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Introduction  
Despite existing in various forms all over the world for a longer period of time, we haven’t 
begun to study Social Entrepreneurship (SE) as a separate field until relatively recently. 
Social Enterprises are an attractive format for companies and consumer alike, especially in 
the times we are living in where social and environmental awareness are growing all the time. 
Social enterprises are often characterised by their goals for dual value creation: social and 
commercial. This means that their products and services are often aimed at consumers with 
high ethical and social concerns. Products produced by social enterprises invite consumers to 
be their best selves. Because these products often carry higher price points than mass 
produced, commercial products, social entrepreneurs have a challenge to communicate the 
value of their products and the positive impact their purchase has on ‘beneficiaries’.  
 The work of Social Enterprises should be differentiated from the efforts of 
commercial enterprises and limited companies to engage in corporate social responsibility 
(CSR). While CSR often operates on the side-lines of the business, and in compliance with 
CSR standards, social enterprises engage in social value creation as part of their core 
business- it is their reason for existing.  
 The purpose of this report is to gain a greater understanding and insight into the world 
of Social Entrepreneurship, the social entrepreneurs who operate in the field, and the 
consumer and beneficiaries of their operations. In order to achieve this, this report lays out 
six chapters on different themes within the field of Social Entrepreneurship. We delve into 
each chapter, beginning with an analysis of some of the extant literature, before laying out 
some findings from different practitioners, as well as the founder of an existing social 
enterprise- UnikBlends, Christy Aikhorin. This is followed with an analysis and discussion of 
the findings, and a concluding remark. Each chapter has a specific immersion question 
pertaining to a particular aspect of the literature, identifying a gap and/or interesting avenue 
for analysis.  
 The first chapter looks into different definitions of Social Entrepreneurship, focusing 
on the concepts of value creation and capture, and how social entrepreneurs can successfully 
achieve a balance between this. The second chapter investigates the motivations of social 
entrepreneurs and the reasons behind their engagement with the field, and more specifically 
how this is affected by their previous experiences and knowledge. Chapter three of this report 
is about the often effectual nature of SE, and analyses the extent to which UnikBlends and 
other SE’s fit this form of logic. Chapter four reports on the topic of hybridisation and makes 
use of an extensive panel discussion on the topic, as well as practical findings. The 
penultimate chapter of this report analyses the impact of SE’s and the possible avenues for 
measuring their impact, as well as the relative necessity for doing so. The final chapter delves 
into how SE’s can scale their impact and reach a larger pool of beneficiaries, or their current 
beneficiaries better. Finally, we conclude with a discussion of the most interesting findings, 
and their implications.  
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Method  
The practical findings of this study are based on a case study of an existing SE- UnikBlends, 
pictured below in figure 1 is the founder- Christy Aikhorin. The mission of UnikBlends is 
multifaceted, it includes improving the lives of women in Africa by providing employment, 
protecting the environment by using recycled fabrics, preserving traditional African dying 
and pattern making techniques, promoting the use of colour and African patterns and fabrics, 
and raising awareness of the (un)sustainable impact of our clothes and the fashion industry in 
general.  

UnikBlends was founded and registered four years ago (registration number: 
65393821). It has been growing slowly and steadily ever since and continues to grow through 
the vision and actions of the founder. Christy currently runs UnikBlends besides her day job 
but hopes that it will one day be a full-time endeavour that can sustain both itself, her family, 
and more employees. Besides this, she is also an advocate of women connecting with each 
other to encourage one another in their professional and entrepreneurial lives. This can be 
seen through her involvement with the initiative SheSustains, as well as the Women’s 
Business Network of Erasmus University in Rotterdam.  

UnikBlends is deeply personal to Christy since it incorporates both elements of her 
Nigerian background, as well as a period of illness that lead her to study sustainability and 
ultimately start UnikBlends. In order to gain insight about UnikBlends as an SE, we carried 
out a series of six semi-structured interviews lasting roughly 30 minutes each. The notes from 
these interviews can be found in the appendices.  
 
Figure 1: Founder of UnikBlends; Christy Aikhorin 
 
 
 
 
 
 
 
 
 
 
 
 
      
      
      
 
 
 
 
“Captured in the photo are our UnikBlazers. The fabric is called batik which is one of West 
Africa indigenous fabric. We wish to preserve the art of making these dyed fabric, made 
through a slow process and as much as possible makes use of natural based materials 
sourced locally by transforming them into modern wears for today's woman.“  
Source: Christy Aikhorin, personal communication, 2019 
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Chapter 1: Definition 
1.1 Introduction  

Definitions of Social Entrepreneurship (SE) are multitudinous and wide reaching. 
Being at a relatively new concept at the intersection of multiple fields leaves SE open to 
conceptual interpretation. In this chapter we explore what it means to be a social enterprise, 
and consequently what it means to be a social entrepreneur. Moreover, we explore why (or if) 
it is important to define the concept of SE at all.  

      
1.2 Literature Review 

Despite existing as a phenomenon for an indeterminately long period of time, the 
phrase Social Entrepreneurship has only been used for the last thirty or so years (Choi & 
Majumdar, 2014). During this period there has been a general lack of consensus with regards 
to a positive definition of SE. One of the problems with this, in a practical sense, is that 
Social Enterprises cannot have their own widely recognised or legal form unless there is an 
agreed upon criteria for them to meet.  

Choi & Majumdar (2014) argue that the reason why it is so difficult to find a 
universal definition of SE is because it is an Essentially Contested Concept. This means that 
there can be no agreement about the proper use of the concept and therefore it will be 
disputed endlessly. Furthermore, they believe that since everyone agreeing on a universal 
definition in the future is highly unlikely, or even impossible, they propose to remedy the 
issue by conceptualising SE as a Cluster Concept (Choi & Majumdar, 2014). In line with 
much of the other literature on the topic, Choi & Majumdar (2014) see “Social Value 
Creation” as a prerequisite for being defined as an SE. One of the issues with this is that 
Social Value Creation in itself is not a fully agreed upon concept. Furthermore, this also 
raises the question of how much value needs to be created, and how do we measure impact in 
order to classify someone as an SE. Insights on the former are offered by findings laid out 
later in the chapter, the latter is discussed further in chapter five of this report.  

Central to the concept of Social Entrepreneurship are the concepts of value creation 
and capture. These topics are well reported in the literature and discussed in detail by Santos 
(2012) in his paper A Positive Theory of Social Entrepreneurship. The literature posits that 
social entrepreneurs are necessarily driven by a motivation to create societal value rather than 
appropriating profit for themselves (Santos, 2012). It follows that part of being an SE is to 
maintain this societal drive to address neglected problems in society through social value 
creation, while satisficing on value capture. It is well understood that in order to continue to 
create any value whatsoever, one must also learn how to survive in the greater environment, 
competitively, as well as socially and financially.  
  
1.3 Immersion Question  

The discussion in the literature on value creation and capture begs the question: 
How does one maintain the delicate balance between value creation for social purpose and 

value capture for survival? 
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1.4 Guest Lecture Findings  
Social Enterprise NL qualifies enterprises as SE’s when they are “at a minimum 50% 
financially dependent” on trade or other forms of value exchange that are not donations or 
subsidies (see appendix 1.1). However, Social Enterprise NL is relatively strict in this regard. 
Various legal organisational forms constitute what many would deem SE’s, yet they define 
SE in a way that could lead them to fall short of the standard set by Social Enterprise NL. For 
example, Community Interest Companies (CICs) in the UK are an accepted organisational 
form, however their requirements are rather laxer, and somewhat vague. CICs require an 
“asset lock” meaning that they legally promise to only use their assets for social objectives 
and limit pay-outs to shareholders (“Setting up a social enterprise,” n.d.). This leaves room 
for them to be sustained by other means, while their value capture and trade activities account 
for less than 50%. However, the concept of limiting pay-outs to shareholders is also in line 
with SENL’s definition of an SE as “an operator in the social economy whose main objective 
is to have a social impact rather than to make a profit for their owners or shareholders” (see 
appendix 1.1). In order to accept new members, SENL looks at quantitative factors such as 
how financially dependent the enterprise is on trade, but also talks personally to the 
entrepreneurs to understand the direction they are heading in, and how this relates to their 
social value creation goals. This is the “softer”, more human side of the social entrepreneur 
whereby they are understood as changemakers with strong reasoning behind their social 
ambitions (see appendix 1.1).  

Through the different elements of the Code of SENL, it can be observed that they 
require their SE’s to have a balance between value creation and value capture. The value 
creation element can be seen through Principle 1 of the Code- that the social mission is in the 
articles of association. While value capture is mainly seen through the analysis of their 
financials in Principle 3 (see appendix 1.1 for a brief description of the principles).  
 
1.5 Practical Findings  
In my interview with Christy Aikhorin, founder of UnikBlends, I found that she was very 
much in line with SENL’s idea of a social entrepreneur who puts their societal impact at the 
top of their agenda. When asked how she managed to balance value creation for impact and 
value capture for survival she was adamant that value creation comes first for her (see 
appendix 1.2). However, UnikBlends is not financially sustainable in its current form. One of 
the reasons for this is that Christy has a very slow and steady approach. Besides UnikBlends, 
she also has a successful career in the oil and gas sector. Since hearing that the goal for a 
commercial enterprise is often to become profitable in 3-5 years, Christy has chosen to give 
UnikBlends double the time to grow into this (6-10 years). Currently in its 3rd year of 
existence, UnikBlends is currently focusing on growing the concept and awareness of 
sustainable style, as well as growing its customer base and supplier relationships. This focus 
on the value creation side of the enterprise is also heavily linked to its conception as a 
personally “creative and energetic outlet” for the founder (see appendix 1.2).  
 Despite being primarily focused on value creation at the current moment, Christy also 
noted her awareness that being profitable would allow her to have a bigger impact, and thus 
value capture is indeed something she needs to focus on more. However, she is also of the 
belief that “if you’re really serving a societal need – then the profit should come” (see 
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appendix 1.2). Regardless of how much value UnikBlends is currently capturing, Christy’s 
intentions and attitudes towards her enterprise and its goals are undoubtably well-matched 
with the recurring theme of social value creation from the literature. Matching this with a 
greater degree of value capture would lead to financial sustainability of the enterprise in the 
future.  
 
1.6 Analysis & Discussion 
My findings on the subject of SE definitions display somewhat of a continuum from the most 
theoretical and idealistic concepts laid out in the literature, to the tough but relatively more 
realistic requirements of Social Enterprise NL for a real, practical, and recognised form of 
Social Entrepreneurship. Finally, we come to an understanding of what it’s really like to be in 
the early phases of SE. In UnikBlends we see the real-life, practical outworking of life as a 
social entrepreneur. While some entrepreneurs are able to dive in head first and work full 
time on their enterprises, Christy takes a relatively slower and more thoughtful approach, and 
combines her enterprise with a full-time career.  
 If UnikBlends wanted to become a member of the Code, there would be a lot of work 
required to meet their five principles and ultimately be accepted (see appendix 1.1). It is easy 
to see Christy’s high intrinsic motivation and passion for social value creation, as well as how 
this is manifested through the actions of her enterprise. However, as with some other SEs, she 
doesn’t see such accreditations as valuable to her, at least in her current phase (see appendix 
2.2). It would require a lot of time invested and hoops to jump through. Coupled with the 
question over added value, this is enough to deter consideration of joining the Code.  
 One thing that wasn’t discussed very much in the literature, nor by SENL, was the 
idea of Social Entrepreneurship as a journey, rather than an absolute state of being (see 
appendix 1.2). This emerged from my discussion with Christy Aikhorin and her description 
of how she is on a journey of social entrepreneurship and self-awareness (see appendix 1.2). 
This relates to both her enterprise, it’s actions, and herself as a social entrepreneur. In 
addition to being financially sustainable, understanding these elements and how they fit into 
society is essential for the survival and success of UnikBlends.  
 There is also somewhat of a disconnect between how important it is for the field and 
research of social entrepreneurship to have a concrete and agreed upon definition of SE, and 
the importance for practitioners. For some, they see membership of the Code as very positive 
and therefore defining SE can be of use to them. However, for enterprises like UnikBlends 
that do not see the value in these kinds of accreditations, defining SE would be merely an 
exercise in semantics and would have no real, tangible impact on the way they go about their 
business.  
      
1.7 Conclusion  
In conclusion, there are different groups in the SE sphere that place different amounts of 
importance on defining social entrepreneurship. Even if all actors would place the same 
importance on this matter it is infinitely unlikely that they could all agree. This is seen in both 
the literature, as well as the existence of different legal forms with different requirements for 
recognition. Despite this, the need for value creation and capture is somewhat of a common 
ground across domains and something which SEs will always need to strive to balance.  
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Chapter 2: Motivation 
2.1 Introduction 
Much like social entrepreneurship itself, motivation is a multifaceted concept. Social 
entrepreneurs find motivation from a variety of sources including, but not limited to, events 
in their personal lives, challenges or inspirations from their careers, and passion for creating 
positive changes in the world. In this chapter we explore why someone would want to set up 
an SE and how they are driven towards their goals.  
      
