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Abstract
Background and purpose - Digitisation is connecting various business actors to create
interconnected ecosystems through digital platforms. Meanwhile entrepreneurial ecosystems are
offering various benefits for start-ups e.g. through support organisations that offer services for
them. Currently, these start-up support organisations face the challenge of leveraging digital
services to create value for their member start-ups. The purpose of this study is to investigate
how the digital services offered in start-up support organisations create value for start-ups.
Approach - From a theoretical perspective, the sociology of value and service dominant logic
concepts such as value co-creation and service ecosystems are considered. Qualitative methods
were used to conduct a pre-study and an in-depth case study with a start-up hub in Stockholm's
entrepreneurial ecosystem. Data was collected using 18 semi-structured interviews with start-ups
and other actors in the ecosystem and participant observations of 17 events.
Findings - Needs and challenges for start-ups were identified and mapped against the digital
services used by the start-ups. These services facilitate interaction between various actors in the
start-up hub. Seven interconnected value types for the start-ups were identified emerging from
the use of digital and non-digital services in the start-up hub. Moreover, many of the digital
services are not provided by the start-up hub alone but in collaboration with other actors,
connecting the start-up hub to other actors in the start-up ecosystem.
Research limitations and implications - The findings contribute to the understanding of how
start-up support organisations leverage digital services to support their member start-ups. The
connection of digital service usage to the creation of various value types provides a theoretical
concept to research about service ecosystem. As the study has been conducted with a limited
number of respondents and events in Stockholm, further research in other ecosystems and using
different methods is suggested to ensure generalisability of the findings of this study.
Practical implications - A number of practical suggestions for start-up support organisations
can be derived from the findings, including that start-up support organisations can benefit from
establishing and moderating a digital community, involving several actors from the ecosystem
and continuously adapting digital services to the changing environment and needs of start-ups.
Originality - To the best knowledge of the authors, this is the first study to investigate digital
services in entrepreneurial ecosystems from the perspective of value in service ecosystems.

Key-words
Digital service, Value co-creation, Start-up, Start-up support, Entrepreneurial ecosystem, Service
ecosystem, Service innovation, Incubation
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Sammanfattning
Bakgrund och syfte - Digitalisering förbinder olika affärsaktörer för att skapa sammankopplade
ekosystem genom digitala plattformar. Samtidigt erbjuder start-up ekosystem olika fördelar för
start-ups, till exempel genom stödorganisationer som erbjuder tjänster för start-ups. För tillfället
möter dessa start-up stödorganisationer utmaningen att utnyttja digitala tjänster för att skapa
värde för sina medlems start-ups. Syftet med denna studie är att undersöka hur de digitala
tjänster som erbjuds av stödorganisationerna skapar värde för start-ups.
Tillvägagångssätt - Från ett teoretiskt perspektiv beaktas sociologin av värde och service
dominerande logik begrepp som värde medskapande och serviceekosystem. Kvalitativa metoder
användes för att genomföra en förstudie och en fördjupad fallstudie med ett start-up hub i
Stockholms entreprenörsekosystem. Data samlades in med 18 halvstrukturerade intervjuer med
start-ups och andra aktörer i ekosystemet och deltagarobservationer av 17 evenemang.
Fynd - Behov och utmaningar för start-ups identifierades och mappades mot de digitala tjänster
som start-ups använde. Dessa tjänster underlättar interaktion mellan olika aktörer i start-up
hubben. Sju sammankopplade värdetyper för start-ups identifierades som en följd av
användningen av digitala och icke-digitala tjänster i start-up hubben. Dessutom är många av de
digitala tjänsterna inte tillhandahållen av start-uperna ensam men i samarbete med andra aktörer,
som kopplar ihop start-up hubben till andra aktörer i start-up ekosystemet.
Forskningsbegränsningar och konsekvenser - Fynden bidrar till att förstå hur start-up
stödorganisationer utnyttjar digitala tjänster för att stöda sina medlemmar. Anslutningen av
digital serviceanvändning till skapandet av olika värdetyper ger ett teoretiskt koncept för att
undersöka serviceekosystemet. Eftersom studien har genomförts med ett begränsat antal
respondenter och evenemang i Stockholm, föreslås ytterligare forskning i andra ekosystem och
användande av olika metoder för att säkerställa generaliserbarhet av resultaten i denna studie.
Praktiska konsekvenser - Ett antal praktiska förslag till start-up stödorganisationer kan härledas
från resultaten, bland annat att de start-up stödorganisationerna kan dra nytta av att etablera och
moderera ett digitalt samhälle, involvera flera aktörer från ekosystemet och kontinuerligt anpassa
digitala tjänster till förändringen av miljön och behovet av start-ups.
Originalitet – Till bästa kunskapen av författarna, är detta den första studien för att undersöka
digitala tjänster i entreprenörsekosystem från perspektivet av värdet i service ekosystemen.
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Serviceekosystem, Service innovation, Inkubation
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Chapter 1
Introduction
In this introductory chapter, the background of the research topic is
discussed in section 1.1. In section 1.2, this is followed by a description
of the problem which this study addresses. Afterwards, the purpose
of research and the research questions are outlined in sections 1.3 and
1.4. The approach and delimitations are further described in sections
1.6 and 1.7. The chapter ends with a disposition of the thesis in section
1.8.

1.1

Background

Competing in today’s rapidly evolving markets requires companies to
be fast and innovative (Ringel, Zablit, Grassl, Manly, & Möller, 2018;
Zahra & Nambisan, 2011). Moreover, innovation activities of companies increasingly shift from a focus on internal firm-centric innovation
towards more outwards looking approaches (Nambisan & Sawhney,
2007). Platforms and ecosystems are expected to fuel tomorrow’s innovations (Daugherty, Banerjee, & Biltz, 2015). This goes along with the
common understanding that instead of creating value alone, a business can increase its value creation by collaborating with others (Adner, 2006). This interest for involving external actors in innovation
and value creation processes is reflected by the growing usage and
research around concepts such as value co-creation, network-centric
innovation, open innovation and innovation ecosystems (Prahalad &
Ramaswamy, 2004; Nambisan & Sawhney, 2011; Chesbrough & Appleyard, 2007; Adner & Kapoor, 2010).

1

2

CHAPTER 1. INTRODUCTION

One such concept involving collaboration between multiple actors
is the entrepreneurial ecosystem, which particularly considers the creation of innovative ventures. An entrepreneurial ecosystem is the bundle of all actors and connections between the actors that support entrepreneurs in a geographic environment (Isenberg, 2011). In addition
to innovative start-ups as a central component, it is argued that thinking about entrepreneurial ecosystems should encompass a wider understanding of growth-oriented venturing and the actors that support
entrepreneurial activities (Brown & Mason, 2017). Such supportive
actors, which are called start-up support organisations in this study,
include for example incubators, accelerators, venture capital firms or
business angel networks (Mason & Brown, 2014; Isenberg, 2011). By
providing co-working spaces, some of these start-up support organisations create physical places for entrepreneurs to work and actors of
the entrepreneurial ecosystem to meet (Bouncken, Laudien, Fredrich,
& Görmar, 2018).

1.1.1

Impact of digitisation

Both inside and outside of entrepreneurial ecosystems, the emergence
of digital technologies has paved the way to digital transformation
across industries. For instance, in the professional services industry,
digital transformation is increasing the transparency of offerings (World
Economic Forum, 2017a). In consumer industries, the importance of
consumers in value creation of offerings has increased (World Economic Forum, 2016). From a customer perspective, digital transformation has changed expectations towards increased speed, convenience,
and quality. These changed consumer needs have also transformed
the way products and services are offered. Namely, companies are focusing on experiences instead of offering product and services. The
offerings are becoming increasingly personalised and they are offered
in on-demand manner (World Economic Forum, 2017b).
With virtual incubators, digitisation has also created ways for incubators to support start-ups beyond physical resources (Nowak &
Grantham, 2000). These incubators rely on internet-based resources
and emphasise the importance of strategic alliances with other actors.
Across industries, digitisation is predicted to create vast interconnected
ecosystems through digital platforms with various business actors (World
Economic Forum, 2017b).
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The ecosystem around digital entrepreneurship

With its transformative impact, digitisation can be considered a key
area from which innovations arise. All over the world, new ventures
which use digital technologies proliferate (Sussan & Acs, 2017). Easily
usable and cheap digital building blocks are fueling the rise of startups today (Siegele, 2014). Stone (2017) introduced the binomial name
"startupus rapidus" to describe technology companies that grow spectacularly fast to billion dollar businesses – and the word "unicorn", describing start-ups valuated at more than $1 billion, made it into dictionaries (Cambridge University Press, 2018). Digital technologies have
arguably impacted the ways how entrepreneurship works nowadays
(Nambisan, 2017).
Even for high-growth start-ups based on the latest digital technologies, the ecosystem which they are part of matters for their business.
Start-ups engaging in alliance networks can benefit from increased
performance (Baum, Calabrese, & Silverman, 2000). Additionally, the
regional environment of start-ups seems to be a factor for their performance and growth (Wennberg & Lindqvist, 2010). While ecosystems around the world differ and it is debated to what extent replication of successful examples such as Silicon Valley is possible (Hospers,
Desrochers, & Sautet, 2009), policymakers, business people and scholars strive to reveal the secrets of successful entrepreneurial ecosystems
and replicate the "magic" elsewhere (Hwang & Horowitt, 2012).

