assumptions for this Study

Entrepreneurial role identities are constructed through the
Research Ontology | interpretation of social meaning and interaction — without this
interaction they do not exist.

The performance of a role identity is the interpretation of the
business owner — as such, they can’t be measured or observed
objectively.

Research
Epistemology

Theory on entrepreneurial role identities is induced — there is no

Research Logic - o
g objective measure of identity that can be tested.

Research Knowledge on role identities is constructed through in-depth
Methodology longitudinal studies.
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3.6 Research Strategy

Given the aims, objectives and philosophical stance of this research, a qualitative
research approach will be taken. This is despite the fact that quantitative studies are
predominant within entrepreneurship research — with many identity researchers
favouring quantitative samples; for example, Hoang & Gimeno (2010); Johnson &
Lord (2010); Miller, Le Breton-Miller, & Lester (2011); Morris (2013); Murnieks,
Mosakowski, & Cardon (2012); Murnieks & Mosakowski (2007). This quantitative
predominance, however, limits the level of depth and analysis a research enquiry can
reach (Wilson, 2006). Within identity research, qualitative studies have provided
insight and theory into entrepreneurial identities; for example Fauchart & Gruber
(2011) study on entrepreneurial social identities motivating owners and founders;
Powell & Baker (2014) insights into founder identities; and Mathias & Williams
(2014) looking at how role identity effects the selection of opportunity. It is important
for the field to continue to develop our knowledge of entrepreneurial identities by
utilising the richness that emerges from qualitative approaches. This study adheres to
this need.

3.6.1 Advantages of Qualitative Approaches

By adopting a qualitative approach this study will benefit from a number of
advantages, as highlighted by Denzin & Lincoln (1984, 2005) and Patton (2002):

a) It is acceptable within the boundaries of an interpretivist enquiry.

b) It can utilise several different interpretivist techniques that can help a

researcher explore and understand a phenomenon.
c) Itcan apply to a range of methods as it does not favour a specific practice.
d) Itallows for in-depth insights into phenomena to emerge.

e) It allows the researcher to cast widely when exploring factors which make up

the phenomena.

These advantages are important for the nature of this study which aims to explore

entrepreneurial identities — a socially constructed phenomenon. This approach will
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allow the researcher to focus on the unique way people interact in situations (Patton,

2002); with the aim of reaching theoretical generalisation (Yin, 2009).

A qualitative research approach will enable the researcher to reach the goals of the
study. Qualitative studies allow researchers to go and explore social phenomena in
depth and gather novel insights that can explain change and formation. This approach
allows the researcher to ask certain types of questions that explore values, beliefs and
motivations that are unable to be asked with a quantitative research design.

The questions that the researcher asks, look to answer how entrepreneurial identities
are shaped over time, why this is and how this influences the entrepreneurial journey.
Answering process-orientated questions points to a qualitative approach (Mathias,
2014). The qualitative approach will allow novel theoretical insights regarding the
construction of entrepreneurial identity over time to emerge - enabling the researcher
to go into depth with data collection and build new theory as opposed to testing

existing theory.

A major gap in the extant literature is the use of longitudinal research design to explore
how entrepreneurial identities are shaped over time — a qualitative approach can add
value by addressing this. EXxisting studies that have looked to track identity
construction over time have taken qualitative approaches and have generated some
interesting theory into entrepreneurial role identities that would not have been possible
with quantitative research designs (e.g., Mathias, 2014; Powell & Baker, 2014).
Considering the current state of literature, an inductive, qualitative research design

appears to exhibit a good ‘methodological fit’ (Edmondson & McManus, 2007).

3.6.2 Limitations of Qualitative Approaches

Critiques of the qualitative approach stress that a lack of repetition in data collection
can limit the rigour and generalisation of data collection. Furthermore, as the analysis
of the data is subject to the interpretation of the researcher (as opposed to the objective
nature of statistical techniques), this approach has been criticised for allowing the
biased views of the researcher to manipulate findings in relation to the phenomenon.

These three main limitations, which can reduce the reliability and credibility of the
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research method, must have efforts made to combat this. Table 7 summaries these

limitations and the combative actions taken in this study to navigate these.