2.2 Literature Review 
In their article Exploring the Motivation of Nascent Social Entrepreneurs, Germak & 
Robinson (2014) explain the hybrid and multifaceted concept of motivation. Many of the 
elements of SE motivation described are not by any means unique to social entrepreneurs but 
could also be applied to commercial entrepreneurs. For example, the concept of personal 
fulfilment is one that can be easily applied in both domains. However, SE is assumed in this 
case to be distinct from commercial entrepreneurs, mainly due to their pursuit of a double, or 
even triple, bottom line (Germak & Robinson, 2014).  
 One of the more striking findings of Germak & Robinson (2014) is the “nonmonetary 
focus” of nascent SEs. It would not be unusual for SEs to focus more on the social than the 
monetary side of their enterprises, however some degree of focus on finances is required in 
order to survive, as discussed in chapter one. However, one should be hesitant in applying 
these findings to the wider field due to the nature of the study as one based on relatively few 
interviews (16), confirmation bias, and unclear presentation of seemingly mismatched quotes.  
 Miller et al., (2012) explore a somewhat narrower motivational theory for SE, which 
works through other-orientation (or possibly “warm-glow”), leading to compassion and 
subsequent action in the form of social entrepreneurship. In addition to the causal mechanism 
of compassion, Miller et al., (2012) also describe the concepts of moral and pragmatic 
legitimacy. The former being the cultural acceptance and evaluations of the effectiveness of 
SEs in society, and the latter being the degree to which other organisations understand the 
value of SE. On the one hand, failing to be seen as legitimate in either sense can lead to 
problems of non-recognition and difficulty finding business partners. On the other hand, high 
moral legitimacy may lead us to believe that SE is the answer to societal problems, when in 
fact it may not always be completely appropriate.  
      
2.3 Immersion Question  
One of the most interesting things mentioned by Germak & Robinson (2014), that can also be 
found in the other literature, as well as from the guest lecture relating to this chapter, is the 
thought that SEs are “in the business to be out of business”. Therefore, the immersion 
question for this chapter is as follows: 

Is it really, or should it be, a goal of SEs to truly solve a societal problem to the point of 
putting themselves out of business?  

This also relates to the idea that SEs are driven by compassion, raised by Miller et al., (2012), 
such that true prosocial behaviour ought to make solving the problem once and for all a goal, 
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however many social entrepreneurs fall victim to founder syndrome and fail to fully realise 
their own obsolescence.  
      
2.4 Guest Lecture Findings 
Invigorate International is an SE that empowers people who have undergone major trauma in 
their lives to tell their stories in order to motivate and inspire others (see appendix 2.1). They 
are an interesting case study in terms of legitimacy because they operate in Malaysia where 
SE is in its infancy. The founder himself has been through major trauma in the form of a 
brain tumour, causing him to experience temporary blindness. In this way, Invigorate 
International is somewhat related to compassion as explained in the literature, but possibly 
more accurately described as being related to a real, tangible empathy that spurred the 
founders into action.  
 With regard to eventual obsolescence, as per the immersion question, Invigorate 
International states that they are focused on their beneficiaries being “taught how to fish, 
rather than being fed a fish” (see appendix 2.1). This would suggest that they aim to have the 
beneficiaries become independent of their enterprise. They note that they want to create 
solutions that are “sustainable rather than suitable” (see appendix 2.1). However, it is unclear 
whether or not the solution would require the prolonged involvement of their organisation or 
if at some point things could run without them. If SE in Malaysia is not legitimised, and 
backlash for firms operating as SEs continues, then organisations like Invigorate International 
may become commercial enterprises or charities instead. This would impact the way that they 
operate, as well as their beneficiaries and the way that they interact with the organisation.  
      
2.5 Practical Findings 
In her second interview phase, Christy Aikhorin spoke about how her enterprise grew from a 
very personal place, and her reluctance to becoming an entrepreneur (see appendix 2.2). She 
is highly motivated by a passion and feeling of responsibility for us all to live (and dress) 
more sustainability, as well as compassion and empathy for other women. Her compassion 
for women can also be seen in her participation with the “SheSustains” project, which 
“focuses on women sharing stories for inspiration, support, and collaboration” (“Thriving, 
Consciously. | LinkedIn,” 2019).  
 This passion for women sharing stories is, however, not the focus of her engagement 
in SE. Her dream is for sustainability to become the norm, that in the future it isn’t a topic of 
conversation but something that merely exists (see appendix 1.2). Therefore, UnikBlends 
aims to make the whole supply chain sustainable, and aims for transparency within this. As 
well as creating sustainable products, UnikBlends also wants to take the opportunity and rise 
to the challenge of raising awareness about sustainability. With regards to this area of the 
enterprise, UnikBlends could become obsolete once all fashion brands are fully sustainable 
and sustainability ceases to be a big topic of conversation. However, this is somewhat of a 
futuristic concept, and it is unlikely that Christy and her efforts are no longer needed in the 
near future. With regards to the products they produce, if sustainability becomes 
commonplace, then UnikBlends would become less of an SE, and more like any other player 
in the fashion industry.  
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2.6 Analysis and Discussion 
From both the guest lecture and the practical findings, it would appear that motivation often 
comes from a more personal place than the literature might suggest. Certainly, it seems that 
the goal of obsolescence ranks behind the original motivations for starting a social enterprise. 
Furthermore, although many of the motivations are intrinsic and rooted in creating social 
value and doing societal good, there is also an intangible benefit attributed to the entrepreneur 
that comes from seeing the positive impact you have on your beneficiaries. Whether or not 
this is the main motivator is not clear, but it seems somewhat cynical and unrealistic to 
presume that the main motivation is “warm glow”, as discussed by Miller et al., (2012). In 
any case it is more likely, and seems accurate from the findings (see appendix 2.1 and 2.2) 
that this is more of a nice bi-product of engaging in social entrepreneurship.  
 Although Germak & Robinson (2014) fall victim to confirmation bias in their study, 
they nevertheless give a good summary of SE motivation literature to date. Furthermore, 
apart from being a shortcoming of their paper, the fact that some of the facets of motivation 
they describe could also be applied to commercial entrepreneurs perhaps says something 
about the increasingly indistinct nature of SE motivation, as many commercial enterprises 
also seek to maximise a double bottom line in order to build their businesses (Haden, 2017). 
If one chooses SE as vehicle, and another a commercial enterprise, but both aim to do 
societal good, who is to say that their motivations must be so different. 
 In terms of the “non-monetary focus” discussed by Germak & Robinson (2014), the 
findings in this report are mixed. On the one hand, you have Christy Aikhorin who is a self-
professed “reluctant entrepreneur” (see appendix 2.2) who has to push herself to think about 
the finances and feels that UnikBlends is not ready for investment. On the other hand, you 
have Invigorate International who consciously chose the format of being a social enterprise, 
with the full knowledge of the funding and monetary challenges that would come with it (see 
appendix 2.1). The fact that they also advocate for fair payment for the motivational speakers 
they are raising up (their beneficiaries), also shows the importance they place on financial 
matters.  
      
2.7 Conclusion 
The immersion question of this chapter aimed to relate SE motivation to the different 
motivators of social entrepreneurs. One of the things that both Invigorate International, and 
UnikBlends touched on was awareness. This may be somewhat of an exception when it 
comes to obsolescence. One might question at what point awareness of important issues is 
high enough such that the enterprise is no longer required.  

In this way, not all SEs should necessarily have the goal to become obsolete, as 
awareness can always be higher, and more people can always be helped. Sometimes the 
medium needs to carry on existing in order to continue to have impact. While UnikBlends 
might be satisfied when sustainability is no longer a conversation, they may also wish to go 
further and carry on reaching as many people as possible- in particular the women they hire 
in Africa.   
 One could come to the conclusion that as long as social value is being created, the 
matter of having a desire to become obsolete is in and of itself- just that.  
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Chapter 3: Effectuation 
3.1 Introduction 
The entrepreneurial process of effectuation has been well studied, and has been frequently 
contrasted with the process of causation more commonly associated with commercial 
enterprises (Sarasvathy, 2001). These two different streams have two separate ways of 
thinking. While causal thinkers believe that predicting the future will help them to control it, 
effectual thinkers believe that controlling the future will prevent the need for them to predict 
it (Sarasvathy, 2001). In this chapter, we explore to what extent social entrepreneurs fit 
within the prevailing effectual logic to which they are often assumed to belong.  
 
3.2 Literature review 
In their article: How Opportunities Develop in Social Entrepreneurship, Corner & Ho (2010) 
discuss the difference between what they call the “rational/economic approach” to SE, and 
effectual approaches. The main distinction between the two is given as whether opportunities 
are mostly created (rational/economic), or whether they are mostly discovered (effectuation) 
(Corner & Ho, 2010). However, they note that opportunities are rarely either purely created 
nor discovered, while maintaining that most entrepreneurial processes can be classified as 
fitting better with one or the other.  
 Another concept that separates the two logics is that of the “spark” linked with 
effectuation, distinguishing it from opportunity recognition linked with economic processes 
(Corner & Ho, 2010). On one end of the spectrum there are myriad opportunities waiting to 
be discovered by an entrepreneur, and at the other there are sparks of insight generating 
unformed ideas, and somewhere in the middle we find partially formed ideas (Corner & Ho, 
2010). Social Entrepreneurs are thought to fit better towards the effectuation (“spark”) end of 
this spectrum, where their own knowledge and experiences are likely to generate these 
“sparks”, this is described as knowledge- and experience “corridors” (Corner & Ho, 2010). 
Since SE brings the entrepreneur and their whole self into their venture, it seems logical that 
their wider self and previous experiences will likely shape their enterprise (Corner & Ho, 
2010).  
 Akemu et al., (2016) describes the Fairphone case, which is an excellent example of 
effectuation in practice. It depicts a story of how a whole network of actors worked together, 
being pulled in by the weight of a moral issue, and giving resources and support to what 
became a highly legitimate social enterprise (Akemu et al., 2016).  
 However, in an increasingly connected and global economy, elements of 
entrepreneurial activity relating to either logic don’t always take the form that we expect 
them to. For example, when we discuss effectual networks we usually refer to the contacts an 
entrepreneur has, and maybe expand this more widely to their social network. Fairphone 
utilised an even wider network to successfully crowdfund their product (Akemu et al., 2016).  
      
3.3. Immersion question  
Based on the previous discussions in the literature, this chapter focuses on the question: 

In what ways are the opportunities acted upon by entrepreneurs a product of their prior 
experiences, knowledge, surroundings, and networks.  
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3.4 Guest Lecture Findings 
The founder of Moyee Coffee and FairChain, Guido van Staveren van Dijk, presents a great 
example of an opportunity generation “spark” (Corner & Ho, 2010). He woke up in the 
middle of the night with a great idea, and that’s how FairChain (otherwise known as the 
FairChain foundation), and resultantly Moyee, was born (see appendix 3.1). He was shocked 
and unsatisfied that only 2% of the value added of coffee usually stays in the country of 
origin, while 98% went to Western countries (see appendix 3.1). Since Guido had a large 
network of existing business contacts and investors, this made his target consumers the 
limiting actor in his endeavour.  

Furthermore, his connection with the founder of well-known ‘slave-free’ chocolate 
brand Tony’s Chocolonely means that the next move for FairChain will likely be chocolate- 
but as described by Jelle Swaan- Chief Digital and Expansion at Moyee, it could have easily 
been any other products than coffee and chocolate, it just happens that Guido has contacts in 
these areas and FairChain can be applied to a multitude of goods and services (see appendix 
3.1). They see coffee as a “means to an end” – using the second most traded commodity in 
the world as a vehicle for their real goal of “selling impact” (see appendix 3.1).  
   
3.5 Practical Findings 
Unlike Guido at Moyee, Christy Aikhorin notes that her effectual network is somewhat 
lacking. For her, networking is a more intentional, and also time consuming, way of 
connecting with people whom she doesn’t already know. She does, however, have two 
people who she often bounces ideas off, and in terms of developing her entrepreneurial 
thinking, these people have been instrumental (see appendix 3.2). In terms of knowledge 
corridors, Christy’s project management mind-set is something that she has had to try to turn 
into a more entrepreneurial one, with the help of her network. However, in terms of 
experience corridors, UnikBlends exhibits a strong effectual nature since the use of African 
patterned fabrics relates strongly to Christy’s roots. Furthermore, UnikBlends wouldn’t exist 
at all if it wasn’t for Christy experiencing a ruptured appendix, causing her to take time off 
work and explore her other passions, as well as studying more about sustainability during this 
time (see appendix 1.2). This gave her both the time to think and also to learn more about 
things that she would later be able to make use of in her entrepreneurial activities.  
 In terms of the products that UnikBlends creates, it is easy to see that someone with 
great personality and love of colour was behind them (see appendix 1.2). The proverbial 
“bird” in Christy’s hand was primarily her own identity, something which then lead her to 
create beautiful products that are also good for the environment, and good for the women 
who make them.  
 Moving forward, UnikBlends would need external investors, and likely some partners 
so make up a good support system. Since Christy does not have such a wide effectual 
network, this process of growth is more likely to resemble a causation approach, since she 
has now defined her goals, and will need to search and select the best options that work for 
both her and the enterprise.  
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3.6 Analysis and Discussion 
In general in FairChain and Moyee, we see a good mix between both the effectual and 
causation logics. From first glance at Moyee’s main goal- to have a 50-50 distribution of the 
value added of coffee between respective regions – it would appear that a very causal logic is 
at play. They have a very concrete goal, then they see what resources and mechanisms they 
need to put in place in order to meet the goal. However, elements like the fact that the 
product they chose to implement FairChain with was due to Guido’s effectual network and 
the fact that it’s a well-recognised, highly traded commodity, implies a more effectual 
approach (see appendix 3.1). This confirms the thinking that, generally speaking, enterprises 
don’t only employ one logic in its purest form, but rather that both are at play. Although there 
was a clear spark for Guido and FairChain, doesn’t mean that all successful social enterprises 
need this, and many emerge out of slower and more intentional thought processes.  
 The spark for UnikBlends was much less obvious- the idea generation process was 
more a result of the founder thinking about what is personally important to her, and looking 
for purpose in her career and life in general. Despite this, UnikBlends also  displays many 
effectual elements, especially with regards to the founder and how this relates to the products 
themselves. Going forward, UnikBlends is likely to embark on a more causal process of 
identifying and choosing the means that will support future growth and give expected returns 
that could allow the enterprise to become a full-time endeavour for its founder.  