1.2

Problematisation

Start-ups encounter a number of different problems throughout their
life cycle (Dodge, Fullerton, & Robbins, 1994) – and eventually, most
start-ups do not succeed with their venture (Gompers, Kovner, Lerner,
& Scharfstein, 2006). Eager to change this, various actors in the entrepreneurial ecosystem strive for the success of those potential unicorns. Organisations such as incubators, accelerators and start-up hubs
offer services to support the development of start-ups. Those start-up
support organisations as well as the other actors in the entrepreneurial
ecosystem are more and more opening up to involve others into their
innovation and value creation processes.
Nowadays, digital transformation allows for businesses to engage
with various ecosystem actors through digital services (World Eco-
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nomic Forum, 2017b). While start-ups are leveraging digital technologies, it is of interest to ask: How is digitisation changing the start-up
support organisations that help them? In particular, in what ways are
digital services used in start-up support organisations?
Studying how digital services create value for start-ups can allow
the start-up support organisations to further improve their offerings.
In turn, optimised digital services can then lead to better support for
start-ups - and ideally improve the success of start-ups. Thus, this
master thesis addresses the digital transformation of service offerings
in the entrepreneurial ecosystem in Stockholm. It offers potential for
start-up support organisations to discover in what ways digital services create value their for start-ups.
Based on this background, the problem formulation for this study
is formulated as:
Problem formulation: With digital transformation affecting increasingly connected entrepreneurial ecosystems, start-up
support organisations face the challenge of leveraging digital services to create value for their member start-ups.

1.3

Purpose

The purpose of this study is to investigate how the digital services offered in start-up support organisations create value for start-ups. This
is investigated by considering the entrepreneurial ecosystem in Stockholm as well as by conducting a detailed analysis of one start-up hub
in Stockholm (referred to as case start-up hub in this study).

1.4

Research questions

To fulfill the purpose of this study, the main research question as well
as the three sub-research questions should be answered in the scope of
this thesis (cf. section 1.7). The main research question of the study is
formulated as:
Main RQ: How do start-up support organisations create value
for start-ups through digital services?
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The sub-research questions of the study are formulated as:
RQ 1: What are needs and challenges of start-ups?
RQ 2: How are digital services offered for start-ups in support
organisations?
RQ 3: How are digital services used to create value?

1.5

Expected contribution

From an academic point of view, this study addresses the growing
interest about how digital transformation affects entrepreneurial ecosystems. Several recent calls for papers address the research area of
entrepreneurial ecosystems with a focus on interactions between the
different actors in the network (Acs & Audretsch, 2015) as well as the
efficacy and performance of the ecosystem and the role of social networks in entrepreneurial ecosystems (Liguori, Lange, Hechavarria, &
Winkler, 2017). Considering digital entrepreneurs, Nambisan, Wright,
and Feldman’s (2017) call for papers specifically looks for research in
the area of digital platforms and ecosystems and the usage of these
as a venue for innovation and entrepreneurship. These calls for papers outline an academic interest in effects of digital services on entrepreneurial ecosystems.
Given these academic interests, this thesis intends to contribute
theoretically by providing a detailed view on how start-up support
organisations leverage digital services to create value for start-ups in
the entrepreneurial ecosystem. To the best knowledge of the authors,
this study is the first one to address value creation through digital services in this specific context of entrepreneurial ecosystems. Furthermore, this thesis contributes empirically by collecting qualitative data
on two main topics. On the one hand, needs and challenges of startups are identified on basis of the interviews with start-ups. On the
other hand, digital services offered by start-up support organisations
and their usage are described based on a case study in a start-up hub.

1.6

Approach

This thesis investigates the entrepreneurial ecosystem in Stockholm.
First, a pre-study is conducted where actors from different parts of
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the ecosystem are interviewed. Based on the results of the pre-study,
a more detailed analysis is conducted on one of the ecosystem actors.
The chosen actor for in-depth analysis is a start-up hub which provides
a co-working space as well as business services. Within this start-up
hub, the community manager as well as start-ups are interviewed. The
purpose of these interviews is to identify the start-ups’ needs and the
digital services offered by the start-up hub as well as to investigate
how those services create value for the start-ups within the hub.

1.7

Scope of research

The research in this thesis is delimited in several aspects:
Geographical delimitation: Stockholm’s entrepreneurial ecosystem is
the scope of the research conducted in this thesis. In international
comparison, Sweden scores high in innovation rankings (World
Economic Forum, 2017c) and Stockholm’s entrepreneurial ecosystem is ranked among the world’s top ecosystems (Startup Genome Project, 2017). Chapter 5 describes the ecosystem in detail.
During the pre-study, interviews were also conducted to explore
ecosystems outside of Stockholm and their connections to Stockholm.
Temporal delimitation: The research of this study has been carried
out between December 2017 and June 2018.

1.8

Disposition

In this chapter 1 of the thesis, the background of the research area was
presented together with the research purpose and research questions.
To provide a more detailed look on the context of entrepreneurial ecosystem, chapter 2 presents relevant concepts. In chapter 3, the theoretical background of the thesis is presented. Subsequently, in chapter 4,
the method used in this research is discussed. In chapter 5, the start-up
hub that constitutes the main focus of the case study of this research is
presented. In the chapters 6, 7 and 8, the findings from the pre-study
and in-depth case study are presented. Finally, in chapter 9, the results are discussed. Eventually, chapter 10 concludes the research and
answers the research questions.

Chapter 2
Conceptual review
This chapter starts in section 2.1 by discussing entrepreneurship on a
general level and its role in societal development. In section 2.2, entrepreneurial ecosystems are discussed and the functions and actors
involved in them. Then in section 2.3, a more specific focus is taken
into support organisations as an actor within an entrepreneurial ecosystem. Here definitions for types of support organisations and their
roles are provided. Afterwards, the value propositions by support organisations towards start-ups are discussed in section 2.4. Finally, in
section 2.5, the problems and needs of start-ups are discussed as they
emerge in existing literature.

2.1

Entrepreneurship

A start-up is often defined by practitioners as "an organization formed
to search for a repeatable and scalable business model" (Blank, 2010).
This definition points out that in their early stages start-ups often do
not have business models or capabilities that allow them to grow and
succeed. Instead, start-ups are in a testing phase where through pivoting they find customer segments and products that constitute a sustainable business model. In order for a start-up to sustain through this
testing period, it often needs support from their external environment.
Entrepreneurship, broadly defined as the "creation of new enterprise" (Low & Macmillan, 1988), is often seen as a driving force of
economic growth. In this view, it is emphasised that a high level of
entrepreneurship benefits job creation, tax revenues and national productivity. More recent definitions of entrepreneurship have viewed
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it as a social process in a broader context of economic development
(Nijkamp, 2003) rather than as a distinguished actor (Stam & Spigel,
2017).
This view places entrepreneurship as something that emerges as
a result of aggregate conditions being present in technological, economic, demographic, cultural and institutional perspectives (Wennekers, Uhlaner, & Thurik, 2002). Governments, companies and other economic actors can therefore create conditions where entrepreneurship
is more likely to emerge. One of the factors in a supportive environment for entrepreneurial activity is that of an entrepreneurial ecosystem, where presence of other entrepreneurs create positive incentives
and reduce the the barriers for entrepreneurship (Delgado, Porter, &
Stern, 2010).

2.2

Entrepreneurial ecosystems

The presence of complementary economic clusters has been shown to
benefit the emergence of new business creation by lowering costs, increasing opportunities for innovation and giving access to a diverse
range of inputs (Delgado et al., 2010). It has also been shown that firms
located in clusters create more jobs and pay more taxes than firms that
do not (Wennberg & Lindqvist, 2010).
The concept of entrepreneurial ecosystems describes a network of
interdependent high-growth entrepreneurial firms, often described as
start-ups, and related organisations. These networks can have emerged
or deliberately been set up to support start-ups in a given geographical region (Stam, 2014; Reihlen, Seckler, & Werr, 2016). Entrepreneurial
ecosystems consist of a combination of social, political and economic
elements that create an environment which supports innovation-based
ventures (Spigel, 2015). According to the World Economic Forum (2013),
an entrepreneurial ecosystem builds upon different pillars, focussing
on aspects such as market access, funding and cultural support. Similarly, Isenberg (2011) defines an ecosystem in terms of six domains:
policy, finance, culture, supports, human capital and markets.
Figure 2.1 presents a model for entrepreneurial ecosystems as proposed by Stam and Spigel (2017). In this model, the conditions for entrepreneurial activity are divided into systemic conditions and framework conditions. The framework conditions can be understood as
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enablers of value creation. Systemic conditions are what creates entrepreneurial activity.
Aggregate Value Creation