Table 8: Limitations of Qualitative Approaches and Combative Actions Taken

Limitation | Rigour Generalisation Biases
Lack of rigour involved Provides narrow Subjective
with low samples and theory that provides interpretation of the
Critici data collection methods. | little basis for data (Easterby-Smith
riticism e
scientific etal., 2001)
generalisation (Yin,
2003).
The technique of To expand and Acknowledge biases
triangulation to ensure generalise theory and | as feature which must
robustness, detail and aid | not to generate be explained and
understanding of statistical addressed (Farquhar,
phenomenon (Stake, generalisations (Yin, 2012)
Combative | 2000) 2009)
Action | The use of multiple case
studies to support the
development of
replication logic
(Eisenhardt & Graebner,
2007)

3.7 Research Design

One of the main advantages of qualitative studies is the large amount of research
methods that are available to the researcher. However, given the interpretivist,
inductive, qualitative and exploratory nature of the research enquiry, with an aim to
understand complex social phenomena (entrepreneurial role identities), the most
appropriate method for this study is case study research (Stake, 2000). Case study
research has been used in entrepreneurship and management before to develop insight
into identity. Powell & Baker (2014) used multiple cases to generate theory on venture
founder’s identity during adversity. Similarly, Corley & Gioia (2004) used a case study
to examine identity in a corporate spin-off. In both examples, the case study research
allowed data collection to provide deep and meaningful insights into identity.
Importantly, both these examples studied identity change over time, and were

longitudinal in nature. The aim of this study is to use time to understand how
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entrepreneurial identities change and how this influences the venture journey. Having
a small sample of in-depth cases allows the researcher to track process over time which
would be more of a struggle with larger data sets.

3.7.1 A Process-based Research Design

To study the theme of change and development within social sciences process data is
more beneficial than cross-sectional data. Process research is concerned with
understanding how phenomena evolve over time and why they evolve in this way (Van
De Ven & Huber, 1990). There are several process theories that explain how and why
change unfolds in social domains. To guide the research approach elements of both
evolutionary and dialectic motors of change can be used.

The evolution model sees a progression of variation, selection and retention. This is a
response to environmental pressures and competition for survival. Van De Ven &
Poole (1995) explain that evolution is a ‘recurrent, cumulative and probabilistic
progression.” The process is continuous with the survival of the overall population as
the motor that drives the change. Therefore, which entity survives and which do not
are not predictable. The evolutionary model operates on multiple entities and have no
meaning at the level of the individual entity. It operates on a constructive modality —
that is, it generates unpredictable and novel forms. With regards to describing
entrepreneurial identity change, it is important to adopt a research design that allows

the researcher to gauge which identities are selected and retained by the entrepreneur.

The dialectical model of change assumes the principle that there are competing forces
at play, internal or external that engage in conflict. Van De Ven & Poole (1995)
describe the change as occurring when the opposing forces ‘confront and engage the
status quo.’ Stability is achieved when there is a ‘balance of power’ between the
competing entities. This process shows that there is a thesis which is challenged by an
opposing entity (anti-thesis) which creates conflict. The two entities synthesise and,
over time, becomes the new thesis. Van De Ven & Poole (1995) emphasise that the
dialectical conflicts do not have to synthesise by balancing power. Either the thesis can
maintain power to supress the anti-thesis, or the anti-thesis can over-power the thesis

and replace the status quo. The dialectical model operates on multiple entities and
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require at least two entities to act as thesis and anti-thesis. It operates on a constructive
modality — that is, it generates unpredictable and novel forms. Considering there are
numerous challenges involved with adopting identity (including identity conflict) the
research design needed to be able to capture potential conflicts between competing

identities and how these were resolved by the entrepreneur.

The qualitative process approach is made up on a continuum rather than a hierarchy or
a clear classification and can deal with the evolution of relationships between people
or with the cognition or emotion of individuals as they interpret and react to events
(Isabella, 1990). Therefore, process-based research is typically longitudinal and
qualitative in nature and utilises data from several sources to present a sequence of
events that transpire over a period. The research questions of this study can only be
addressed by using a process-based research design. This is due to the premise that
identities are only temporary stabilisations along an evolutionary path (Simpson &
Carroll, 2008).

Over a period, a business owner will face many different events, interactions and
strategic choices that can define their identity as an entrepreneur. Understanding
patterns in these events is crucial to developing theory. To collect this data, the
research design must be able capture these events. This must be done through
collecting both historical data and real-time data. The multiple case study research

design allows the researcher to do this.