Despite the fact that Akemu et al., (2016) focused on a very specific case with 
Fairphone, there are some comparisons that can nevertheless be drawn, in particular with 
UnikBlends. For example, Fairphone’s founder commented on his disinterest in becoming an 
entrepreneur: “the whole aspect of bringing the phone to market did not interest me” (Akemu 
et al., 2016, p.855).  In her interview (see appendix 2.2), Christy Aikhorin also commented 
on how she had read the book The Reluctant Entrepreneur: Turning Dreams into Profits and 
had strongly identified with the notion of being a “reluctant entrepreneur” (Masterson, 2012). 
There are more examples of entrepreneurs like this, for example, founder of Patagonia Yvon 
Chouinard has also admitted to being a “reluctant businessman” (Balch, 2019). In contrast, 
the thing that allowed Guido and Moyee to have such an effectual and successful beginning 
was the fact that Guido was not at all reluctant, and had been able to grow his network over 
many years in business.  
      
3.7 Conclusion  
In conclusion, whether the entrepreneur is reluctant or enthusiastic, the enterprises they found 
are rarely a product of either purely causal or purely effectual logics. The two enterprises 
analysed in this chapter- Moyee, and UnikBlends, highlight the importance of networks. One 
of the main catalysts for Moyee and FairChain was Guido’s large existing network. Without 
this, it is unlikely that their growth would have been so fast or effective. On the other hand, 
Christy understands the importance of having such a network and is therefore making 
intentional actions to grow in this way.  
 It is also evident that in some cases, effectuation involves a spark, whereas in others it 
is a slow growth that also comes from the identities of the founders. In this way, we see that 
entrepreneurs act to a large extent based on their experiences, knowledge, surroundings, and 
networks. However, growth in one or more of these areas is always desirable. 
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Chapter 4: Hybridization  
4.1 Introduction 
Hybrid organisations occur at the intersection between different organisational forms. As will 
be seen in the following chapter, this not only provides opportunities for entrepreneurs to 
explore how to pursue a mixture of social and financial value creation, but also poses 
challenges for how to successfully balance the different, and often opposing, elements within 
their organisations. While the social enterprise is often a hybrid from its inception, other 
hybrid organisations begin by focusing on one type of value, and evolves to incorporate 
another, becoming a hybrid. For example, one may argue that Virgin Trains is an example of 
an organisation that began as pursuing purely financial goals, but has evolved to generate also 
social value in the form of employment opportunities for ex-prisoners (‘New Start – Virgin 
Trains’, n.d.).  
 
4.2 Literature review 
Battilana & Lee (2014) define hybrid organising as “the activities, structures, processes and 
meanings by which organisations make sense of and combine multiple organisational forms” 
(p. 398). They describe hybridity as combining organisational identities, forms, and 
institutional logics (Battilana & Lee, 2014). In doing so, tensions arise, both internal, and 
external. Internal tensions are likely to cause “goal displacement” and “drift” of the 
organisations identity and actions, while external tensions are manifest through the 
unacceptance of the organisation and challenges with regards to establishing their legitimacy 
in the wider environment (Battilana & Lee, 2014).  
 Social Enterprises can sometimes be told apart from one another based on the level of 
integration (or differentiation) of their activities. For example, according to Battilana & Lee 
(2014), a relatively more integrated social enterprise generally has unified social and 
economic activities, a social mission that is central to the enterprise, and a target population 
that is integral to the model. On the other hand, a relatively more differentiated SE has 
separate social and economic activities that are linked to one another via the SE, economic 
activities become a funding mechanism for the social goals, and clients are rarely involved in 
the operations of the enterprise.  
  Kent & Dacin (2013) present a case study of the microfinance industry, which shows 
how easy it is for “drift” to happen and for, in this case, the commercial side of the enterprise 
to take over. They argue that as organisations draw disproportionally on either logic (social or 
commercial) even inadvertently, this begins a process of displacement (Kent & Dacin, 2013). 
The microfinance industry began as a poverty alleviation tool to provide financial services to 
groups of the population who were usually cut out by mainstream banks. The fact that this 
focus on poverty alleviation has now been replaced by a more commercial focus, points to a 
high level of “permeability” in the microfinance field, meaning that, as a hybrid, it is fairly 
unstable (Kent & Dacin, 2013). The implications of this for other fields is that an early 
assessment of permeability could help to identify weaknesses in your organisational structure 
as a hybrid, and point to ways of maintaining your hybridity, and resisting goal displacement 
and drift. For example, it could be beneficial to have impact investors on your side who will 
hold you accountable to both sides of your organisational mission and value creation.  
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4.3 Immersion Question 
Following from the literature review, the question we would like to discuss in this chapter is: 

Is mission drift inevitable, resulting from inherent challenges of being a hybrid social 
enterprise?  

 
4.4 Guest Lecture Findings 
For the fourth guest lecture contributing to the findings of the report, three speakers each 
gave their opinions and spoke about their experiences with working in hybrid organisations. 
Floris Henning spoke about his first-hand experience working for Rabobank (see appendix 
4.1). He witnesses how they drifted away from their social value creation goals to become 
just like “every other bank” and eventually he left for this reason (see appendix 4.1). After 
that he moved onto a microfinance start-up in Kenya, another industry where, as documented 
in the literature, was highly susceptible to mission drift. Interestingly, despite Kenya being a 
country where SE was not fully understood yet, Musoni managed to combat external tensions 
and find legitimacy in the fact that they were addressing people who had no access to bank 
money, but they were not just giving money or donations, but empowering people to engage 
in entrepreneurial activities and providing them with funding (see appendix 4.1).  
 The second speaker, Rein Jansons from the Dutch Development Bank- FMO, gave 
insights on how impact investors like himself decide which enterprises do and do not receive 
funding (see appendix 4.1). Their mission is to “empower entrepreneurs to build a better 
world” (‘About FMO – FMO, n.d.). Not only are many of the organisations they fund 
hybrids, but they themselves also straddle both the commercial banking sector, and 
development funds. Rein commented that they are always looking for enterprises that are 
making real social impact, but also they should be financially sustainable (see appendix 4.1). 
By doing so, FMO requires the SEs they invest in to have a good, steady balance in their 
hybrid forms, and trust that they will maintain their hybridity as a business that ‘does good 
and does well’, rather than ‘doing well by doing good’, or ‘doing good by doing well’.  
 The third, and final, speaker was Sanne Wassink from Quantum. Sanne spoke about 
how the founders had made a conscious decision to make Quantum a hybrid organisation, 
moving away from their previous organisational form as an NGO (see appendix 4.1). She has 
experienced conversations with investors like Rein, and confirmed that “even social investors 
have very financially based metrics” that you need to meet in order to receive funding (see 
appendix 4.1). She further noted that despite the apparent increasing legitimacy of the term 
“social enterprise”, the benefits of this are yet to be seen for Quantum (see appendix 4.1).  
 
4.5 Practical Findings 
In the fourth series of her interviews for this report, Christy Aikhorin of UnikBlends showed 
the other side to mission drift. Instead of being concerned that she might focus too much on 
the commercial side, as evidenced by Kent & Dacin (2013) in their case study of the 
microfinance industry and anecdotally evidenced by Floris Henning (see appendix 4.1), 
Christy spoke of her need to be constantly reminded of the commercial side of her business 
and her leaning towards the social value creation side of UnikBlends. Nevertheless, she 
recognises the need to put a price on her products since they have a value, and without a 
value attached they cannot create social value. This sway towards social value creation is also 
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evidenced by her self-admitted reluctance towards business (as discussed in the previous 
chapter, appendix 2.2, and 4.2). Looking towards the future, despite feelings of personal 
tension when the topic of investment comes up, Christy is certainly aware that investment 
would give her the opportunity to have even more social impact, which represents her desire 
to achieve a more balanced hybrid organisation. She also believes that, in line with what 
Unilever (whom some might call a ‘social for-profit’) has to say, “Companies with purpose 
last” (see appendix 4.2) (Nair, 2018).  
 The literature seems to suggest that mission drift occurs because of the tensions and 
challenges facing hybrid organisations. However, from talking to Christy, it appears that the 
biggest thing that could make UnikBlends sway towards ‘doing well by doing good’ is her 
own personal character and reluctance towards commercial operations. Luckily, she has 
people around her who encourage her to pursue commercial value. 
 
4.6 Analysis and Discussion 
One thing that appears to be missing from the literature is a discussion on how the other 
people around you might help save you from mission drift. This is something we can observe 
in the story of UnikBlends, whereas the literature seems to point to other actors and the 
environment as a driver of goal displacement.  

Since UnikBlends is still a relatively young social enterprise, and a one-woman-show, 
elements of this topic such as the organisational tensions of hybrid organising could not be 
well discussed. Instead, the focus was placed on mission drift and internal tensions relating 
more personally to the entrepreneur. Christy is so focused on the social and environmental 
aspects of her business that if it were to grow, further in the future she might be well suited to 
being the kind of company that has two CEO’s- one focused on commercial and the other on 
social value creation.  

In addition to what we can learn about hybrids from UnikBlends, each of the three 
speakers on the gest panel had a different contribution to give and a different perspective. 
While Sanne was just starting out in her career and was experiencing SE obstacles for the 
first time, Floris was able to give a more mature perspective as someone who has experienced 
mission drift first hand. Lastly, Rein was able to give insight from the other side of the 
investor table, and his comments about making sure SEs are financially sustainable backed 
up what the other two speakers said (see appendix 4.2).  

It would appear from Sanne’s comments that if there are a lot of requirements to meet 
financially based metrics, that this could push an enterprise to focus more on commercial 
elements of value creation in order to receive funds in order to grow, which could result in 
goal displacement and becoming an enterprise who is ‘doing good BY doing well’.  
 
4.7 Conclusion 
In conclusion, it seems that having the right people around you, and being self-aware can 
prevent mission drift in the early stages of SE development, as can be seen in UnikBlends 
and Quantum. However, once SEs become larger, and there are many operating in the same 
area, as with the microfinance industry, it appears that until hybrids are better recognised, 
legitimised, and their successful organisation is fully understood, mission drift may indeed be 
inevitable, but that doesn’t mean that we shouldn’t do things to try to prevent it. 
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Chapter 5: Impact 
5.1 Introduction 
Social Enterprises exist to create impact, it is the very essence of their being. However, 
measuring this impact is oftentimes anything but straightforward. Despite this, SE’s are being 
put under increasing amounts of pressure to provide funders with measures evidencing the 
impact resulting from their enterprises. To complicate matters, the field lacks a clear 
definition of what social impact really is, generating even more ambiguity around the matter 
(Molecke & Pinkse, 2017). It therefore follows that without a clear understanding of what 
social impact truly is, its measurement is challenging (Ebrahim & Rangan, 2014). In the 
following chapter, we explore both the theories and realities of measuring social impact. In 
addition, the findings from the guest lecture relating to this chapter offer a different 
perspective from the Digital Storytellers, who try to communicate the value and impact of 
SEs (amongst other types of organisations) to their various publics.  
 