Outcomes

Entrepreneurial Activity

Outputs

Entrepreneurial Ecosystem Elements
Leadership

Finance

Talent

Systemic
Conditions

Support
Services

Networks
Framework
Conditions

Formal
Institutions

Knowledge

Culture

Physical
Infrastructure

Demand

Figure 2.1: Ecosystem key elements (Stam & Spigel, 2017)
Several studies have analysed and mapped individual regional entrepreneurial ecosystems (Motoyama & Watkins, 2014; Holstein, 2015;
Miller & Acs, 2017). In these mappings, apart from the entrepreneurial
firms themselves, entrepreneurial ecosystems comprise a broad set of
actors, including support and mentoring services, incubators, accelerators, business angel networks, financial providers, and education
programmes (Mason & Brown, 2014). One of such mappings is presented by Isenberg (2011) who views entrepreneurial ecosystem as a
network of elements seen in Figure 2.2. According to Isenberg, the
presence of all these elements is central to the sustainable development of an entrepreneurship ecosystem.
Entrepreneurial ecosystems can moreover be defined in terms of
the interdependencies and relationships between the actors (Spigel,
2015). An example of such ecosystem is a start-up incubator that typically includes services such as shared rental space and equipment as
well as access to business networks. Whereas the purpose of such business network can differ from an ecosystem to another, a typical role of
these networks is to provide resources that reduce transaction costs for
the start-ups. (Peters, Rice, & Sundararajan, 2004)
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Markets

Human
Capital

Policy

Entrepreneurship

Supports

Finance

Culture

Figure 2.2: Entrepreneurial ecosystem (Isenberg, 2011)

2.3

Support organisations

The kinds of organisations that aim to provide support to early stage
start-ups include co-working spaces, business incubators, collaborative networks and events. In this thesis, the term start-up support organisation is defined as an organisation that has a specific purpose of supporting start-ups by providing supportive services for them. The definition
is a combination of definitions for a start-up incubator and a start-up
co-working space.
For start-up incubators, several definitions can be found. According to Bergek and Norrman (2008), start-up incubators are "organisations that constitute or create a supportive environment that is conducive to the ’hatching’ and development of new firms". In their review of incubators, Hackett and Dilts (2004) define incubators as enterprises that facilitate "the early-stage development of firms by providing office space, shared services and business assistance". Swedish
Incubators and Science Parks (SISP) define start-up incubators as organisations that assist entrepreneurs with networks, creative environment and a process for accelerating business growth (SISP, 2018). Coworking spaces on the other hand are "’serendipity accelerators’, designed to host creative people and entrepreneurs who endeavor to
break isolation and to find a convivial environment that favors meetings and collaboration." (Moriset, 2014). The definition presented for
start-up support organisations strives to balance between the definitions for incubators as well as co-working spaces by incorporating
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the aspect of supportive environment of the definitions for incubators
while putting emphasis on the community aspect of the definition of a
co-working space.
The term start-up support organisation was chosen with the case
study of this thesis in mind. The organisations considered for the case
study encompass a broad spectrum of support organisations including incubators and co-working spaces. Moreover, in the literature the
definitions for incubators and co-working spaces vary a lot and are
partly overlapping. For example the organisation chosen for the case
study of this thesis could be categorised either as an incubator or a
co-working space depending on the source.
A large part of the literature of support organisations is focused on
business incubators. The case start-up hub shares many similar characteristics with business incubators as defined in the literature. From a
theoretical perspective, multiple approaches have been taken to study
business incubators (Hackett & Dilts, 2004). For this thesis, two segments of incubator literature are of interest and will be discussed in
following subsections. Those studies that study the process of new
venture development within incubators and those that theorise about
incubators.

2.3.1

Incubatee development

Incubatee development studies are interested in how start-up companies develop within incubators and what the role of the incubator
in this development is. Scherer and McDonald (1988) present a twophase model of how start-ups develop in incubators. In this model
start-ups need to take into account the short term changes and long
term changes as a response to the requirements of the market. Here
short term changes are continuous responses to the market needs and
long term changes are discrete changes such as introductions of a new
product. The role of an incubator is to acknowledge the different needs
based on long term and short term requirements and to guide start-ups
toward appropriate resource allocation across these requirements.
Fry (1987) studies how incubators help start-ups by providing assistance in business planning. He concludes that in order to deliver
real impact, the incubator managers should focus on encouraging startups to do business planning. In order to facilitate and encourage plan-
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ning activities amongst start-ups, incubator managers should both support and measure the activities.

2.3.2

Theorising studies

Theorising studies about business incubation create hypotheses that
strive to explain the nature of incubation in relation to other theoretical
concepts (Hackett & Dilts, 2004).
Rice (2002) studies the relationship between managers of business
incubators and the entrepreneurs working in the incubatees from the
perspective of value co-creation. In his study, he identifies six inputfactors affecting the output of the incubator program: "The allocation
of the time of the incubator manager, the intensity of intervention, the
breadth of co-production modalities deployed, and the readiness of
the entrepreneur to engage in co-production" (Rice, 2002).
Basing their study on the network theory, Hansen, Chesbrough,
Nohria, and Sull (2000) request that a networked incubator is likely to
be more successful than incubators that are not networked. They argue that whereas organised networking is one of the less often offered
services, it has potential to create significant value for the incubatees
through providing connections to key partners.
Nowak and Grantham (2000) study virtual value chains and propose a model for a virtual incubator that connects start-ups in a networked economy. They argue that success in such economy depends
on the ability to establish dynamic and flexible structures. A virtual
incubator focuses on providing access to information and expertise instead of physical structures.

2.4

Value propositions in start-up support
organisations

The literature identifies several kinds of services offered by the startup support organisations. Mian (1997) discusses business incubation
in the context of university related business incubators versus nonuniversity related business incubators. He presents the typical value
propositions offered by business incubators in five categories: shared
office services, business assistance, access to capital, business networks
and rent breaks. Based on this review of literature, the value propo-

CHAPTER 2. CONCEPTUAL REVIEW

13

sitions offered by business incubators have been summarised in Table 2.1.
Chan and Lau (2005) present six value propositions of technology
incubators: Pooling resources, sharing resources, consulting/ counselling services, public image, networking, clustering, geographic proximity, costing and funding.
In their review of business incubation research, Hackett and Dilts
(2004) identify key value propositions from incubators to incubatees in
what they call incubator configuration studies. These value propositions are: credibility, diagnoses of business needs, selection and monitoring, access to capital, access to network of experts or support systems, faster learning and solutions to problems.
Bergek and Norrman (2008) point out four categories of value propositions that have received particular attention in business incubator
literature: shared office space, a pool of shared support services, professional business support and network provision.
Bøllingtoft and Ulhøi (2005) divide the value propositions of different kinds of business incubators on a continuum (Figure 2.3). On
the business incubator continuum, different kinds of business incubators are divided based on their primary model of value creation. The
value creation can happen either through real estate development, collaboration or business development. On the real estate development
side, for-profit property development incubators offer real estate appreciation and selling propietary services to tenants as value propositions. In between real estate development and collaboration, nonprofit development corporation incubators offer job creation, enhancing entrepreneurial climate, regional development and interorganisational collaboration as value propositions. On the collaboration side,
for-profit collaborative incubators offer capitalising collaborative potential, network development and firm to firm collaboration as value
propositions. In between collaboration and business development,
academic incubators offer commercialisation of university research,
capitalising investment opportunities and university industry collaboration as value propositions. On the business development side, forprofit seed-capital incubators offer capitalisation of investment opportunities and securing risk capital as value propositions.
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Value added through
Real Estate

Collaboration

For-profit property
development incubators

For-profit collaborative
incubators

Non-profit development
corporation incubators

Business Development

For-profit seed-capital
incubators
Academic
incubators

Figure 2.3: Business incubator continuum (Bøllingtoft & Ulhøi, 2005)
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Value Propositions
Shared office services
Business assistance
Access to capital
Business networks
Rent breaks
Pooling resources
Sharing resources
Consulting/counselling services
Public image
Networking
Clustering
Geographic proximity
Costing
Funding
Credibility
Diagnoses of business needs
Selection and monitoring
Access to capital
Access to network of experts or support
systems
Faster learning
Solutions to problems
Shared office space
A pool of shared support services
Professional business support
Network provision
Real estate appreciation
Selling proprietary services to tenants
Job creation
Enhancing entrepreneurial climate
Regional development
Interorganizational collaboration
Capitalizing collaborative potential
Network development
Firm to firm collaboration
Commercialisation of university research
Capitalising investment opportunities
University industry collaboration
Capitalization of investment opportunities
Securing risk capital

Table 2.1: Value propositions in business incubator literature
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Problems and needs of start-ups

In their search for a repeatable and scalable business model (Blank,
2010), start-ups face a variety of problems (Dodge et al., 1994). To understand and make sense of the problems and needs of start-ups, it
was considered important for this study to review previous studies in
this area. For many decades, research has targeted problems and needs
that organisations are facing. Several authors proposed structures of
how these problems could be categorised. From the previous research,
especially those studies which address small, young or high-growth
companies were considered for this study. Table 2.2 presents the key
characteristics and categories of the 7 selected studies that emerged
from the literature review.
As a concept that is intended to be applicable to any manufacturing
as well as service companies (Williamson, Cooke, Jenkins, & Moreton,
2013), Porter’s (1985) value chain provides a view on the activities a
company performs to do business. These activities are divided into
primary activities, which are involved in the creation of the product or
service, and support activities, which facilitate the primary activities
by providing input and infrastructure. Representing a widely known
tool, the value chain and the activities it comprises can provide a logic
for describing a company’s areas of activities and needs.
Cowan (1990) provides a classification structure for organisational
problems based on an empirical study with executives. The 11 categories it contains can be utilised for diagnosing problems, and allow a
more detailed classification than earlier framework. However, as the
study was conducted with executives in MBA programmes, the results might not be directly transferable to high-growth start-ups based
on advanced technologies.
Categorisation of problems of small, young or high-growth firms
are addressed by authors such as Kazanjian (1988), Terpstra and Olson (1993), Dodge et al. (1994), Orser, Hogarth-Scott, and Riding (2000)
and Lorrain and Laferté (2006). Based on empirical studies, these authors identify similar topics of problems which the studied companies
face. For instance, most studies list individual categories for topics
such as financial (e.g. "Access to capital" and "Financial information"
(Orser et al., 2000), "Obtaining external financing" and "Internal financial management" (Terpstra & Olson, 1993)), sales and marketing (e.g.
"Sales/ marketing" (Kazanjian, 1988; Terpstra & Olson, 1993), "Sales
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and marketing" (Lorrain & Laferté, 2006)) and human resource (e.g.
"People" (Kazanjian, 1988), "Human resource management" (Terpstra
& Olson, 1993), "Human resources" (Dodge et al., 1994)) needs. In contrast to the other four authors, Dodge et al. (1994) further differentiate
the categories between internal and external problem areas.