3.7.2 Case Study Research

There are a number of advantages of case study research which makes it an appropriate
method for collecting data for this study. First, the case study approach supports the
nature and character of the study. The nature of this study is exploratory with questions
pertaining to how identities are constructed. Multiple case study research strategy is
generally believed to be an effective method for this type of research as it allows the
researcher to explore social phenomena in detail (Yin, 1994, 2003a, 2003b).

Second, the case study approach will allow the researcher to put the entrepreneur’s
identity under the microscope. Identity construction is a complex phenomenon which

requires researchers to explore the roots of people’s values, beliefs, motives and
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attitudes. Case study research has a restricted scope which allows for a concentrated
focus on the entrepreneur. Using case studies can facilitate the in-depth understanding
that is needed to explore these complexities.

This research strategy has been previously used to study identity changes in both
studies on entrepreneurial identity and organisational identity. Tracey & Phillips
(2016), for example, use an in-depth case study of a social enterprise to explore the
effects stigmatization has on organisational identity change. The researchers were able
to seamlessly synthesise multiple sources of data — formal interviews, field diaries,
print media and internal documents — to create an in-depth overall understanding of

the case from which to induce theory.

Third, using a multiple case study approach will allow for collection on the
idiosyncratic as well as shared experiences across cases to emerge. The case study
approach employed by Tracey & Phillips (2016) allowed for idiosyncratic insight to
emerge that were distinct and unique to their case enabling them to look beyond
commonality when theorising. This would perhaps not have been possible with other
data collection strategies. Therefore, using a case study approach will encourage

insight to emerge on both unique and shared aspects of identity construction.

Fourth, the case study approach allows the researcher to easily facilitate and track
events across time. This approach can collect information on the past, present and
future. Using archives, print media and retrospective interviews can provide accounts
of past events. Real-time data can be collected using various techniques and the
entrepreneur can be probed on future predictions in interviews. This will give a holistic
overview of the entrepreneurial journey and meet research calls for longitudinal

research designs (e.g., Hoang & Gimeno, 2010; Murnieks et al., 2014).

Finally, case studies can facilitate rich conceptual development and are analytical tools
for theory building (Eisenhardt, 1989). Case studies allow existing theories to be
bought up against complex new phenomenon to generate new ideas and research
direction — e.g., Yin’s approach to case study research (Yin, 2003b). They also have
the capacity for inductive exploratory work with limited acknowledgement of extant
theories in generating new ideas — e.g., Gioia’s approach to case study research (Gioia
etal., 2012).
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Despite the appropriateness of the methodology for this research there are several
limitations of the approach which must be acknowledged. Case study research has
come under scrutiny for lacking rigour and for producing narrow theory that isn’t
generalisable (Farquhar, 2012; Gioia et al., 2012; Yin, 2003) — like the criticism that
is directed at qualitative researchers (see previous section). There is cause for concern
when it comes to the external validity and generalisation of case study research (Dul
& Hak, 2008). Yin (2013) also highlights the concerns of confusing case studies with
teaching cases and the comparative advantages of case studies in relation to other
research methods. By analysing these concerns, the researcher can take combative
actions to address these issues to ensure the reliability of results. Table 8 shows the
concerns of case study research and actions that were taken to combat this.

Table 9: Concerns with Case Study Research & Combative Actions Taken

Concern Combative Action

Case study research lacks rigour | The researcher can ensure that rigour is achieved
(Farquhar, 2012; Yin, 2003) through a “consistent and coherent research design,
where the philosophical approach is stated at the
beginning, an appropriate research strategy is
adopted, data collection and analysis follow research
methods, and protocols and justification for each
phase of the research are provided.” (Farquhar, 2012:

p. 10)
How can you generalise from a The findings from cases are “generalizable to
few cases? Is the subset of cases theoretical propositions and not populations.”
representative for the larger (analytic generalisation) (Yin, 2013: p. 21)

group? (External validity) (Dul &

Hak, 2008: Farquhar, 2012: Yin, The researcher can replicate findings through utilising

multiple case studies. (Farquhar, 2012)

2013)

Have case study materials been In research this is ‘strictly forbidden’ and the

altered to demonstrate points researcher reports all evidence fairly, by following
more effectively? (Yin, 2013) appropriate practice guidelines. (Yin, 2013)

What is the comparative This research aims to answer the ‘how’ and ‘why’
advantage in contrast to other questions that quantitative scholars are limited in their

research methods? (Yin, 2013) ability to explain. (Yin, 2013)

Case study methods allow the research to explore the
evolutionary nature of identity through longitudinal
analysis.
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3.8 Sampling Approach

To select participants for this study a theoretical sampling approach was used. This
approach aims to collect data to generate theory, which is typically developed as it
emerges during data collection. As such, it relies on the judgement of the researcher
who will take certain assumptions about the grouping (Eisenhardt, 1989; Wilson,
2006). This approach means that the data collected is indicative rather than definitive
which means that it does not wholly represent the population of interest. However, this
is not the goal. The selection ensures that the phenomenon of interest is observable
within the sample. Typically, it is recommended that between six and ten cases are

used for multiple-case study designs (Yin, 2003a).