5.2 Literature review 
Due to the complexity of measuring social impact, Molecke & Pinkse (2017) found that the 
concept of ideational bricolage is, in general, more commonly used, and more accessible to 
SEs, than formal methodologies. It is easier for entrepreneurs to use the data they already 
have at-hand than to spend time gathering data for a specific measurement (Molecke & 
Pinkse, 2017). According to Molecke & Pinkse (2017), one of the biggest obstacles to 
measuring impact is drawing causal relationships between inputs, outcomes, and impact. 
This, and other obstacles, enable the delegitimization of formal methodologies and makes 
space for entrepreneurs to generate new ideas about what social impact means for them 
specifically, within their context (Molecke & Pinkse, 2017). The authors also raise concerns 
over the appropriateness of measures from accounting and finance in the social sector, which 
are shared by many practitioners (Molecke & Pinkse, 2017).  
 The primary concern of SEs that leads them to try to legitimise formal methodologies 
using the four critiques outlined by Molecke & Pinkse (2017), is that they would end up 
wasting time, energy, and resources, that would be better used to support them in their main 
goal of social value creation. This leads to the rhetoric of – why waste time measuring my 
impact, when I could be spending this time creating value?  
 In contrast, Ebrahim & Rangan (2014) tried to come up with a framework for 
measuring the scale and scope of social performance. Their paper is a response to the 
growing pressure, largely from funders, on organisations with social missions to demonstrate 
their impact (Ebrahim & Rangan, 2014). While they aim to facilitate some degree of 
measurement, they note that developing metrics at all levels of the results chain would neither 
be desirable nor possible, but prefer to design metrics that support the alignment and 
achievement of well-specified objectives (Ebrahim & Rangan, 2014). They also stress the 
difference between outcome and impact measurement, propagating that impact refers to the 
targeting of root causes of the social problem, while outcomes are merely the direct results of 
the actions of the organisation, with one not necessarily following the other (Ebrahim & 
Rangan, 2014). Furthermore, they discuss the advantages and disadvantages of impact 
measurement. To date we cannot be sure if impact measurement increases performance or 
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not, what we are sure of, however, is that it helps SE’s to set themselves measurable goals, 
and creates a culture of accountability (Ebrahim & Rangan, 2014). The biggest disadvantage 
would be the loss of valuable time and effort, which is why Ebrahim & Rangan (2014) make 
the argument for the funders, or other organisations requesting impact measurements, 
themselves take on this role, allowing the entrepreneurs to focus on the overall running of the 
enterprise. This is deemed appropriate since funders often have a “broader and more 
integrative perspective” and are more able to understand systemic level changes (Ebrahim & 
Rangan, 2014).  
 
5.3 Immersion question 
Following from this analysis of the extant literature, and taking into account the scale of the 
social enterprise analysed in this report, we try to answer the question: 
How do small-scale social enterprises envision measuring their impact, and what might the 

foreseeable benefits of this be? 
By answering this question, we aim to gain insight on what impact measurement means for 
smaller-scale SE’s.  
 
5.4 Guest Lecture Findings 
There is a certain level of disconnect between the guest lecture relating to this chapter, and 
the topic of impact. However, what Digital Storytellers are doing is also relevant for social 
entrepreneurs in general, since storytelling is such a big part of getting their message across 
and being understood by their various publics. The good news is that they have found using 
emotional appeals, and visuals to be more effective at hooking in an audience than statistics 
that might come from impact measurement (see appendix 5.1).  
 Moreover, from their experience, they have found that the majority of SE’s want to 
convey the impact they have, whether that’s for the purpose of attracting volunteers, raising 
awareness, or just generally engaging people in their ideas and mission (see appendix 5.1). 
 
5.5 Practical Findings 
As aforementioned, Christy is the founder of sustainable fashion brand UnikBlends. She is 
currently operating on her own, which sets her apart from many of the larger social 
enterprises discussed in the literature. Nevertheless, she is already thinking about how she 
already can, and might in the future, measure her social impact (see appendix 5.2). Since she 
is not yet looking for funding, the main people who would benefit from her impact reporting 
would be her consumers. This is something she sees as important- the need to be transparent 
with her customers about the parts of the value chain that she can and cannot measure, and 
for those she can – what exactly that impact looks like (see appendix 5.2). However, most of 
these measures – the traceability of the fabrics for example, reflect outcomes rather than 
impact. The impact that using this fabric over another is difficult to measure, but some 
metrics such as the amount of water used, or CO2 produced could be achievable. One of the 
other challenges UnikBlends faces with regards to measuring their impact is the fact that 
there are many ripple effects when targeting the bottom of the pyramid. For example, Christy 
recently heard of a woman in Africa that she was employing. This woman had five children 
and prior to working for UnikBlends, was unemployed. The impact on the life of this woman 
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and her five children was huge, especially compared to their lives with no income at all. The 
knock-on effects of employing this woman might include better education for her children, 
better nutrition for the whole family, greater happiness of family members, etc. It is an 
unimaginably large, and even impossible, task to begin to put all of this into a single, or even 
many, metrics. How does one measure the impact of happiness?  

One of the benefits for UnikBlends of reporting outcomes/impact would be that 
people might be able to better understand the price point of the products (see appendix 5.2). 
However, if consumers would demand more concise measures of impact than a “made in the 
Netherlands” label, then this would require a great deal of time, energy, and effort on 
Christy’s behalf. This is sometimes the burden that self-proclaimed sustainable brands must 
carry, to prove that they are worthy of their title. Christy sees this as a positive thing and 
wishes to rise to the challenge of transparency (see appendix 5.2).  
 
5.6 Analysis and Discussion  
Evidence of Ebrahim & Rangan’s (2014) suggestion that funders should, or could, be the 
ones to measure impact has not been found in the case of UnikBlends. However, this does not 
mean that they could not realise this in the future.  
 Something that rose from the interview with Christy Aikhorin that was not touched 
upon in the literature was the difficulty of measuring ripple effects of different outcomes. 
This poses a big challenge for UnikBlends if funders would deem it desirable or appropriate 
for them to measure the impact down the supply chain and through the beneficiaries and their 
touch points with other areas of society, including their families.  
  Furthermore, on the story-telling side of things, it is evident from talking with 
Christy that small-scale social entrepreneurs indeed see story telling as an integral part of 
their business, especially at the beginning, and especially if part of their mission is to raise 
awareness about a certain issue- in the case of UnikBlends this is sustainable fashion (see 
appendix 1.2). Not only do stories motivate clients, but also social entrepreneurs themselves, 
as in the case of Invigorate International (see appendix 2.1).  
 
5.7 Conclusion  
Despite the obstacles discussed, UnikBlends could expect to see multiple benefits from 
measuring their impact, including but not limited to, the generation of funds, respect and 
legitimisation from their consumers, recognition in the sustainable products category, as well 
as greater sales. It seems logical that there could be somewhat of a loop whereby measuring 
and communicating your impact would generate more sales, allowing you to generate more 
impact. However, the literature reviewed here has not yet found that measuring impact 
improves performance (Ebrahim & Rangan, 2014). In conclusion, small-scale SE’s such as 
UnikBlends can, and should, make use of the impact measurements they have to hand. 
Despite not knowing of the direct benefits to performance, measurements that don’t take 
much time or effort to gather can only be seen to have positive impacts on the SE. One thing 
we can learn from Christy is the importance of being transparent and open about the 
outcomes and impacts that you are aware of, and are able to measure, and the ones that you 
cannot tell anything about.  
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Chapter 6: Scaling  
6.1 Introduction 
When solving a wide-scale social problem, it is natural that social entrepreneurs want to help 
as many people as possible. They often reach a threshold in their own towns, 
neighbourhoods, or other areas of influence, where they have helped, or are helping, 
everyone they set out to benefit, and they are left feeling somewhat stagnant. In order to 
increase your impact, the SE needs to grow- or better yet- to scale. The difference between 
the two being that growth is a linear and natural process that most businesses go through. In 
contrast, scaling is a non-linear process in which one leverages particular resources in order 
to generate even larger impact. That doesn’t go to say that growth can’t also increase the 
impact of a given SE, but scaling can achieve disproportionately large increases in impact, 
relative to inputs, and is therefore the focus of this chapter.  
 
6.2 Literature Review 
In their paper: Scaling for Social Entrepreneurial Impact, Bloom & Chattereji (2009) 
distinguish between scaling “deep”, and scaling “wide”. The former refers to outcomes being 
dramatically improved, while the latter describes reaching more people (beneficiaries) 
(Bloom & Chattereji, 2009). Furthermore, they discuss seven capabilities of SE’s that work 
together and ultimately enable them to scale. Different SEs rely more on different capabilities 
depending on their situational contingencies (Bloom & Chattereji, 2009). For example, the 
situational contingency relating to the capability of “Staffing” is the “labour needs of the 
organisation”- if the organisation is based more on service provision then staffing is 
something that requires more focus and can enhance the ability to scale if done effectively, 
while an SE focused more on provision of goods is less likely to rely on staffing as an 
integral part of their scaling process (Bloom & Chattereji, 2009).  
 The “SCALERS1” approach discussed by Bloom & Chattereji (2009) shows promise 
as an approach for SEs to assess both themselves and their wider environment and identify 
which SCALERS they might need to improve upon. However, since they work closely 
together, SEs should be cautioned not to become too caught up in one particular SCALERS.  
 Other parts of the literature on scaling focus on explaining how SE’s should approach 
scaling, and what form this could take (Dees, Anderson & Wei-Skillern, 2004). Dees et al., 
(2004) analyse three of the most common forms of scaling for SE’s – “organisational model”, 
“program”, and “principles”. Within these forms, SE’s can take an approach along a 
continuum ranging from “dissemination”, to “affiliation”, and lastly “branching” (Dees et al., 
2004). The further along the continuum, the greater the degree of central coordination and 
resources required (Dees et al., 2004). In order to help SEs find the right path to scaling, Dees 
et al., (2004) recommend analysing what they call the five R’s2. If these are ignored then the 
SE runs the risk of a slow and difficult scaling process, even if from the outside your model 
appears very replicable, as was the case with the enterprises of Bill Strickland- MCG, and 
BTC (Dees et al., 2004).  

                                                
1 Staffing, Communicating, Alliance Building, Lobbying, Earnings Generation, Replicating, Stimulating Market 
Forces 
2 Readiness, Receptivity, Resources, Risks, Returns  
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6.3 Immersion Question 
Following on from the discussion in the extant literature about capabilities required for 
scaling, and the methods that can then be implemented, this chapter looks at the following 
question: 

How can small SEs scale effectively, while keeping their target market and beneficiaries in 
mind, and how does this connect with their dreams for the enterprise? 

 
6.4 Guest Lecture Findings 
The guest lecture relating to this chapter came in two parts. Firstly, Niek van Dijk, from BoP 
Innovation Centre in Utrecht gave a practitioner’s point of view on scaling as a consumer 
centric company (see appendix 6.1). He focused on BoP’s largest product- “2SCALE”- 
which helps to scale agricultural value chains “from field to consumer” (see appendix 6.1). 
He mentioned something which we touched upon in earlier chapters- the idea of 
obsolescence, commenting “we are designed at a certain point to leave” (see appendix 6.1). 
Their hope is that the local infrastructure, with their help, will be able to take over at a certain 
point. Niek also explained how through working on different projects, they have learned a lot 
about successful business models (e.g. Guts Agro) which can then be replicated in different 
countries (see appendix 6.1) this closely resembles the “Program” form of scaling mentioned 
by Dees et al., (2004).  
 What BoP are doing relates to the immersion question since they work mostly with 
very small-scale SE’s in developing countries, where most people haven’t even heard of 
social entrepreneurship, but when you would explain to them what that means, they would be 
able to list many (see appendix 6.1). Besides this, another interesting insight from BoP, was 
the tension they have with possible “crowding out” (see appendix 6.1). This is something that 
they note as a possible negative side effect of scaling, but they hope that in the long run better 
value chains benefit everyone, even those who in the short term are put out of work (see 
appendix 6.1).  

The second speaker, Anne Chojnacka, from Good Up, and until recently The 1% 
Club, explained how paying customers are the best thing for replicability, being the “oxygen 
for your product” (see appendix 6.1). This is something that the literature doesn’t touch upon 
very much, perhaps because it seems too obvious, but is nevertheless essential. Additionally, 
she spoke about identifying, as an entrepreneur, your big, hairy, audacious, goal (BHAG) 
(see appendix 6.1). Once you know this, you have something to focus on and strive towards, 
and although scaling often requires a lot of painful decisions, such as changes to your team, 
in the end you are able to grow and reach more beneficiaries, or reach current ones more 
effectively (see appendix 6.1).  

 
6.5 Practical Findings 
Scaling in the case of UnikBlends is interesting since they are not quite at the stage where 
they are ready for investment to grow, much less scale. However, Christy Aikhorin has big 
dreams for her company, specifically about how it could scale “deep” – being even more 
sustainable and reaching people in new and innovative ways (see appendix 6.2) (Bloom & 
Chattereji, 2009). However, these ambitions would also increase her reach, both by allowing 
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her to employ more workers in Africa (beneficiaries), as well as by helping her to reach more 
customers online (see appendix 6.2). This shows how scaling both deep and wide could 
sometimes be achieved simultaneously. Due to the ever-changing fashion industry that 
UnikBlends operates in, it is also open to changes and innovations in the industry, which 
could aid scaling in the future. For example, the concepts of shared wardrobes and clothing 
rental is already coming into existence (e.g. MUD jeans).  
  With regard to the SCALERS mentioned by Bloom & Chattereji (2009), UnikBlends 
would benefit the most from focusing on Alliance Building, especially in working towards 
her goal of sustainable fashion being the norm (see appendix 6.2). With regards to this, 
Christy mentioned that she would love it if everyone took on the idea of UnikBlends and 
made it their own- but didn’t use the name (see appendix 6.2). This is interesting since it 
resembles less of a “branching” or franchise form of scaling, but rather the dissemination of 
principles such as the use of more sustainable fabrics, and the employment of women in 
Africa (Dees et al., 2004).  
 
6.6 Analysis & Discussion 
A common comment from both Anne Chojnacka and Christy Aikhorin was how much more 
difficult it gets to run an enterprise when there are more people. Although Christy is yet to 
experience this in her own enterprise, she is very aware of the challenges this could pose in 
the future (see appendix 6.1 and 6.2).  