Porter (1985)

Kazanjian (1988)

Primary activities:
• Inbound logistics
• Operations
• Outbound logistics
• Marketing and sales
• Service
Categories Support activities:
• Firm infrastructure
• Human resource
management
• Technology
development
• Procurement

•
•
•
•

Strategic positioning
Sales/ marketing
People
Organizational
systems
• Production
• External relations

Terpstra and
Olson (1993)

Organisational problem Problems of
categories
high-growth companies
Study with 133
executives in MBA
programmes in the US

Questionnaire with 115
CEOs in the US

• Obtaining external
financing
• Internal financial
• External environment
management
• Strategy
• Sales/ marketing
• Production
• Product development
• Operations
• Production/
• MIS-data processing
operations
• Accounting
management
• Marketing
• Organization
• Communications
structure/ design
• Customer
• General management
• Personnel-human
• Human resource
resources
management
• Management
• Economic
environment
• Regulatory
environment

Table 2.2: Concepts for grouping of problems and needs
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Dominant problems of
Activities a company
technology-based new
performs to do business
ventures
2 case studies +
Data Source Concept
questionnaire with 105
CEOs
Classification

Cowan (1990)
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Authors

Dodge, Fullerton, and Robbins (1994)

19

Table 2.2 (continued)

Orser, Hogarth-Scott,
and Riding (2000)
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Lorrain and
Laferté (2006)
ClassiCategories of problems
Problems of small businesses
Problem areas of SMEs
fication
of young entrepreneurs
Focus groups +
Questionnaire with
questionnaire with 122
Data Source Case reports from 645 small businesses in the US 1004 business owners in
young entrepreneurs in
Canada
Canada
• General management
and obtaining funds
• Bookkeeping,
Internal:
External:
accounting and
• Adequate capital
• Customer contact
financial
• Cash flow
• Access to capital
• Market knowledge
management
• Facilities/ equipment
• Financial information
• Marketing planning
• Sales and marketing
• Inventory control
• Transaction burdens
• Location
Categories
• Environment and
• Human resources
• State of economy
• Pricing
support agencies
• Leadership/
• Resources
• Product
• Job situation of
direction
considerations
• Foreign trade
entrepreneur
• Organization
• Competitors
• Personnel
structure
• Expansion
management
• Accounting system
• Production and
operations
Authors

Chapter 3
Theoretical review
In this chapter, the theoretical concepts that are used in this thesis are
introduced. In section 3.1, the sociology of value is discussed in the
context of regimes of value and politics of value. In section 3.2, services
and value co-creation in particular are discussed. Firstly, service dominant logic is discussed as a way of discussing about service. Subsequently, value co-creation is described as it relates to offering services.
Then service ecosystems are introduced as a way of understanding resource integration between multiple actors in a network organisation.
Finally, service innovations are discussed and their relation to digital
technologies is reflected upon.

3.1

Sociology of Value

In order to describe how start-up support organisations create value
for start-ups in various social settings, an understanding about the sociology of value needs to be established. Sociology of value describes
the social nature of value by demonstrating different valuation principles and what is deemed valuable (Corvellec & Hultman, 2014).
Economic sociology states that what is deemed valuable is dependent in the context of where the practice of valuation happens and
hence, the concept of absolute value is non-existing (Corvellec & Hultman, 2014). In this perspective, value depends on the social, historical
and spacial contexts where it emerges. Stark (1950) discusses the difference between economic value and social value often referred to as
values. He brings in the notion of worth to describe value in a way that
includes a moral component. Taking this broad perspective of value
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as incorporating economic and moral components, multiple kinds of
value types can be identified. The exact definitions of value depend on
the social context of involved stakeholders and hence will be defined
differently in different situations.

3.1.1

Regimes of value

The reason for value not being absolute stems from that it is determined through different regimes of value, which are "institutionalized
ways of assessing and communicating value" (Corvellec & Hultman,
2014). Institutionalized means coherent ways that are tied to the social
situation. Appadurai (1986) states that different regimes of value imply that "the degree of value coherence may be highly variable from
situation to situation, and from commodity to commodity".
In simple terms, value is defined differently in different contexts
and situations. In these different situations, different criteria are used
for valuation. These criteria can include personal preferences and priorities as well as contextual factors such as time and space. Examples
of regimes of value could be political, economical and environmental
regimes. For instance, a particular product or service might have high
value from the perspective of the economic regime, while at the same
time be of no value from the perspective of the environmental regime.
For this reason, a service that is highly valuable for one stakeholder
can be invaluable for another as these stakeholders emphasize different regimes differently.

3.1.2

Politics of value

On an organisational level, valuation of things is not always coherent and different valuation criteria that change over time create uncertainty about the value of those things (Corvellec & Hultman, 2014).
The uncertainty of value of things in accordance to different regimes of
value creates possibilities for individuals to negotiate over things that
are exchanged. According to Appadurai (1986), "economic exchange
creates value, value is embodied in commodities exchanged". The link
between the things exchanged and the exchange is called politics and
it can be used to describe whether a certain exchange of values will
take place. This politics of value focuses on the practice of valuation
(Corvellec & Hultman, 2014) that is social in nature and is dependent
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to the social orders and relationships between people. In simple terms,
value is a result of valuation practices between human actors. These
actors and hence their valuation practices are influenced by the social
orders and relations to other actors doing valuation. Politics of value
explains how the valuation practices are influenced by the social relations between different actors.

3.2

Services

In the centre of attention in this thesis are the services, i.e. service
products (Barrett, Davidson, & Vargo, 2015) offered by the start-up
support organisations. In this section, the concept of service is introduced along with the service dominant logic. Service dominant logic
is used as an underlying logic of discussing about services in this thesis as it allows for expanding perspective over dyadic relationships
between service providers and customers towards networks of interaction and exchange (Vargo & Lusch, 2008). It also paves the way for
concepts like value co-creation, service ecosystems and service innovation that are also introduced later in this section. Value co-creation and
service ecosystems are introduced as they enable to capture the value
created in the interaction of multiple actors in the entrepreneurial ecosystem. Service innovation literature is discussed because it brings
perspectives to technological novelty of the digital services that are in
the centre of attention of this thesis.

3.2.1

Service dominant logic

Taking the perspective of service dominant logic, service is defined as
"The application of resources for the benefit of another actor or oneself.” (Lusch & Vargo, 2014). Lusch and Vargo (2014) propose four
axioms of service dominant logic:
• ”service is the fundamental basis of exchange”
• ”the customer is always a cocreator of value”
• ”all economic and social actors are resource integrators”
• ”value is always uniquely and phenomenologically determined
by the beneficiary”
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Service as the fundamental basis of exchange means that all providers
are service providers and goods are just tools for providing services
(Vargo & Lusch, 2004). Moreover, even when goods are involved, economic activity is driven by the service. As Vargo and Lusch (2008)
clarify, the service dominant logic does not postulate that services are
taking over goods, but that services have become a better explanation
of why economic exchange takes place. This trend is driven by increased ability to exchange information and increased specialisation
of industries.
The customer as a co-creator of value means that value is created
only for the customers through the relationship with the customer and
the service provider. The direct involvement of customer in the value
creation process leads to a notion that ”the enterprise cannot deliver
value, but can only offer value propositions”(Lusch & Vargo, 2014).
Resource integrators are such actors who create new resources by
combining existing resources. The resource integration is also a way of
describing innovation processes. As the integration of resources creates new resources and those new resources are again combined with
existing resources, innovations are created. (Lusch & Vargo, 2014).
Value determined by the beneficiary means that each service exchange creates different experiences for different actors (Lusch & Vargo,
2014). From this it also follows that services are valued differently in
different contexts as different resources are combined by different actors.