As the aim of the study was to capture identity change during new venture
development, the unit of analysis for this study was the business owner/founder.
However, selecting a sample was not without its challenges. For instance, it is
considered difficult to distinguish between the entrepreneur and their businesses
identity (Bygrave, 1989; Cardon et al., 2009). Therefore, the researcher had to ensure
that each case had strong individual identities that were distinguishable from their
business identity. It is suggested that a sampling strategy strengthens the rationale for
case selection within case study research and was used to combat these challenges
(Stake, 2000).

The initial sampling strategy was to take two different sector contexts in which
business and non-business identities overlapped. Theorising across multiple contexts
would allow the researcher to ensure the generalisability of findings (Yin, 2003a). Two
sectors were chosen which had established institutes that would (in theory) make
sourcing participants that would fit well into the study easier — technology and arts.
The Glasgow School of Art and Strathclyde University Incubator were chosen as the
sources of participants for this study. From Glasgow School of Art, immediately three
case studies expressed interest in co-operating with the research. However, as sourcing
participants from the Strathclyde University Incubator proved difficult, a second
institute was selected that could lead to technology participants. Rookie Oven is a co-
work space for tech start-ups and through initial contact, three cases were identified.

However, shortly after the first interview with companies from Rookie Oven, one
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dropped out from the study and another business stopped running. At this point, a

change in the sampling approach was taken by the researcher.

The researcher decided to focus on one sector context, the arts, as initial contact with
participants was providing interesting insights. The scope for sourcing participants was
then expanded to (a) make finding participants for the study easier and (b) make
theorising more generalisable. This was done by selecting candidates who had (a)
graduated from art school so had higher education degree within an arts discipline (not
just Glasgow School of Art) and (b) were active members within the Glasgow arts
community by being involved with various arts organisation and frequenting various
events in the community. The latter ensured that collecting data from participants was
not unnecessarily challenged by distance between researcher and participant.

This presented the researcher with the challenge of finding cases that fitted the frame
of the study (new venture development from an arts school background). After all, one
of the defining features of entrepreneurship is its uniqueness, with huge amounts of
diversity existing amongst entrepreneurs (Cardon et al., 2009). As such, a snowballing
approach was used among gatekeepers and participants. The process for selecting

cases was as follows:

1) In consultation with entrepreneurial literature, and the development of research
questions, homogenous aspects of the sample were decided. They were:

a. Each business owner/founder must have a core or strong identity
other than that of an entrepreneur. This was ensured by selected

art graduates who were business owners.

b. Each business owner/founder’s venture must be at least three
years old. That was so each case had a long enough time period
so the researcher could gauge identity change. It was thought that
ventures that were too young would not have as many events and
actions that could shape identity and venture development.
Likewise, it was thought ventures that were too old would not be
able to give clear retrospective accounts of the journey in enough
detail for the researcher to gauge the causes and triggers of

identity change. As a result, each case had, successfully navigated
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the trials and tribulations of start-up, had financial sustainability
for the foreseeable future and have a solid foothold in their

market.

2) In consultation with two gatekeepers who had strong networks within the arts
community a pool of potential business owner/founders was identified. From
this, two cases emerged from gatekeeper two. Gatekeeper one put the researcher
in contact with a group of potential cases; however, access to these entrepreneurs

proved difficult which spawned the change in sampling approach.

3) Through an initial analysis of these three cases, new insights were still emerging
and it was clear that theoretical saturation had not been met. Another gatekeeper
was used, which granted access to a further four participants. One of these cases
was a partnership, and after initial contact and the first interview, this partnership

was considered as one case.

4) After the initial contact and period of data collection, the researcher felt

theoretical saturation had been reached and no new cases needed to be identified.

5) Using 3 gatekeepers and sn