Furthermore, while Anne commented on the need to push your purpose in marketing 
communications in order to attract and retain talent (employees), Niek focused on the 
importance of being consumer centric and understanding your customers, especially those at 
the bottom of the pyramid (see appendix 6.1). However, due to the different situational 
contingencies these two entrepreneurs find themselves operating under, it seems natural that 
they might have slightly differed focuses.  
 While Dees et al., (2004) put forward that readiness of the SE must be assessed before 
they start to scale, what they did not take into account was the willingness or the desire of the 
entrepreneur to scale. Christy Aikhorin of UnikBlends believes, and we agree, that “small is 
beautiful” (see appendix 6.2) and may therefore need some convincing and encouragement in 
order to scale.  
 
6.7 Conclusion  
From an analysis of both the theory, and practical findings, it is evident that SE’s of any size 
need to first understand themselves, and also their environments, before they begin to scale. 
They should first assess if this is something they want, and secondly if this is something they 
are ready for. Secondly, their dreams for the enterprise and how this connects with 
developments in the industry is highly relevant to the case of UnikBlends, which shows that 
scaling deep and wide may not always necessarily be mutually exclusive occurrences.  

Finally, we can learn from the case of Bill Strickland (Dees et al., 2004) that having 
an apparently scalable model is not the be-all and end-all to scaling. We have learned in this 
chapter that effective scaling requires a full analysis of the SE and it’s environment, while 
keeping beneficiaries, consumers, and employees all in mind.  
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Discussion 
This report looked deeply into different topics relating to the field of social entrepreneurship. 
We found that not all findings from the literature can be applied to the case study of 
UnikBlends, but that is likely, at least in part, due to the fact that this is currently a small-
scale enterprise, while much of the literature regards larger ventures.  

In chapter one we found that defining SE is important to varying degrees for different 
groups, also since it is a relatively new organisational form, it is unlikely that there will be a 
universal agreed upon legal form in the near future, if ever. For small SEs like UnikBlends 
this is not a major concern. In chapter two we found that SEs rarely start their enterprises 
with the goal of becoming obsolete, and while it may be worth thinking about for some, for 
others, especially those focused on raising awareness such as UnikBlends, it is unclear at 
what stage if any they might cease to exist. In chapter three we found that the cases of Moyee 
coffee and UnikBlends both exhibited a mixture of effectual and causal logic structures. 
However, in general, entrepreneurs act to a large extent based on their experiences, 
knowledge, surroundings, and networks. In chapter four we found that mission drift is a big 
threat to SEs maintaining their hybridity, but that there are ways to keep themselves in check, 
for example, involving people in their networks and funding mechanisms who hold them 
accountable to their dual bottom line. UnikBlends may wish to employ this strategy in the 
future to prevent too great a focus on the social side of their venture. In chapter five we 
concluded that SEs should make use of the metrics they have readily available for measuring 
their impact. However, we also found that for the vast majority of SEs, measuring their 
impact is a lofty task which should not be underestimated nor overvalued. Lastly, in the final 
chapter, we found that if one wishes to scale this requires a deep analysis of the SE itself, as 
well as it’s wider environment, in order to have the best chances for success.   
 It is evident that there can be much discovered from the analysis of different 
enterprises, of different sizes, and different missions. We also touched briefly on the issue of 
commercial or NPO’s becoming SEs (e.g. Virgin Trains). It is interesting to think about at 
what stage one might classify something as an SE that began as something else, and to what 
extent we should trust self-proclaimed SEs from the start. SENL informed us well on these 
topics but still doesn’t have all of the answers (see appendix 1.1).  
 Furthermore, while each chapter in this report focused on one specific part of the 
literature in the immersion question, there are still many parts of the literature and field left 
untapped. Future research has endless avenues, including the need for larger scale analyses of 
different sized enterprises operating in different fields, and the different challenges they face.  
 This report had a relatively narrow focus in the form of one in-depth case study 
(UnikBlends) and several smaller case studies alongside it. Consequently, one should be 
somewhat hesitant in applying the findings of this report to other domains and other social 
enterprises. What might be a good recommendation for UnikBlends, might be disastrous for 
another, due to the unique nature of SE situations and contingencies. The findings are not 
void of relevance, but rather should be interpreted and applied with caution and utilisation of 
basic business acumen. Practitioners may gain insights about their own enterprises, while 
impact investors may be able to gain insights into how they can best support their 
investments. 
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Conclusion  
The purpose of this report was to delve into the current findings, and practical outworking of 
six key themes surrounding the topic of social entrepreneurship; definition, motivation, 
effectuation, hybridisation, impact, and scaling. We did so by analysing theories in the extant 
literature as well as interviews with UnikBlends founder Christy Aikhorin, and guest lectures 
from various practitioners and actors in the social entrepreneurship arena.  

A common thread throughout most of the themes was that the case studies rarely 
conformed completely to the theories laid out in the literature. For example, the literature on 
effectuation argued that social entrepreneurs can usually be categorised as using either 
mainly causal or effectual logics, while both of the SEs analysed in chapter three could be 
confidently assigned to just one form. Furthermore, we can observe a commonality in the 
heterogeneity of desires when it comes to different actors. For example, impact investors 
would like to have good impact measurements from their prospective clients, however this 
can rarely be achieved and the social entrepreneurs themselves often see little value in taking 
the time to compose these measures. Moreover, this can be seen clearly in chapter one in the 
needs and wants of different actors to conform to a definition of social entrepreneurship, or at 
least come up with their own. While the academic field of SE could benefit from a unified 
definition, entrepreneurs like Christy might find it a waste of time to practically conform to a 
definition and try to receive certification like that offered by Social Enterprise NL. We also 
see a disagreement between social entrepreneurs themselves in regard to whether they should 
eventually become obsolete. Aside from the issue of founder syndrome, some enterprises feel 
they are more, and others less, suited to obsolescence, and this is eventually reflected in their 
goals. Chapter four displayed how the challenges of hybridisation are different for different 
sized enterprises, at different stages in their growth and development. While larger 
organisations struggle with the kinds of people to hire, and unifying them in their goal, 
smaller organisations face a challenge more personal to the founding entrepreneur to balance 
out whichever side of the dual purpose they feel less inclined towards. In chapter six, Christy 
Aikhorin, founder of UnikBlends, noted something completely unexplored in the analysed 
literature, about the desire to scale itself. If you believe that small is beautiful then your 
scaling is likely to take a very different form to that explained in most of the literature. In the 
case of UnikBlends, Christy has hopes to develop and grow her own business, and hopes that 
others catch onto the idea and concept she is portraying and that they try to replicate or 
emulate it in some way with their own names.  

In conclusion, the field of social entrepreneurship is rich with research opportunities 
and there is definitely room for theories pertaining to more specific entrepreneurial situations. 
Moreover, excluding the literature on scaling, the other topics could all have literature more 
focused on real practitioners and founders of social enterprises in the future, since at present 
there is much theoretical work that doesn’t apply directly to existing or potential ventures. 
There is still much to be discovered about social entrepreneurship and its contribution to both 
business, society, and even the environment, but the future looks promising.  

In the words of Christy Aikhorin, founder of UnikBlends: It’s all about “telling a 
story that customers can be proud of. People, then planet, then profit” 
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Appendix 
1.1 Guest Lecture 1: Social Enterprise NL – Selma Steenhuisen  
 

- Ashoka- first organisation to claim the term “Social Entrepreneur”  
- Willemijn Verloop- from an NGO background- keen on the entrepreneurial part- to 

have BV or Ltd after the name of a company  
 
3 aims of Social Enterprise NL: 

- Connecting and empowering social entrepreneurs 
- Create an ecosystem 
- New economy: ending poverty, circular economy, inclusive economy  

 
385 Members of Social Enterprise NL- pay membership fee- screened  
 
Definition of SE  
What: 
“A social enterprise is an operator in the social economy whose main objective is to have a 
social impact rather than to make a profit for their owners or shareholders. It operates by 
providing goods and services for the market in an entrepreneurial and innovative fashion and 
uses its profits primarily to achieve social objectives”  
How:  
“It is managed in an open and responsible manner and, in particular, involves employees, 
consumers and stakeholders affected by its commercial activities” 
“In addition, Social Enterprise NL qualifies enterprises as social enterprises when enterprises 
are for a minimum for 50% financially dependent on trade or other forms of value exchange 
that are not donations or subsidies.”  
 
Accepting new members: 

- Ask them about things relating to the definition and looking at the direction they are 
heading in  

 
What is a social entrepreneur? 
“Hard”- governance, stakeholders, impact measurement, transparency 
“Soft”- the ‘why?’, human side, changemaker, the new “normal” 
 
When speaking to an SE- really important to understand the reason why they are doing 
things!  
 
Interesting SE examples 
Roetz-Bikes  
Midwest Amsterdam 
Het Bakkerscafe  
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Code Sociale Ondernemingen  
 3 reasons for it (the Code): 

1. National parties: SER advice, increase visibility of SEs 
2. Local politics: Register- helps the municipalities trust them  
3. Social Entrepreneurs: simple governance structure 

 
In the UK- CiC (Community Interest Company) – gives tax benefits  
 
Impact first + five principles  
“demonstrable social impact”- intrinsic motivation of the SE expressed in actions  
SE from start to finish- whole value chain  

- Defining moment: when they choose impact over profit – but people also still need to 
think about finance because otherwise they will cease to exist – thin line to tread – 
some companies have 2 CEO’s – one focused on finance, and the other on impact.  

Principle 1: The why of the company- social mission in the articles of association – so if you 
are bought that this is withheld  
Principle 2: Relevant stakeholders: determination and dialogue  
Principle 3: Finance- in consultation and carefully considered – for some countries there is a 
clause of how much money (dividends) you can take out of the company – but this is not 
required by the Code  
Principle 4: Implementation: register and reflect- doesn’t need to be shown or written down  
Principle 5: Transparency: active and accessible: quite a lot of discussion about if they want 
this or not.  
 
Difference between the marketing effect and the real impact 
Wary about requiring levels of impact (measurement) reporting – example about recycling 
PET (plastic) bottles – in China they were actually manufacturing the bottles next door to the 
recycling plant and just sending them over. We thought recycling was good for society.  
The government also became critical of re-integration programs because they were making a 
lot of money and there were still a lot of people sitting at home.  
The Code aims to lift this image  
 
Companies often say “I’m a social enterprise” without any proof and we just have to believe 
them – they need to defend why they are saying that 
It would be a pity for it to become like a green washing term  
 
Fine line with linking foundations- how tightly linked are they or are they just a marketing 
tool? But the company itself isn’t actually sending revenue to the foundation  
 
Wrap-Up 
 
Will the Code bring Social Entrepreneurship further in the Netherlands? 

- Most people think it will help SE 
- Brings credibility to the enterprise- to consumers and other businesses etc. 
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- However, it does take time and resources to adhere to the standards – needs help (a lot 
of paperwork!) 

 
1.2. Interview with Christy Aikhorin – founder of UnikBlends 
 

- How did you decide to start your enterprise? 
Looking for a creative space next to work as a chemical engineer – looking into roots – 
looking for a source of happiness and joy without spending too much time on it. COLOUR! 
JOY, HAPPINESS. – started as a hobby- not a business- making things for herself and taking 
pictures. SwapStyle friend- sending old African clothing there – started to think if my idea 
could also become a business. During a period of recovery from illness- study about 
sustainability- decided to start it as a business and also raising AWARENESS. Using 
unikblends to tell a story. – didn’t see self as a business person until she read a book by the 
owner of Patagonia. SE’s try to bring about change in everyday activities. For me SE is not 
just about profits- its about doing more than that- branded self as a SE.  

- What societal problem were you trying to solve?  
Became aware of the problems in the fashion industry after – during studies. How polluting 
the fashion industry is- problem, also the exploitation of people – waste.  

- What do you think your role is in society?  
Only using African fabrics- handmade or hand woven or hand dyied. Natural process – not 
contaminating water, not mass produced, also the people involved- linked to gender 
inequality. African fabrics in a modern way. Bringing the colour and artistic background as 
well. Also brining a new light to African fabrics. THE PERSON AND THE PROCESS. 
Avoid that the heritage of making the clothing isn’t lost. Bringing back to life the old way of 
making fabrics.  
Making women stand out and feel confident and bold- blazers etc. – women finding 
sustainable solutions – being able to express themselves- our clothing representing the kind 
of woman who is confident and also thinks about sustainability.  
Recycling of old clothing- often jeans.  
WOMEN contributing  

- How do you see yourself as different to commercial entrepreneurs?  
Not really seeing self as different per-se. Really appreciating SLOW things- doing anything 
with a difference. Innovative spirit but more practical. Not about producing for the masses- 
encourage people to fix what they already have. Providing a service that caters to social 
awareness rather than a commercial product. Doesn’t identify with fashion. SLOWLY, 
consciously being aware of the products and what we offer to our clients. TELLING A 
STORY- that customers can be proud of. People, then planet, then profit.  

- What do you think about the idea that social entrepreneurs should have as a goal to 
become obsolete?  

Let sustainability become the norm- wants that it is not a topic of conversation anymore but 
something that just exists. Unconsciously we think that maybe. That the whole supply chain 
becomes sustainable- more transparency. This is a challenge and we have an opportunity to 
rise to it. AWARENESS. There is hope.  
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- Explain concepts of value creation + capture – how do you see this? Which is your 
principle concern? 