3.2.2

Value co-creation

Value co-creation is a process where service beneficiary determines
value while integrating service offering with other available public
and private resources (Lusch & Vargo, 2014). It means that the user
of the service is the one who determines the value through assessing
the experience it receives.
According to Prahalad and Ramaswamy (2004), in value co-creation
firms and consumers interact through forums, consumer communities
and conversations. They introduce four building blocks of interaction
for building systems where value is co-created. These building blocks
are dialogue, access, risk-benefits and transparency. Dialogue means
conversation between the service provider and the service beneficiary.
In order for the value co-creation to occur, the service provider has
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to be on the same level in the discussion as is the customer. Moreover,
access and transparency of information are important prerequisites for
the service beneficiary to be on the same level in the discussion. Riskbenefits refer to the responsibility that the consumer has on the outcome of the service.

3.2.3

Service ecosystems

The service network is a concept of multiple interacting actors (Lusch
& Vargo, 2014). Instead of looking at services as provided by a supplier
and received by a beneficiary, the network perspective identifies that
many more parties can be involved in the co-production of services.
The service ecosystem perspective extends the network perspective
by pointing out that the relationships between actors can be indirect
and the actors can be loosely connected (Lusch & Vargo, 2014). In ecosystems, actors are dependent on other actors and can either share resources or compete for resources. Sharing and combining of resources
in an ecosystem leads to co-evolution of actors in the ecosystem and
evolution of the ecosystem.
According to Lusch and Vargo (2014), a service ecosystem is a "relatively self-contained, self-adjusting system of resource-integrating actors that are connected by shared institutional logics and mutual value
creation through service exchange". In this definition, relatively selfcontained means that most interactions and exchanges between actors
in the ecosystem are not a result of deliberate design of the ecosystem
but an attempt to solve a particular problem that a set of actors face
in a given context. It also emerges from this notion that ecosystems
are nested in a sense that smaller sub-ecosystems form larger ecosystems. For instance in the case of a start-up ecosystem, a co-working
space might form a sub-ecosystem of a larger entrepreneurial ecosystem in the city where it is located. Moreover, within a co-working
space, smaller communities or groups of actors would form their own
ecosystems. Self-adjusting simply means that the exchanges between
actors in the ecosystem influence other actors in the ecosystem. This
allows actors in the ecosystem to adjust to each other. Shared institutional logics mean rules that allow actors to coordinate effectively in
an ecosystem. They also mean shared language and normalising practices such as values and principles. Mutual value creation emerges
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from exchange of service that results from value propositions made by
actors to each other.
Information technology has contributed to the emergence of service ecosystems because of increased abilities to serve and communicate with other actors (Lusch & Vargo, 2014). This improved communication declines costs of collaboration through decreased need for
transportation of goods and people. Digital technologies also enable
collaborative practices like collaborative design and virtual conferencing.

3.2.4

Service innovations

From the perspective of service dominant logic, Lusch and Nambisan
(2015) define service innovation as "the rebundling of diverse resources
that create novel resources that are beneficial (i.e., value experiencing)
to some actors in a given context". This definition emphasises the role
of the beneficiary in the innovation process. Referring to Lusch and
Nambisan (2015), Barrett et al. (2015) highlight three factors about service innovation that are significant in the digital age. Firstly, they point
out that competences, relationships and information are resources that
hold actors together in a service ecosystem. These competences are
used in the provision of the service in accordance to the relationships
that are used to co-create the services with others (Lusch & Nambisan,
2015). Hence, value propositions emerge from the connection between
competencies and relationships. In order to keep service offering compelling, value propositions need to be updated according to the information about changing customer demand.
Secondly, Barrett et al. (2015) point out the role of digital technologies in increasing opportunities for service innovation. These technologies are said to increase the distribution of resources through actor
to actor networks and hence enable actors to quickly access and utilise
these resources in service exchange (Barrett et al., 2015).
Thirdly, Barrett et al. (2015) point out three generic roles for beneficiaries in service innovation: as ideators, as designers and as intermediaries. Ideators communicate their needs and specific work context to the firm and integrate that knowledge with their use of existing market offerings to "envision new services" (Lusch & Nambisan,
2015). Designers combine existing service offerings to develop new
services. Intermediaries share knowledge across multiple ecosystems
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to create service innovation (Lusch & Nambisan, 2015). Digital technologies work as a facilitator of this knowledge sharing for the benefit
of service innovation (Barrett et al., 2015).

Chapter 4
Method
In the following sections of this chapter, the research methodology is
explained in detail. In the first section, section 4.1, the design of the
research processes in this study is introduced. Subsequently, in section
4.2, the types of primary and secondary data in this study as well as
the methodologies utilised to collect empirical data are outlined. In
sections 4.3, 4.4 and 4.5, the approaches for conducting and combining
interviews and observations are explained. The process of analysing
the collected empirics is explained in section 4.6. In section 4.7, ethical
considerations around this study are highlighted. Finally, section 4.8
discusses the implications of the chosen methodology for the quality
of the research.

4.1

Research design

In this study, the research approach was based on a qualitative case
study. Data was primarily collected using interviews and observations within in the entrepreneurial ecosystem in Stockholm. To make
the problem of this study researchable, the problem was broken down
into several research questions and research design steps. Figure 4.1
shows an overview of the research design with relation to the research
questions.

4.1.1

Pre-study

In the beginning of the research process, a pre-study was conducted.
The purpose of the pre-study was to explore the entrepreneurial eco-
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Pre-Study
Explore ecosystem & identify case

Research
Question
Focus of
Investigation

RQ 1
Needs &
challenges of
start-ups

RQ 2
Oﬀering of
digital
services

RQ 3
Usage of
digital service

Main RQ
Value created through digital services

Figure 4.1: Overview of the research design
system in Stockholm and to identify a case that suits the research questions of this study. In the beginning, the actors of Stockholm’s entrepreneurial ecosystem, particularly those who are involved in constructing the digital services, were identified and analysed. Moreover,
several start-up support organisations in Stockholm were identified
as candidates for the case study. Additionally, the pre-study aimed
at finding examples for successful and less successful digital services
which the case study could build upon.

4.1.2

In-depth case study

After completing the pre-study and selecting an organisation for the
case, the investigation continued with the in-depth case study. Initially, to answer research question RQ 1, needs and challenges of startups were explored, analysed and clustered. Afterwards, research question RQ 2 addressed the digital services used in the case start-up hub.
The functionalities provided by digital services and their usage were
identified and the services were clustered. In relation to research question RQ 3, the analysis focused on the usage of the digital services and
how the digital services create value for the start-ups. Digital services
were mapped to value creation practices to investigate different kinds
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of created value. Finally, the results of the previous research questions
were combined to answer the main research question.
For each research question, the activities necessary to answer the
questions were broken down into research design steps. The research
design steps provided the empirical data to answer the research questions of this thesis. Table 4.1 shows the relation of the research design
steps to the research questions. As shown in Table 4.1, the investigations in this study were conducted with different scopes: the entrepreneurial ecosystem in Stockholm and the case start-up hub.
Research
Question

Pre-Study

RQ 1

RQ 2

RQ 3

Description
Explore different actors
in the ecosystems
Identify case study
candidates
Identify examples of
(less) successful digital
services
Identify needs and
challenges of start-ups
Analyse & cluster
expressed needs &
challenges
Explore different digital
services
Analyse & cluster
digital services
Analyse usage of digital
services
Analyse value creation
practices of different
kinds of value

Research
Design
Step

Scope of
Investigation

Step 0a
Step 0b

Entrepreneurial
ecosystem &
case start-up hub

Step 0c
Step 1a
Step 1b
Step 2a
Step 2b
Step 3a
Step 3b

Table 4.1: Research design overview

Case
start-up hub
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Scope: Entrepreneurial ecosystem

For some research design steps, a variety of actors in the entrepreneurial
ecosystem in Stockholm were considered. As described in section 2.2
in chapter 2, the ecosystem is comprised of start-ups, support organisation and several other types of actors. In order to understand the environment of service provision from the case start-up hub to its member start-ups, the connections, relations and dynamics between actors
in the ecosystem were investigated. Sections 5.1 and 5.2 in chapter 5
further describe the entrepreneurial ecosystem in Stockholm.

4.1.4

Scope: Case start-up hub

An investigation on the functional level of a start-up support organisation that provides digital services to start-ups requires a close look
at the interaction between support organisation and start-ups. For this
purpose, a start-up hub was selected as the main subject of research.
The case start-up hub operates within the entrepreneurial ecosystem
in Stockholm and provides its member start-ups with a co-working
space and a large variety of business services. Sections 5.4 to 5.6 in
chapter 5 further describe the case start-up hub.

4.2

Data collection

In this study, the split between primary and secondary data was done
according to the definitions by Hox and Boeije (2005) and Collis and
Hussey (2014). Hence, primary data is seen as data which was collected for a specific research goal in this study. Data which was collected for other research goals or other purposes and can thus be found
in existing sources is regarded as secondary data.

4.2.1

Primary data

Primary data represents data generated from original sources (Collis
& Hussey, 2014). In the context of this study, it includes data collected through semi-structured interviews with different study sample
groups and observations in the entrepreneurial ecosystem in Stockholm. The purpose of collection for the primary data is derived from
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the research questions: In order to answer these questions, a combination of various source material, which has been collected using different methods, was needed. Each research design step has a different intended outcome for which data was collected. Table 4.2 shows
which methods were utilised in each research design step and what
the outcomes of each step were.
Research
Design
Step
Step 0a
Step 0b
Step 0c

Data Collection Methods

Outcome

• Interviews (CM, SME)
• Observations during events in the
ecosystem

Ecosystem map
Case start-up
hub selection
Examples for
digital services

• Interviews (S)

List of needs &
challenges
Clusters of
needs &
challenges

• Interviews (CM, S)

List of digital
services
Clusters of
services based
on their
functionalities

• Interviews (CM, S)

Analysis how
digital services
are used
Analysis of
value creation

Step 1a
Step 1b
Step 2a

Step 2b

Step 3a
Step 3b

Table 4.2: Methods for data collection in each research design step
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Secondary data

Secondary data consists of data collected from existing sources (Collis
& Hussey, 2014). In this study, secondary data was collected from earlier publications focusing on entrepreneurship, entrepreneurial ecosystems on a global scale or Stockholm’s entrepreneurial ecosystem.
Moreover, studies that start-up support organisations such as incubators, co-working spaces or start-up hubs have already conducted for
their own purposes are included in the secondary data. To the authors’
best knowledge, no research has previously focused on the digital services provided by incubators, co-working spaces or start-up hubs explicitly in Stockholm.
The purpose of studying existing publications about the entrepreneurial
ecosystem in Stockholm relates to acquiring a general understanding
about the different actors present and the dynamics between them.
Through this understanding, it was also easier to identify relevant actors in the ecosystem for conducting empirical research. In this study,
secondary data was for example used to describe the ecosystem in
chapter 5.

4.3

Semi-structured interviews

Interviews are considered a core data collection method in this study.
This method represents a helpful tool for studying the world of the
interviewee (Qu & Dumay, 2011). To gain insights into the world and
daily work of start-ups and other actors in the ecosystem, the interview method was employed for this study. All interviews were conducted in a semi-structured form between December 2017 and June
2018. The interviews were mainly conducted in person in Stockholm.
As two interviewees were not located in the Stockholm area, these interviews were conducted via call or online chat.
In some cases, the interviewees provided written or digital documents during the interviews. In those cases, the documents were
included in the analysis of the respective interview. For instance, in
chapter 5, data provided in a presentation by the case start-up hub is
used to describe the case.
In this study, the term pers. comm. indicates empirics which have
been collected through interviews.
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Interview sampling

Sampling describes the process where "a subset of a study population
is to be selected for data collection" (Henry, 2009). Robinson (2014)
provides a four-step process for sampling in qualitative studies. After
(i) defining a sample universe, (ii) deciding on a sample size and (iii)
selecting a sampling strategy, (iv) the interview sample can be sourced
and data can be collected.
Considering the study universe, the conducted interviewees can be
categorised in three different study sample groups. In this study, the
interviewees in the entrepreneurial ecosystem and case start-up hub
belong to the following study sample groups:
• Start-ups in the case start-up hub (S)
• Community managers and other employees of start-up support
organisations (CM)
• Subject matter experts (SME)
Depending on the study sample group, the topics as well as the structure of the interviews varied. While interviews such as those for the
pre-study were adapted to the interviewee and the topic of interest
for the particular interview, the in-depth start-up interviews were conducted in a standardised form (cf. section 4.3.3).
After defining the sample universe as consisting of three study
sample groups, the sample size and inclusion criteria should be defined. In this study, the sample size was dependent on the number
of interviews which was ideal to collect sufficient data and limited by
the amount of interviews which were practically possible to conduct.
Limiting factors arose from the availability of interviewees as well as
from the time frame of the study. Table 4.3 outlines the criteria for
including interviewees into the sample universe as well as the final
number of interviews conducted in each study sample group. For the
start-up study sample group, the criteria had the purpose to include
diverse perspectives of current members of the start-up hub operating in different industries and with different utilisation of the physical
space. The aim of these diverse perspectives was to identify as many
uses of digital services as possible as well as a broad set of needs and
challenges.
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Study Sample
Group

Research
Design
Steps

Sample Universe
Inclusion Critera

Sample
Size (Interviews)

• Interviewee is co-founder
or employee of start-up
• Start-up is a current
member of case start-up hub
S:
Start-ups

Steps
1a - 3b

• Start-up is physically
located in (i) only the start-up
hub or (ii) multiple locations
across Europe
(heterogeneous sample)

6

• Start-ups are operating in a
diverse range of industries
(heterogeneous sample)

CM:
Community
managers

SME:
Subject matter
experts

PreStudy &
Steps
2a - 3b

PreStudy

• Interviewee is community
manager at start-up
support organisation
• Interviewee has knowledge
& relation to offered
services and start-up
community
• Interviewee has relevant
knowledge about
entrepreneurial ecosystems
in Stockholm or Sweden

4

8

Table 4.3: Sampling of study sample groups for interviews

By defining three study sample groups with detailed criteria, a
stratified sampling strategy was used. As Robinson (2014) defines it,
in stratified sampling "the researcher first selects the particular categories or groups of cases that he/she considers should be purposively
included in the final sample". For the start-up study sample group, the
authors of this study collaborated with the case start-up hub to source
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the interviewees. As the case start-up hub contacted the start-ups on
basis of criteria provided by the authors of this study, the final decision
of which interviewees to include was not done by the authors but by
the case start-up hub. Sections 4.3.2 and 4.5 discuss this issue more in
detail.
Table 4.4 lists all interviews which have been conducted in this
study. To ensure confidentiality, the interviewees or their organisations are not identified by name. With the exception of interviews S2
and S5, where two interviewees from the same company attended the
interview, all interviews were conducted by interviewing one individual at a time. More information about the interviewed start-ups can be
found in appendix B.

4.3.2

Sample sourcing biases

When sourcing the sample from the target population, biases are possible that can affect the research quality (Robinson, 2014). As this also
applies for the current study, the sample sourcing strategy can be designed to reduce the likelihood for such bias. In particular, the sourcing of start-ups within the case start-up hub had to be considered as
the start-up sample should be representative for all members of the
case start-up hub.
During the research process, the selection of start-ups within the
case was done in collaboration between the authors and the case startup hub. The authors provided guidelines for sourcing the start-ups (cf.
Table 4.3), while the start-up hub selected the specific start-up companies and interviewees. This process of sourcing the sample created
possibilities for a number of biases. For example, a self-selection bias
could be created as only persons who agree to be studied are interviewed and considered (Costigan & Cox, 2001). Moreover, a bias could
be created as it is at the discretion of the start-up hub which start-ups
they contacted for the study. It is possible that the contacted start-ups
had a different relationship to the case start-up hub than other startups in the hub. However, as the access to start-ups to interviews was
dependent on the case start-up hub, the authors decided to use the
pre-study as a source of triangulation of findings from the in-depth
interviews.
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Interview
S1

Affiliation of
Interviewee
Start-up

S2

Start-up

S3
S4

Start-up
(same as S5)
Start-up

S5

Start-up
(same as S3)

S6

Start-up

CM1

Case start-up hub

CM2

Start-up hub
(not case)

CM3

Co-working space

CM4

Case start-up hub

SME1

University

SME2
SME3
SME4

Incubator
Incubator
Incubator
Innovation hub
outside Stockholm

SME5
SME6
SME7
SME8

Public authority
Co-living software
company
Start-up (not in
case start-up hub)

Position of
Interviewee
Developer
1: Sales manager,
2: Project manager

15.03.2018 In person

Co-founder & CEO

21.03.2018 In person

Product manager
1: Co-founder &
developer,
2: Developer
Developer
Community
manager
Community
manager
Community
manager
Community
manager
(same as CM1)
Lecturer &
business coach
Marketing director
CEO
Business coach
Business developer
& project manager
Responsible for
start-ups

04.04.2018 In person

Product manager
Co-founder & CEO

Table 4.4: Conducted interviews

Date

Channel

16.03.2018 In person

04.04.2018 In person
05.04.2018 In person
25.01.2018 In person
26.01.2018 In person
29.01.2018 In person
25.04.2018 In person
15.02.2018 In person
28.02.2018 In person
01.03.2018 In person
05.03.2018 In person
13.03.2018

Call

13.03.2018 In person
20.03.2018

Chat

11.12.2017 In person
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Design of the interviews

As described in section 4.3.1, the design and structure of the interviews depended on the study sample group of the interviewee. The
interviews with community managers and subject matter experts were
tailored for each interviewee based on the topic of interest for the particular interview. The in-depth interviews with start-ups in the case
start-up hub, however, were conducted according to standardised interview guidelines. In the following, this section describes the design
of the interview guidelines for these start-up interviews.
A total of six semi-structured interviews with start-ups in the case
start-up hub were conducted. Although the duration of the interviews
was estimated to 30 minutes, the actual interviews ranged between 30
and 90 minutes. All start-up interviews were recorded and transcribed
for further use in the analysis. To make the outcomes of the interviews
comparable in the analysis, all interviews with start-ups in the case
start-up hub followed the same structure. The full interview guidelines can be found in appendix A. In these interviews, the questions
were formulated around the following topics:
• Information about interviewee
• Needs, goals & visions
• Activities & challenges
• Examples of successful & less successful digital services
• Detailed questions for each service
• Missing (digital) services
• Effect of digitisation
• Packaging of services
For most topics, open-ended questions have been formulated. In addition to that, a number of questions related to the digital services asked
for a quantitative answers on a 5-point Likert-type scale. On this scale,
respondents could answer to each statement with a degree of agreement to the statement, which ranges from "strongly disagree", which
is the equivalent of a 1, to "strongly agree", which is the equivalent
of a 5 (cf. Croasmun & Ostrom, 2011). As mentioned by Jamieson
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(2004), Likert-type scales cause several challenges in statistical analysis. For that reason, no statistical analysis of the Likert-scale answers
was conducted. The scale questions were rather used to foster the interviewees’ discussion about a certain question and to get a general
impression of how respondents assess each digital service.