Creation! Also has a day job that she takes seriously. Enjoys product management. --> people 
coming together, bringing their talents to deliver a project- motivates her in the current field. 
Also doing sustainable projects at work e.g. biomass. Also matches principles. In order to 
accept that she was doing a social enterprise she needed to still work. Focusing on the 
slowness also means that it is a side thing- something to grow into. 6-10 years (double the 
regular time) to start making profit. Accept where I am- sustainable style is not yet 
mainstream- people not buying into it.  

- How much have you had to think about finance?  
I’m a pragmatic person- money is important and so is my independence. Didn’t approach as a 
business- more as a creative and energetic outlet. Stemmed from a personal realisation that I 
can do this. JOURNEY & self-awareness. Learning about society and also myself as a 
person. Also thinking how am I going to keep this going- husband also helped to remain 
realistic and accept that whatever I do eventually has to be profitable. Profit = bigger impact! 
If you’re really serving a societal need – then the profit should come- belief.  
 
2.1 Guest Lecture 2: Invigorate International – Malaysia  
 
People who have undergone major trauma in their lives, people who are living with chronic 
conditions, or caretakers of these people  

è Using their stories to inspire other people  
 
Jen 

- Mother, social activist, motivational speaker, trainers, stroke-survivor  
- Used to work for the HIV/AIDS council in Malaysia for marginalised groups 
- Loved her job 
- Single mother but in a good job and able to provide  
- Had a traumatic mugging by a guy on a motorbike 
- Had a stroke 
- Had to apply for disability benefits – became a single mother without income who 

was unable to physically take care of her children 
- Founder of invigorate international came to her- idea to help people who have been 

through adversity  
- Seeing the silver lining of the stroke 

 
Format of an SE – why choose for this over a different way to meet your objectives 

- SE in Malaysia is really in its infancy and people don’t really know what it is – no 
glamour or popularity  

- Using an SE model is much more difficult than an NGO or charitable organisation 
- Govt. and society have a healthy perspective towards charity- private sector required 

to donate a certain amount to charities 
- Identity struggle – people wondered why they didn’t set up a charity 
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- Clear & conscious choice for SE – because of the sustainability issue – important to 
be self-sustaining rather than always asking for donations and funds etc.  

- SE is a trade rather than one-way giving- more of a relationship  
- Being champions of their beneficiaries 
- CSR about glamour of the company (rather than one off donations) rather than real 

solutions and relationships  
Are there commercial or non-commercial organisations doing similar things to you? 
Before you founded invigorate did you already know about SE? 

- No – but was already in the training industry- knew motivational speaking etc.  
- Had a problem with the purely motivational model – wanted motivational speaking to 

also incorporate an inspirational theme (where motivation comes from within after 
hearing an inspirational story)  

- Currently has another commercial business that he wants to convert to a SE  
Now that you’ve founded an SE do you think it’s an inappropriate choice? Are there any 
downsides?  

- Business model fits well with what they like to do- gives them fulfilment  
 
Legitimacy 
It is acknowledged as a problem that needs solving and does the political climate affect this? 
What is the perception of what you’re doing in society?  

- First presumed that SE was so great that it would be well received  
- Harder to promote business and ideas as an SE  
- Had to go back to the business as the first thing introduced, then mention at the end 

that they’re an SE 
- No policies on how to contribute to SE’s – like there are with charities  
- Easier to give to charities because they are registered and have a number etc.  
- At the moment they are still treated primarily as an enterprise (that is doing social 

goodness)  
- New govt. is pro-social impact- more talk about UN SDG  
- From April 2019 the category for SE has been moved to fall under Ministry of 

Entrepreneurial Development  
- It is being insisted upon that they provide their accounts as any other enterprise 
- People have seen how it has improved Jen’s life- human touch – people see that SE 

can really help someone – gives them back life- the beneficiaries --> SE’s can 
motivate others to do this also 

 
Founder Motivation  

- Friends – brainstorming  
- Alex himself is a brain tumour survivor- has also experienced blindness – also 

suffering from 2 rare disorders  
- “common space”, “safe space”, “people considered different and are comfortable 

being themselves”  
- “Invigorate is an organisation that accepts people for who they are” 
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- “Real people, real voices”  
What motivates more? Directly help people or raise awareness? 

- 2 sides of the same coin 
- In the capacity to personally impact the beneficiaries  
- Founders are very hands on and not only managing  
- True nature of an SE – first few years not really being paid, building a strong 

foundation for the future  
- “taught how to fish, rather than being fed a fish” 

Is there something unique that motivates SE’s (as opposed to commercial or charities) 
- “Story” behind the SE usually – very personal – used these lessons to build courage 

and make a business to find solutions to overcome those problems  
- Different to commercial because it’s more personal and related to the heart 
- Concept as caring for others before yourself  
- SE’s have to make a lot of sacrifices- seems more worth it when you have a social 

purpose  
- The ones that last all started with personal stories – others lose steam and die out  

Difference between SE’s that focus on environmental vs. social issues 
- Difference in objectives  
- Most SE’s are product based- generally more focused on environmental issues 
- Clear definition of a beneficiary group that people are trying to have – even when it 

comes to environmental issues  
- You feel so passionate that you want to become a champion to defend 

someone/something  
What personal benefits do you get from running the business? 

- Tangible- not much, still small and getting recognition  
- Intangible: pride- knowing you’re helping people (beneficiaries) who really need it  
- No downsides – lives haven’t become worse 
- Happier  
- Able to clearly see your purpose working out – seeing the beneficiaries and how 

you’re impacting them – see your impact very clearly every day  
Beneficiary motivation to take part as a “hero” – how it’s helped with the trauma  

- Inspiring others  
- Sense of purpose in life 
- No more feeling of being useless 
- Contributing back to community and society 
- Makes you a better person  

In what way did it matter to you that they were an SE? Important to you?- Jen  
- Charities often ask you to contribute to give back and don’t pay you for your time  
- Invigorate gives you the opportunity to speak as well as to sustain yourself and your 

family  
- Feel good giving back but also receiving  

Why is invigorate better than other services that promote going back to a “normal” life?  
- You need to be proud of how you’ve overcome your situation 
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- If you don’t share your experience then education stops for others out there who have 
gone through similar things  

- Learning from adversity  
- Sharing truthfully will help people- so good to talk about it  

Once working do you need to keep them motivated or is it just part of them being there? 
- Jen also considered as staff 
- Was working in the corporate world before – very different and stressful job  
- Inspired by how can I put my skills to better use?  
- Didn’t know about SE until heard about Invigorate  
- Attracted by the fact that SE’s are financially sustainable  
- Difficult to persuade young people that working with SE’s is a legitimate option – 

goes back to the heart of the business 
- “The stories attract the talent” 
- Had 5 interns and some volunteers 
- Getting easier to convince people to get involved  
- Ultimately they want the beneficiaries to be full-time employees- make invigorate 

their home 
- People with a story are more easily motivated  
- Nobody else representing the group that we are (invigorate) – motivation for people 

who want to be a speaker  
- Despite all other shortcomings- almost everyone can maintain their ability to talk- 

empower them to use that skill that can be used to generate income – doesn’t need to 
come from a technical qualification – non-textbook learning 

- Pay competitively because they don’t believe in short changing people because 
they’re doing good work  

- Sustainable rather than suitable – SE vs. charity / general  
 
Identity 

- Jen- yes, it is now my identity- promoting it wherever I go – now an advocate for 
young people to explore SE 

- Yes- reflected in the decisions I make now 
 
Risk 

- Recruiting heroes  
- Sometimes makes emotional decisions- goes over and above because you really want 

to help people get out of their situations (rather than asking a good business question 
like are they the right person to be recruited?) 

 
Safeguards that prevent making too emotional decisions 

- Treat it as business first, social thing second  
- People don’t cut us slack for being an SE --> don’t ask for favours etc.  

 
Do you ever feel demotivated? In terms of the mission and the SE format? 
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- Nothing majorly demotivating yet  
- Part that is not very motivating is that we have to manage our funds very cautiously- 

very slow growth- we can’t do loads right now 
- Demotivating when someone else doesn’t see the value – to pay the heroes for the 

speaking arrangements – even from people to claim to be passionate about the cause  
Does the social mission ever become overwhelming?  

- Not so far  
- We need to be more optimistic than the average person  

To what extent does your motivation impact your success? 
- Jen- motivation growing the whole time 
- Motivation does fluctuate but the end goal and the inspiration is a good reminder- 

take a step back and remember why you decided to join  
 
2.2. Interview with Christy Aikhorin – founder of UnikBlends 

- Did you have a personal connection with the issue you’re addressing?  
Roots- Africa- in Nigeria. Also with regards to women. Working with other mothers and 
women with  
UB is my passion- it adds value for me and also other 

- Do you feel that SE has become part of your identity? Does it affect your actions 
outside of the business? 

Yes. Phrase in the book- about louder to see – reusing something is an act of love- something 
about dignity- saw SE as really quite deep- love etc. woman who wrote the forward took this 
phrase – started reading the principles – Patagonia started because he liked climbing 
mountains- sport clothing- the people, materials. Patagonia is a model for me to follow. It’s 
all part of the values I have within- reinforcing them. They are also making profit, donating 
to other good works, donating tax cuts. Shouldn’t be seen as a side thing but keep improving 
etc. how can we be consistent with our key values. “a book by a reluctant entrepreneur” – 
identified with it. Enriching phrase from pope Francis. Also his reluctance to become an 
entrepreneur- came mainly out of wanting to have good sport.   

- Do you feel that your enterprise is the most efficient way to address the societal issue? 
Not a WAY to solve all of our problems- but a different mentality- not about who is the 
biggest and who can make the most. What appeals to me is a social system- caring for the 
weakest, the fragile- seeing the other side and trying to understand other’s perspectives. Not 
sure if the model works but there is something powerful about a SE when it makes money as 
well as solving problems- because then they can sustain themselves. Not just feeling good 
about yourself. But really being sustainable in itself. It’s a model but not sure if it solves our 
problems.  

- Do you feel recognised by other organisations in NL? 
Not interested in certification e.g. from the Code. Sometimes people focus too much on being 
certified that it becomes more like green washing- concern with organisations certifying 
SE’s. Question the authenticity of that. Life is complex and we all need to take time to 
understand things rather than just looking at a list.  
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Doesn’t have so much contact with other organisations- problem with time and need to pay to 
participate in some events.  
Week in Utrecht where they have a sustainability week, slow fashion world – recognised by 
them.  
Wants products and services to speak for themselves – not certified by bodies but by 
individual people.  
 

3.1 Guest Lecture: Moyee Coffee 
Knows coffee very well- barista for 7 years  

- Guido- founder- woke up in the middle of the night coming up with the idea of 
fairchain  

Originally- 2% of added value of coffee stays in the country of origin and 98% in western 
countries (mostly shareholders) 
Moyee- wants this to be 50-50%  
Not by charity or aid but (trade) shifting part of the business over there- roasting, packaging 
etc. 
“Crowdspeak”- trying to generate WOM  
“Trade over aid” (teach him how to fish etc.) 
We need to be able to prove that what we’re doing is actually working  
Fairchain Blockchain- started creating blockchain circle for coffee chain  
 
Limiting actors- consumers- lots of barriers to be trusted – some friction there. But also a lot 
of regulations! 
We don’t yet focus enough on the environmental issues in the west – our bags still made of 
plastic. Although doing a lot in the country of origin- reforestation etc. Discrepancy between 
two sides.  
 
Connection between Guido and founder of Tony’s – hence the move into chocolate – also to 
do with the UN thing in Ecuador  
Could have been anything else – not only coffee and chocolate as options- but made sense 
given Guido’s contacts  
 
“We are not a coffee company, we are an impact company- the coffee is just a means to 
an end”  
 
“we don’t sell coffee, we sell impact” 
This has been the intention from the beginning and coffee was chosen as the vehicle for 
“changing the world with fairchain” 
Fairchain was the initial idea- and Guido knew something about coffee so it was an obvious 
choice 
Helps that coffee is the 2nd most traded commodity in the world- has a huge influence on the 
world  
He already had a big network of investors and people he worked with 
He already had a lot of personal capital 
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Very well networked guy in the Dutch business scene – knew enough people already to go 
into his network and get it started 
Moyee is a commercial company- as opposed to the Fairchain foundation 
1:21- building the roadmap – iterative?  
“It’s not about owning assets, it’s about owning impact” 
Donut economics- Kuznets curve  
People demanding a lot more from their products- opportunity exploitation? – more 
transparency etc.  
The concept of Fairchain doesn’t really help in attracting other parties- not enough 
recognition yet- is growing though- e.g. CoolBlue having it as partner with the coffee 
machines they sell  
 
Benefit of being a B-Corp- nice way to get into new companies  
Lots of companies in NL who are already or are interested in becoming a B-Corp  
Gives a common goal- better future  
Use as a foothold to get into new places that you wouldn’t usually get into as usually 
People don’t care about it that much from a marketing perspective 
From a sales and an expansion point of view- really useful  
 
Partners that are also close to their DNA  
 
Good mix between effectuation and causation – starts with a clear causation way of tackling 
the problem (but not that straight forward), effectual components: Guido’s network – 
leverages resources etc, blockchain event that Guido realised could be useful, contingency- 
environment reacting to. Generally directed at a clear goal/purpose they want to achieve 
though (50-50) then trying to find means to get there. Choice of coffee vs. tea uses effectual 
logic to figure out.  
 