4.4

Participant observation

In addition to interviewing several individuals in the ecosystem, the
participant observation method was used to collect further qualitative
data. While ethnographic methods such as the participant observation are not appropriate for all kinds of research questions, they can be
suited for use in addition to other qualitative methods like interviews
(Alvesson, 2003). According to Jorgensen (1989), the participant observation method is particularly useful to study relationships among
and the organisation of people and events. Mackellar (2013) highlights
the potential of using the participant observation during events: It can
help to "uncover, explore and describe new behaviours".
This potential of the observation method matches the role it played
in this study. In the research process, the purpose of the participant
observation method was to get insights into the dynamics of Stockholm’s entrepreneurial ecosystem and to understand general themes,
such as interactions between different actors or common interests of
different parties. To do so, the authors of the study attended a total of
17 entrepreneurship-focused events between November 2017 and June
2018. The events were chosen based on their relevance for this study
as well as based on recommendations by previous interviewees. As
suggested by Jorgensen (1989), the authors documented their direct
observations, but also engaged in informal conversations with other
participants and collected openly available documents. Table 4.5 lists
all events that the authors attended.
In this study, the term observ. indicates empirics which have been
collected through the participant observation method.

4.5

Triangulation

In qualitative social science research, triangulation refers to the usage
of at least two perspectives when investigating an issue of research
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Topic of Event
Tour in co-working space
Tour in co-living space
Information session: Innovation
Information session: From idea to
start-up
Information session: Corporate
venturing
Start-up information & pitching event
Ecosystem gathering
Information session: Entrepreneurship
Information session: Venture capital
Information session: Intellectual
property rights
Information session: FinTech
Incubator graduation event
Ecosystem gathering
Information session:
Entrepreneurship research
Ecosystem gathering
Information session: Entrepreneurs
abroad
Ecosystem gathering

Organiser
Co-working space
Co-living space
University/ research
institute
University-related
organisation
University-related
organisation
Co-working space
Independent
University-related
organisation
University/ research
institute
University-related
organisation
University/ research
institute
Two incubators
Independent
University/ research
institute
Independent
University/ research
institute
Independent

Table 4.5: Events attended during this study
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Month
01.2018
02.2018
02.2018
02.2018
02.2018
02.2018
02.2018
03.2018
03.2018
03.2018
03.2018
03.2018
03.2018
04.2018
04.2018
05.2018
05.2018
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(Flick, 2018). This can be done using the same qualitative method,
which is called within-method triangulation, or with several qualitative methods, which is called between-methods triangulation. In this
study, within-method triangulation is used to compare in-depth startup interviews with pre-study interview and between-methods triangulation is applied through comparison of interviews with participant
observations.
Although participant observations offer many advantages for qualitative research, the observations of events were not considered as the
main source of information for the sense-making in this study. The
reason for this is that it was hard to ensure high levels of reliability
and validity as well as to resolve possible biases originating from the
individual experiences of the researchers (cf. Mackellar, 2013). Instead,
data from participant observation was used to put findings of the prestudy and the in-depth interviews with start-ups into a wider context.
The participant observations were moreover used to confirm findings
of both parts of the study. Thus, the authors of this study followed
Flick (2018) and used the observations as a tool for triangulating the
case study interviews. This means that after the interviews were analysed, those outcomes were compared to the patterns discovered during the observations.

4.6

Analysing of empirics

To analyse the primary data collected in this study, the authors followed Corbin and Strauss’s (1990) approach of grounded theory research. Grounded theory is a "specific methodology [...] for the purpose of building theory from data" (Corbin & Strauss, 2008). Since
this study aims to explain how digital services create value, a theory
building approach based on empirical data constituted an appropriate method to achieve this. For grounded theory research, analysis
of data always involves interpretation from the authors, meaning that
there can be many possible interpretations of the data.
A core process of analysing in grounded theory research is the coding of data (Corbin & Strauss, 1990). This consist of three different
coding levels: Open coding, axial coding and selective coding. As
described by Collis and Hussey (2014), these three levels of coding
are conducted simultaneously. In general, coding processes the raw
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data (in this study interview transcripts or observation notes) to organise this raw data into interrelated concepts and categories (Corbin
& Strauss, 2008; Collis & Hussey, 2014). For this study, the coding process has been divided into three steps. In the following, the coding
process adapted by the authors during this study is described:
1. Coding of in-depth interviews
• Both authors individually read through the interview transcripts while paying attention and highlighting patterns, answers to research questions and surprising observations
• Codes were then gathered in 24 data tables
2. Categorising
• Five tables were selected for further investigation based on
the amount of content and relevance to the research questions
• Both authors then individually clustered the content in each
of the tables
• The authors walked through the clusters and discussed disparities to come up with a shared clustering
3. Labelling categories and identifying connections
• Each cluster was labelled
• The authors identified a process of how connections are established for digital services in the case start-up hub

4.7

Ethical considerations

In this study, the authors followed established guidelines for ethical
and good research practice by the Swedish Research Council (2017).
The current chapter accounts for the used methodologies and describes
how the research was conducted. Before collecting data during interviews, the interviewees were informed about the purpose of research
and agreed with the data collection. The case start-up hub has given its
agreement to be the main subject of research. When attending events
for participant observations, the authors revealed their organisational
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affiliation and, if feasible (i.e. during non-public events with a small
number of attendants), obtained agreement from organisers and attendants. For all data collection methods, the findings were documented
and anonymised to not reveal any personal information.

4.8

Discussion of research quality

To assess the quality of research, the validity and reliability of a study
can be considered. The validity of a research study can be categorised
to internal, construct and external validity (Gibbert, Ruigrok, & Wicki,
2008). In the following sections, the methodological approaches of this
study are analysed regarding the three different categories of validity
as well as the reliability of the findings.

4.8.1

Internal validity

Internal validity refers to the logical relationships between variables
and results identified in the data analysis phase (Gibbert et al., 2008).
In order to increase the internal validity, one should construct a clear
research framework and focus on the triangulation of theories (Gibbert
et al., 2008). The research framework of this project has been presented
in Figure 4.1.
Some specific concerns related to internal validity can be identified
to be within the analysis of interviews as well as observation study.
Alvesson (2003) urges researchers to carefully and critically reflect on
how the interview methodology is used in research. As the understanding of terms such as needs, (digital) services and value can be
subjective amongst the interviewees, it may be difficult to find sound
logical relationships from the interviewees’ statements. This risk can
be mitigated by establishing clear definitions for terms such as services
and value and communicating them effectively. In this study, the authors have provided explanations and definitions to the interviewees
if terms appeared unclear. The participant observation study poses
challenges in terms of variety of possible interpretations from the behalf of event attendants. To understand the meaning of the statements
and confirm the authors’ interpretations, all observations were carefully documented with a description the context of the observations
and triangulated with other research methods.
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Construct validity

Construct validity refers to the extent to which the outcomes of the
study constitute an accurate representation of reality (Gibbert et al.,
2008). In order to increase construct validity, one should establish a
clear chain of evidence by planning and describing how conclusions
were made from the evidence. The specific question related to this
study and construct validity is whether asking start-ups about services
and value can lead to answers that are an accurate representation of
the actual value they receive through the services. Some of the actual value delivered to start-ups might have been implicit and hence
not visible for them. Moreover, there is a possibility that the different understandings of value lead to difficulties for start-ups to communicate the value they perceive. To mitigate the disparity between
actual and perceived value, the authors sought to use alternative data
sources such as the participant observation study and the pre-study
interviews for triangulation (cf. section 4.5). Such a triangulation between data sources and methods constitutes a measure to improve
the construct validity of a study (Gibbert et al., 2008). Moreover, as
mentioned in the previous section, the disparity between definitions
can be mitigated through accurate value definitions actively communicated towards the interviewees. The authors sought to use terminology and language that the interviewees would be familiar with when
discussing about the value aspects.

4.8.3

External validity

External validity refers to generalisability of the research to the general
population. External validity in case study research can be improved
by establishing clear selection criteria for case study selection. The case
study selection of the work has been elaborated in section 4.3.1.
In this work, external validity has been considered in the construction of the research purpose and questions. It is not the intention to
describe Stockholm’s entrepreneurial ecosystem overall, but rather to
investigate a single case in detail where digital services are exceptionally well utilised in the setting of a start-up support organisation. This
is in line with an extreme case rationale as outlined by Yin (2013), who
describes a single-case design as an appropriate approach for such a
study. Hence, the purpose of the work is not to give a representation
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of all start-up hubs, but rather to explore the effects digital technologies can have on a start-up support organisation.

4.8.4

Reliability

Reliability refers to the absence of random error and the extent to
which the same results would be produced by following the same
methods (Gibbert et al., 2008). Reliability can be improved through
transparent and clear documentation of the methods used as well as
the results.
In order to increase the reliability, a case study database was established. In this database, all recorded interviews, transcriptions, observation notes and analysis results were saved. Moreover, the authors’ intention is that this method chapter along with the following
empirics chapters are sufficient to achieve a high degree of reliability
of this study and make it repeatable. This chapter outlines all data
sources, data collection methods and analysis approaches utilised for
this study.