3.2 Interview Christy Aikhorin  
 

- How have you used your own network?  
Networking in general – I need to learn how to be more effective at it. UnikBlends started 
with people I knew- family came to live with me- start spreading the word- friends, 
colleagues. Going to events- making contact with people. Had to create intentionally 
networks- be more select – getting business cards etc- finding a way to be connected- win-
win building the relationship – need to give something back to them. Often doesn’t work. 
Finding common ground- takes a lot of time. I have a small network- 2 people bounce ideas 
off – and then don’t talk for another 6 months. Doesn’t have a broad network outside social 
media. (1 of these helped a lot with branding – getting message across- telling stories about 
yourself- found it hard to put self out there and one lady in Australia that connected with 
online and she encouraged her to put herself – her face on the brand!) The other person who 
helped her get into the entrepreneurial spirit- full time business woman – pushed her towards 
more entrepreneurial thinking 
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(working in engineering – we have work to do lets do it, rather than entrepreneurial thinking 
– what are we doing and why are we spending time on this etc.) – getting her mind out of the 
technical place  
Before UnikBlends- network wasn’t there. After starting- saw the need to engage with people 
who would help develop the idea. A lot of people you only have one or two meetings with. 
Suppliers also of course. Want to build a relationship that works with both people.  

- Since starting UnikBlends, have you been approached by other people interested in 
the same issues with sustainable fashion? 

Yes- often people want to know why and how I’m doing- and then they’re up and gone- don’t 
form such a relationship. From a supplier base – someone who wants to supply me 
something. What still looking for is people who want the products and want something from 
us. Either very young people (university) or much older people connecting-  
1 person- I want to build something of my own but in engagement with UnikBlends- met at a 
pop-up stand in Leiden- bought a skirt and then reached out because wanted to work together.  
Nobody approaching for let’s do business and broadening own idea.  
Get a lot of “not now”  

- Would you say that you’ve focused more on how much you’d be willing to lose or on 
the potential upside (affordable loss) 

2 sides- fall back plan! Haven’t given 100% yet- still has a day job-  
Accepted slow growth- helps with risk – losing time/energy/money  
That’s how she got to the stage where she wants to grow relationships – wants people who 
are aligned with values.  
Thinks look if I stop now- I will lose everything I’ve already worked for- reminds me the 
reason of why I’m doing this.  
Fall back in terms of finances and partner who is also working 
Financially would be biggest concern- and that’s why its an SE where growing and 
partnering slowly  
In terms of time and energy- as soon as I get a sense that it’s worth doing – I’ll give it 
everything.  
Money is the ultimate thing- event in Denmark (Copenhagen)- the cost of everything- even 
though I have a huge desire to go there and represent UnikBlends- don’t have the money- not 
the opportunity in terms of finances. But If I had that and a support system – then it wouldn’t 
be difficult to do that.  
Finance is the limit  
Haven’t come to the stage yet where I’m looking for external investors.  

- If you split up the story of UnikBlends what phases might you identify?  
Size- I’m still a one-woman business- very small operation- very limited- most of the actual 
things that get done are from the people that I collaborate with. Sourcing fabrics- talking to 
someone who knows someone- collaborating with suppliers. 
Branding and marketing- myself 
Dream for the year was to get a partner.  
4th year since registering UB as a company/business  
In terms of client base- increased! – 2/3 clients every month – customised outfits etc. – 
customers shop online or they meet at a pop-up. Try to do a pop up every other month.  E.g. 
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client who really wants an outfit- gives measurement – chooses fabric and outfit according to 
their style. Whole process to make a customised outfit for someone.  
Moved slightly away from the initial starting phase – but sees self as very different to a start-
up- haven’t got to the stage where she is ready to pitch the business for investment- doesn’t 
know if she will ever get there.  
Not yet at the stage where she needs to provide lots of products to lots of different locations. 
Not yet. And not comfortable doing yet- would need a partner who thinks more about size 
and scaling.  

- How has the initial idea evolved since you first started? 
Initial idea- starting a company all to do with colourful things- Africa  
Thought about it more- wanted to make it a more smart and sophisticated brand- online give 
us your measurements, create your design online with the fabrics you want – get it delivered 
by a drone – quick and easy! That was the dream! Payment by bitcoin etc. Still the dream but 
have to accept the reality- some things are not yet mainstream (drones, virtual body 
measurements) I don’t have the money or the brand for now- accepting reality and grow – 
keeping aspirations in mind 
I want products where they have multiple uses- e.g. reversible bags with smart pockets  
Wants to be associated with smart-wear- trends of dresses that are also a phone etc.  
STYLE not FASHION (trends) – “I’m not a fashionista” 
Like to blend the patterns so they make sense- but dreams are mainly about technology and 
not fashion 
Functionality! Wants it to be innovative but first functional and multi-purpose – innovative in 
that way.  
Drawback in personalised clothing- huge limitation is giving body measurements- needs to 
happen in person 
Virtual ways of taking measurements- in the future - 
Doing what I can right now with the resources that I have  
Customers- people who want something ethically made- want it to become the norm and to 
gradually come down in price  
Sustainability- internal dream and vision for UB – but not communicated so much 
Final comment: nice to be reminded of some things that had been put in the back drawer.  
 
4.1 Guest Lecture: Panel  
3 speakers: Floris Henning (Musoni), Rein Jansons (FMO), Sanne Wassink (Quantum).  
 
 
Floris Henning- worked his whole life in Finance but not a banker 

- Working on the borderline between commercial and operations  
- Rabobank- as a cooperative – different to working for any other bank- strong social 

background  
- Left Rabobank in 2009 because it was drifting away from its roots and becoming like 

every other bank  
- Wanted to go abroad- specifically India – ended up going to Tanzania – fell in love 

with working in Africa  
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- Got invited to work at a Microfinance start-up - Musoni – Dutch based but working in 
Kenya 

- First working in Amsterdam then Nairobi  
- Saw need for organisation start-ups in Kenya who lacked back-office operations  
- Started company that helped others with back-office operations  
- Strong social component in all companies he’s worked for  

 
Sanne Wassink- start-up in Guatemala  
 
Rein Jansons- FMO (Dutch development bank) 

- Contributing to the mission of by 2050 everyone lives well within the means of the 
planet  

- Mission to empower entrepreneurs to build a better world  
 
How aware are you that you are in fact part of a hybrid organisation? 

- Sanne- the founders made a conscious decision to move from being an NGO to a 
social enterprise  

- Musoni- first and foremost a social enterprise with specific goals of supporting people 
that have no access to bank finance – exploiting M-Pesa in Kenya – technology 
driven way of helping people with cheap loans. Great idea- lots of finance available 
but it was soon obvious that needed a strong organisational or even commercial way 
of organising or otherwise it wouldn’t be sustainable. Tension that the founder was 
running it more like a charity fund rather than a sustainable company- Floris joined to 
make sure it ran more like a business – hybrid situation was not foreseen – emerged 
because it wasn’t going very well. Musoni now split (legally) into 3 – with each part 
responsible for slightly different things  

- FMO is very much an organisation where both sides count- if you propose a 
transaction you are challenged on both accounts- will you achieve social impact but 
also are you going to be financially sustainable  

 
Resources 

- Sanne- Quantum is seen as too risky because it’s too complex- too many different 
elements to cover in what they do. Even social investors have very financially based 
metrics. Yet to witness the benefit of calling self a “social enterprise” – term which is 
apparently gaining legitimacy. 

Funding 
- Rein- stakeholders not very involved in decisions. Return requirement. Public-private 

partnership. Some stakeholders have more of a return focus and others an impact 
requirement. Stakeholders also include network of NGO’s etc. Trying to satisfy 
multiple demands of different stakeholders. Acts as a check/guard --> if you would 
stray too much to one side then there would be a lot of questions from stakeholders.  
Making the actual decision- investment- important to make sure that whatever you’re 
financing is financially viable- not the only thing checked- but it is a necessary 
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condition. Core of viability as a business which is very healthy because it gives an 
incentive to be disciplined to be efficient etc. (business core and social periphery 
then?) 

- Floris- in the early stages it was very early to get “free” money from angel investors – 
a lot of people happy to give money as long as there were results – gradually later it 
changed – as investments got bigger then they demanded a financial return. Angel 
investors very unpleased with the way that they were becoming more commercial 
(even though there was still a social periphery). 

- Sanne- social part comes first –  
- Floris- founding fathers play very important part in the proof of concept phase – very 

convincing that he had a bright idea- very inspiring person who could get money from 
people willing to believe in the dream (also a lot of interest in MFI’s at that time) 

 
Partnerships 
(collaborations) 

- Floris- able to show potential shareholders that they could scale up in a professional 
way – difficult if they would only stay on the social impact side and not show how 
they could grow  

 
Incumbents & Entrants 

- Sanne- one competitor tackling the same issue through a different technology – can 
imagine that they wouldn’t like us but wouldn’t make sense since they are tackling 
the same issue – doesn’t yet change what they’re doing 

- Floris- naïve entrances – Musoni used M-Pesa – was invented by a telephone 
company and opposed by the banks – didn’t like telephone companies moving into 
this are. When we started using M-Pesa there was strong opposition from banks. But 
it was a huge success- the people of Kenya responded really well to M-Pesa – the 
banks were forced in the end to embrace it. Shows how strong the market can be that 
the banks almost missed this opportunity. Banks now sharing bad payments with 
MFIs (in a database) – initially this would not have worked but it is now accepted.  

Legitimacy 
- Floris- market in Kenya at that time- legitimacy was founded in the fact that we 

addressed the people that had no access to bank money at all- but also we were not 
just giving money/donations – the fact that we could target entrepreneurs with a  
small loan and helping them grow through cycles to prove their concept and – Musoni 
looking at low costs etc. Lost a lot of money in the early stages because people we so 
used to receiving money for free. Alternative was loan sharks who charged huge 
amounts of interest. Really embraced because of this- especially after the initial 
getting used to phase.  

 
Legal Form 

- Sanne- still figuring out how to register in Guatemala- in terms of financing what is 
best to register ourselves as?  
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Governance  
- Rein- existed as FMO since 70’s- governance is a key success factor for where the 

companies that we invest in go right or wrong – as you grow you increasingly look at 
who is on the board- who are you working with etc. what is their expertise – skill sets 
but also the structures 

- FMO is public – management board- relatively independent in how it carries out the 
mission, supervisory board – selected on the basis of their experience- very 
broad/diverse range of backgrounds – can see through many different lenses, then of 
course the financial experts --> can see this reflected in what the company does 

 
How have social elements fostered innovation? 

- Quantum- product that they’re producing  
- Musoni- innovative company- distribution via telephone  

 
Identity 

- Rein: looking at how people fit regarding experiences in their life etc.  
*Adaptable people 
Founder setting the tone- gathering people who share their mindset  
 
4.2: Interview: Christy Aikhorin  

- Do you identify more with the business or the social side of SE? (or are you equally 
balanced?) 

Skewed towards social- 3 weeks ago went to a seminar on start-ups-  
Felt push back (internally) from hearing about the commercial stuff 
Still recognises that e.g. social media is necessary  
Social side- environmental impact first- oh and btw I’m also selling a product  
Attached to the products  
Learning commercial value side  

- Do you ever worry or even feel yourself drifting more towards one or the other? 
Equally important 
VALUE – if something is valuable you have to put a price on it  
In order to have more impact on people you need to also do the commercial side  
Investing would give you the opportunity to have more impact  

- Do you find it a struggle to have these 2 different identities (as an organisation)?  
 
Reluctant business person!  
Down to the way that she started it  
 
Also needs to learn skills- not enough to have a good intention – need skills to really turn it 
into a business  
If you only focus on the money- more people looking for meaning and long-lasting value – 
risk that you aren’t around in the future  
 
5.1: Guest Lecture: Digital Storytellers 
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Enabling more people to tell their stories- everything open source  
 
Neural coupling- when someone tells you a story it activates the same areas of your brain as 
theirs 
 
Re: Storytelling + social enterprise: what stories can we share? 
*Audience testing your story- which parts of your story really resonate with people? 
 
The storytelling process: 
Campaign -> Story -> Pre-production -> Production -> Post-production -> Engagement -> 
Impact  
*How are you tracking the impact and is it meeting the objectives set at the beginning?  
 
Using a statistic (e.g. about impact) as a hook not preferred to using something more 
emotional  
 
Experience at different side of organizations and different sector. 
Inspired by documentary called Black fish and seeing what impact such documentaries can 
make -> changed her thinking about this matter, but also led to changes at a higher level, 
such as policy changes. 
Main difference between non-profits and social entrepreneurs look for in telling their story  
and their approach. Is there a difference in the stories that new social entrepreneurs and the 
ones that have been around for a while? 
Difference in story they want to tell and level of control they want to have between new and 
more experienced SEs: 
 
Less work if the SE has been around for a little while – new stage SE want to control more 
because they are not as sure of what they are doing, less sure about what story to tell and 
how to tell it. Takes more time to get them on board. 
Crucial in the very beginning for start-ups is to tell their story, but how to communicate what 
they actually do in such a way that people understand? -> Influences the language they use 
on their social media and on their websites. Start-ups have to first have this clear. 
Ones you have this profile, the stories that emerge from that can be more about specific 
projects or missions. 
Clear communication important – Get key stakeholders in the same room about the story 
you want to tell. 
When your story is novel/not known -> step by step approach -> first show if there is 
traction and how people respond to it, then you can take it a step further. 
Difference with what SE’s want to tell – information wise. 
Not experienced to be a difference for start-ups at different stages- more personal and 
depending on who you talk to in the start-up. 
How many SEs want to convey the impact they have? – so the purpose is the impact they 
have (showcasing their impact). 
Most. Example; purpose was to get more volunteers, the objective was not conveying their 
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impact, but telling about their impact was part of attracting these volunteers. 
Framing it more in a way to engage more people – get them more engaged, or getting more 
volunteers. 
It’s more about what’s next and raising awareness -> what world do we want to live in and 
how do we get there? instead of focusing on the great things the enterprise has done 
(impact). 
Lot of the time they do show the impact they have, but often not as a sole purpose. 
This is not considered to be the case because they do not have the statistics to show their 
impact. 
Not much entrepreneurs have to get convinced to use less statistics, and more visuals. 
 
What data/information (on impact) are entrepreneurs coming with? 
Start-ups don’t come with a lot of statistics or information – because they maybe don’t have 
it. Larger organizations come in with more reports etc. However, people do come in telling 
their stories – what do you share at home at your dinner tables, what stories are shared 
within the organization? 
Do you check the story/impact before you decide to help them tell the story? 
Long-term relationships with the people she is working with. So, she didn’t have to do a 
deep dive into the story and checking whether it is true. If big claims are made (for example 
having an causal impact on the decrease of unemployment rates), they would look into that 
and have an issue with telling that without being checked. 
Have you encountered an organization that makes these causal links and has evidence 
(methods) on that? 
Example of first reusable coffee cups – starting the movement 
Is storytelling a method for SEs in themselves to make an impact? 
100%; having a one-to-one conversation with an investor or an employee, you will be able 
to get people on board. 
 
5.2: Interview: Christy Aikhorin 
 

- If you had to- how would you measure your “impact”? (what metrics might you use?) 
Sustainability of the fabrics- would want to look at the whole chain but had to narrow in on 
the fabrics- not measuring whole supply chain for the new fabrics- but when she can she 
would like to – that would be your impact measurement (positive or neg)  
Lower environmental footprint  
Fact it’s made by a woman- ripple impacts on society – would be really hard to measure  
Zero waste- with recycled fabrics  
Focus on the fabrics!  
Can go further- into the other materials- buttons etc.  
Transportation – most fabric purchased in Africa – most clients in Europe- would also like to 
measure that to see how to use more environmentally friendly transportation  
Also, the packaging- always uses recycled things (from herself) – this is something she can 
do something about 
Wants to look into the greater supply chain  
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Transparency! – wants to be like this- also being honest about what you don’t know yet.  
 
With the women- women with 5 kids – big difference from having no income to having 
something 
Also measures with comments and feedback (happy Mondays)  
Future- working with refugees- learn a skill and then go home and have something to build 
on 
Book- owner of Zappos “Delivering Happiness” – what she wants to do- sell happiness 
 

- Have you had any interactions with potential funders yet? And if so have they asked 
for a measurement of your “impact”?  

No interactions yet- not there yet. Grow slowly. Let demand pull what she can supply. If she 
cannot manage to meet the demand anymore.  
People do ask questions- where did this come from, how did you make it etc. People want 
transparency. But they don’t ask so specifically e.g. about the environmental impact co2 etc. 
Or just where it was made. Uses sometimes “made in the Netherlands” label- helps 
understand the price  
Thinking of making a label that tells where everything was made – distinguish difference 
between where the fabric comes from and where it was made 
“repaired, recoupled, reinvented” – helps with transparency  
Wants to bring more clarity – making things more traceable  
 
6.1: Guest Lecture:  
Niek van Dijk - BoP Innovation Centre 
Anna Chojnacka - Good Up 
 
Niek- BoP Innovation Centre   
“Practitioners point of view”  
Scaling from a consumer point of view 
BoP- non-profit in Utrecht  
“Working with companies to reach low income markets” 
Working with multinationals, SMEs … etc.  
BoP- Bottom/base of the economic pyramid 
Not in the western world- impacts how they scale 
Work is publicly funded – grants  
 
3 Expertise (that can contribute to scaling) 

1. Inclusive innovation- “I want to develop an innovation for low-income markets, but 
need support on how to develop it” 

2. Marketing & Distribution- “I have a proposition for low-income markets, but need 
support on how to market and distribute it” 

3. IB Empowerment- “I want to be successful in the field of inclusive business, but need 
support to develop the right capabilities” – provide training materials 

 



Immersion Project 
Ruth Whitehead 

 45 

Largest product- 2SCALE- program focusing on developing/scaling agricultural value chains 
from field to consumer  
“2SCALE is an incubator and accelerator program that manages a portfolio of public private 
partnerships (PPPs) for inclusive businesses in agri-food sectors and industries” 
Partnerships with SME’s to meet local consumers and producer organisations.  
 
“Terms of inclusion”- things often being neglected in conventional markets.  
 
9 different countries in West and East Africa. Diverse companies, diverse learnings.  
Protein & Animal Products (e.g. dairy), Stable Crops….  
 
*Opening doors- activities always start from the perspective of the local business jam – this is 
the entry point, then they look at the partnerships that should be developed – always involves 
a financial institution as well. Called Public-Private but often not very much government 
involved.  
 
Dutch government is involved in funding 2SCALE but they are always very cautious to 
engage too much with government.  
Focus on local markets because “that’s the biggest leverage for social impact” 
 
“We are designed at a certain point to leave”- that there is local infrastructure that can take 
over in the end 
 
e.g. Guts Agro 
Working with them to develop a consumer product – fortified porridge 
Made a more diverse, well-organised value chain  
Didn’t get very far with scaling with this enterprise because it was already a very innovative 
business model and change for them 
Learned a lot about this model with this company- can be replicated in different countries 
(similar business models, similar companies)  
Micro-franchisee’s – Likie Ladies  
 
Harvey Koh: Barriers to Scale 
Something they find useful 
 
Taking a customer mindset 
Customer need vs. want  
“never talk about beneficiaries”- if you’re a business you have customers, period.  
Changes the way that you view customers- look at what they want rather than what they 
need- gives a more holistic approach and more meaningful when you’re a business.  
 
4 A’s of BoP marketing (rather than 4 P’s)  
Acceptability- ensuring the fit between customer and value proposition. FIT between value 
proposition and customer persona.  
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Availability- ensuring the right (last-mile) distribution model is in place to reach BoP- 1. Use 
of existing channel and infrastructure, 2. Hybrid partnerships, 3. Micro-finance  
Awareness- ATEAR- Attention, Trust, Experience, Action, Retention – structured approach 
to marketing  
Affordability- price is key, low margins, simple and attractive prices, consider segmentation 
and cross-subsidising   
 
4P’s come from the company’s perspective, and 4 A’s come from the perspective of the 
consumer- more consumer centric approach to marketing. Necessary because many 
companies don’t know these low income markets and there isn’t much research done in these 
markets by big companies.  
 
Try to understand their consumers through qualitative research.  
 
Three areas of importance for a BoP Pilot 

1. Product proposition 
2. Market strategy 
3. … 

Or all three at the same time 
Chicken example- Mozambique 
 
Scaling consumer reach with a multinational 
“last-mile” distribution strategy  
Challenges with scaling these models 
Multinational have made a commitment to work with 200,000 agents by 2020 in 7/8 different 
emerging markets 
Basic model is in place 
Growth in that model is relatively linear and means they won’t reach their target 
BoP helps by looking at the changes in the system that could help them  
 
Behavioural change campaigning- e.g. nutritious food, sanitation etc. – consumers you’re 
trying to reach doesn’t necessarily have good knowledge e.g. of why you would need to get 
enough iron – first need to educate- then that creates demand for your product  
 
Questions 
 
Difference in scaling in social enterprises and their more commercial enterprises 

- Different perspective to scaling- working with a multinational means you’re already 
working at scale 

- But it should not be a project from the CSR department – should be driven by the core 
business units of the company  

- With SME’s – nobody in Ethiopia will know what a social enterprise is, but if 
you describe what it is then they say we have many of those- e.g. access to water 



Immersion Project 
Ruth Whitehead 

 47 

etc. for the company it’s mostly about making money but they do have a big 
social impact 

- Definition of SE different for these countries than in NL for example 
 
Negative consequences of scaling 

- “Crowding out”- happens in some cases – a lot of middle men in agriculture – these 
need to be cut out- but where do they now find their work?  

- Better value chain and hopefully better prices for consumers- negative side effect of 
pushing out middle men and it’s not always easy to find a place for them  

 
Could they scale without external help? 

- Yes and no. If they have a unique value proposition, then probably yes. Main thing 
BoP adds is access to finances – otherwise these businesses not usually understood 
and are rejected by conventional financers. “Social capital” necessary for helping 
them to fund themselves.  
 

Anne 
The 1% club (was a foundation)- one of the first crowdfunding platforms in the Netherlands – 
13 years ago 
Frustrated that by the time the beneficiary is reached- a lot of the value has disappeared 
Wanted to cut out the middle man- but became the middle man  
Could not scale because you have accepted a subsidy and said what you would do for the 
next 5 years and could not “pivot” 
Wanted to see if the platform could become a product  
Booking.com wanted a white product – Booking Cares 
Now a company- not an NGO – also became a scale-up – by definition from the Dutch 
government 
New company- Scale Up Impact  
 
3 barriers to scaling 

1. Leadership development 
2. Scalable infrastructure- after 10 people communication gets much more difficult 
3. Marketing Effectiveness  

 
The business case for purpose 
Purpose is the new competitive advantage 
Important that companies are seen as authentic  
You have to be really good at the user experience, but employee experience is now what will 
make you a winner or not- attracting and retaining talent  
 
Scaling Up 
4+1 Decisions: people, strategy, execution, cash, + impact 
3 disciplines: priorities, metrics, meeting rhythm 
2 drivers: profit + purpose 
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1 catalyst: technology, coaching, peer learning…  
 
Often requires painful decisions e.g. changing the team a lot.  
 
Identifying your impact BHAG  

- What is your passion? 
- What are you the best in the world at?  
- What drives your economic engine? 
- What does the world need --> question they added.  

BHAG- big, hairy, audacious, goal 
 
*Avoid talking to customers about products but talk to them about the problems – e.g. why 
we need slave free chocolate  
 
Questions 
 
Importance of replicability 

- Some companies looking for a competitive edge- makes them more difficult to 
replicate 

- Replication more about proven business models. Depends on the specific societal 
problem- sometimes you first need to find a solution and then see about scaling 
deep/wide.  

- Once something has been scaled deep and is a proven solution it can often be 
replicated  

- Paying customers are the best thing for replicability – “oxygen for your product” 
 
Control issues  

- “Founder syndrome”- could kill creativity and inhibit scaling  
 
6.2: Interview with Christy Aikhorin 

- Plans to scale if any?  
Dreams for sure. Expand online- accessible and popular globally. Online- direct contact 
between end user, supplier of the fabric, the maker (of all the different parts). Vision: direct 
(transparent) good contact with all the different parts. Co-designing process online – quick, 
friendly, fun. Delivered with no co2 impact. Fabric 100% biodegradable- they’re the future.  
 
Renting clothing – also going to happen in the future- working with different people – 
(MUD) – would want to get involved and play some kind of role. Let someone else worry 
about the impact on the environment- and someone else just owns the wardrobe.   
 
Something has to happen in the industry- revolutionise – there have been a lot of changes!  
“We’ve become consumers, we used to be owners” of clothes  
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Vision is also that African fabrics stop being seen as “exotic” – beautiful prints not African 
prints – and employing more people 
 
ONLINE – physical stores closing down  
 
Sustainable shopping- when you don’t return things  
 
Maybe- a “store” where you can have an experience and hear about where it came from etc. 
maybe a “concept store”  
 
Why started “she sustains” with women – impact of sharing stories – the kind of space that 
UB would fit into  
 
There are some similar models- jewellery in India  
 
Many women coming together- “what’s our legacy” asking themselves  
Many have had a health crisis  
And many going into “what can I make with my hands”  
Trend with these kinds of women looking for a bigger meaning – some have it in their careers 
and others looking for it somewhere else 
Sharing Experiences! Where and how though?  
 

- Replicability of UnikBlends model- could it be a franchise one day?  
Believes it’s a model that anyone could pick up and apply to indigenous products e.g. art – 
fabrics she uses are in a sense art. Connect with handmade things-  
 
Small is beautiful.  
Something lost when you get bigger. Where she is working now some managers had to leave 
because they felt conflict.  
 
Loves stories 
 
Size: 
When smaller everyone understands what is necessary 
When 50- disengagement between mission and what they were doing 
Slow down and get people on board  
 
Would love if everyone takes on the idea of UnikBlends and makes it their own but doesn’t 
use the name.  
 
Problem with big. When you want to build something.  