Chapter 5
Case description
In this chapter, the case study of this thesis is described. In sections
5.1 and 5.2, Stockholm’s entrepreneurial ecosystem is presented in relation to the results from the pre-study. In section 5.3, the selection
criteria for the case study are described. This is followed in sections
5.4 to 5.6 by a detailed description of the case start-up hub. The role,
the purpose and offerings of the start-up hub that is the focus of the
case study of this thesis are discussed.

5.1

Stockholm’s entrepreneurial ecosystem

Stockholm has historically been known for its strength in telecommunications, financial services, information technology, medical equipment and biopharmaceuticals (Wennberg & Lindqvist, 2010). More
recently, studies have classified Stockholm as one of the world’s top
entrepreneurial ecosystems and Sweden has scored high in innovation
sophistication and innovation-related competitiveness indices. (World
Economic Forum, 2017c). Considering Sweden’s capital Stockholm, a
high ratio of advisors per start-up in combination with good relationships between local corporates and start-ups are some of the characteristics researchers found for Stockholm (Startup Genome Project, 2017).
Based on the good fit of the entrepreneurial ecosystem in Stockholm
to the research area, Stockholm’s start-ups, incubators, co-working
spaces, start-up hubs, venture capital firms, investors et cetera are in
the focus of this thesis.
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Actors in Stockholm’s entrepreneurial
ecosystem

Based on the pre-study, the actors in Stockholm’s entrepreneurial ecosystem were identified. Figure 5.1 illustrates the scope of actors in
the entrepreneurial ecosystem from a geographical perspective. Here
the start-up hub and the start-ups are in the inner most circle that illustrates the start-up hub environment. The next circle presents the
actors in the regional ecosystem. These actors include collaborators as
well as competitors to a start-up support organisation. In the outer
circle, relevant actors who are outside the regional ecosystem are presented. These actors influence start-ups without necessarily being in
their immediate geographical surrounding.

5.3

Selection of case start-up hub

To be able to describe the use of digital services in a start-up support
organisation, an organisation with a sufficient size and broadness of
offerings was to be selected. The following set of criteria was used
to select an appropriate organisation for the single-case study of this
thesis:
Size Total number of start-ups
Broadness of offerings Number of different types of offerings
Level of digitisation Number of digital services
Reputation in ecosystem Perceived reputation during interviews and
events in ecosystem
A total of nine start-up support organisations, such as incubators, coworking spaces and a start-up hub, were contacted to participate in the
study. Furthermore, during the pre-study, interviews with three startup support organisations have been conducted to explore the state of
digitisation of services. To select a case where digital innovations are
exceptionally well utilised, the level of digitisation was used as a final
selection criterion.
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Figure 5.1: Ecosystem map of the relationship between start-up hub
and start-ups. Contains visuals by Fonticons Inc. (2018)

5.4

Operating model of case start-up hub

The case start-up hub that was in the investigation of this thesis was
established to bring together start-ups in the Stockholm area (CM1,
pers. comm., 2018). It provides start-ups with a co-working space
as well as various kinds of digital and non-digital services. Instead of
taking equity as payment from its start-ups, it does collect membership
fees that are based on the type of seat that start-ups wish to have. The
start-up hub runs at a non-profit principle and any profits made are
circulated to the community (CM1, pers. comm., 2018).
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The start-ups are screened through interviews and references so
that only 10-15% of applicants are accepted as members to the start-up
hub. The start-ups that join the start-up hub must fill three criteria that
are
1. Traction & Maturity,
2. Product & Market,
3. Team. (CM1, pers. comm., 2018)
In terms of traction and maturity, it is required that the start-ups
already have a proof of concept or a product on the market. They are
also required to have established first revenues or funding. In terms
of product and market, the product that the start-ups offer must be
scalable and based on advanced technology. Finally, in terms of the
team, they must have ambitions to grow globally to be accepted to the
start-up hub.
Given the selection process and criteria, start-ups that enter the
start-up hub have often existed for some time. It was also observed
that start-ups come from other incubator or accelerator programs before entering the case start-up hub (S3, pers. comm., 2018). This pattern of moving from an incubator to the start-up hub is also systematically facilitated between the start-up hub and one of Stockholm’s startup incubators. This particular incubator rents co-working space from
the start-up hub so that the start-ups in the program would get familiar with the bigger start-up community of start-up hub. Whereas these
start-ups still have to go through the selection process of the start-up
hub after their incubation program (CM1, pers. comm., 2018), they are
likely to be accepted. As respondent S3, who is a founder in a startup, commented, the incubator program they went through got them
to know the start-up hub and the community of it.
"[Incubator] was our ticket into [start-up hub] community... When
we were at [incubator], we sat here and we liked the atmosphere
and the community and the community members... Although it’s
more expensive, we took the decision."
— (S3, pers. comm., 2018).
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Purpose of case start-up hub

According to the community manager, the case start-up hub was established to be a meeting place for start-ups in Stockholm (CM1, pers.
comm., 2018). The start-up hub does not identify itself as an incubator nor a co-working space. It differentiates itself from typical incubators in that it does not offer standard incubation or acceleration
programmes. Instead, the members are offered a set of services that
they can use as needed. It also claims to differentiate from co-working
spaces in that it has a rigorous application process and has a maximum of 12-18 months membership period. The start-up hub wants
to help their member start-ups in public relations, marketing, recruitment and international expansion (CM1, pers. comm., 2018), whereas
recruitment is said to be the most critical need for their members.

5.6

Value propositions and services of the
case start-up hub

The case start-up hub has five value propositions that they offer to
their start-ups (CM1, pers. comm., 2018). These value propositions as
presented by the start-up hub are
1. Network & Community
2. Fund raising
3. Recruitment
4. PR & Marketing
5. International expansion
In order to meet the value propositions, the start-up hub offers various services. The services offered by the start-up hub are presented
in Figure 5.2. In this illustration, services are categorised in digital and
non-digital due to the focus of this thesis. Digital services are defined
as facilitated by information and communication technologies.
From a theoretical perspective, four types of digital services can
be distinguished: computational, adaptive, networking and collaborative (Mathiassen & Sørensen, 2008). In the case start-up hub, three
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of these categories of services were present: collaborative, networking and computational. Applying the same logic for categorising the
non-digital services, the start-up hub supports their members through
services that are collaborative, networking and operational in nature.
Here the computational category of digital services has been translated into operational category of the non-digital services. The computational services in the digital service offerings provide support in
uniform information processing tasks. On the non-digital side, the interest is not in information processing, but rather in performing operational tasks. The operational category of non-digital services has an
analogy to computational service in that it provides standardised and
repeatable responses in various situations (Mathiassen & Sørensen,
2008).
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Slack

The
Hub

Direct messaging
Community
channels

Computational

Oﬃce
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Personal
desk
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Meeting companies

Figure 5.2: Services offered by the case start-up hub
An example of a collaborative service is Slack, which is an online
tool where start-ups can communicate with each other and the community members of the start-up hub. Entrepreneurs and employees
of start-ups can send direct messages to each other or they can initiate
discussions in the community channels. The employees of the start-up
hub facilitate the communication by creating channels and taking part
in the discussions in the channel (CM1, pers. comm., 2018).
An example of a networking service is a digital recruitment platform called The Hub. Start-ups can post job offerings to the platform
and they can get support to do this from the start-up hub personnel.
The Hub also has an information bank with e.g. templates for legal
agreements.
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Office R&D is an example of a computational digital service offered
by the start-up hub. Office R&D is a co-working management software
used by start-up support organisations around the world. This tool
enables start-ups to find information about available services in the
start-up hub. They can also book meeting rooms in the tool. It was
observed that many of the interviewed start-ups are not aware that the
tool enables them to access information about available services. Most
start-ups interviewed had only been using Office R&D for booking
meeting rooms in the start-up hub.
On the non-digital side, in the collaborative section the start-up hub
enables start-ups to interact and work in a co-working space. The coworking space has e.g. public areas, a coffee room, telephone booths,
a ping pong table and a café open to visitors. Start-ups use the public
space to meet each other and work together.
An example of operational service are the discounts that the startup hub provides their start-ups with. The start-up hub offers discounts
to non-digital third party services such as lawyers and banking services. These services can be in the form of a reduced hourly rate or a
free hour of consulting. In addition, the start-up hub provides business
support services for their start-ups in terms of pitching for investors,
recruitment and PR.
To facilitate networking, the start-up hub also arranges various
events to connect start-ups with investors as well as companies that
might provide services for the start-ups. An example quote from the
community manager exemplifies the nature of these events.
"The lunches I do is that I have different colour plates and I hand
in the different colour plates to the different people and make sure
that one team gets a different colour plate for each person [...]
You’re having to be split from your team and you’re having to sit
down next to someone you don’t know. That has actually worked
really well. I’ve done that once a month. Everyone goes around
and are like ’yeah, we haven’t met this person’ and I’m like ’you
sit right next to each other’. Like literally. Like one row from each
other. And they’re like, ’no but we’re just so busy’. That’s I think
one of the best ways we’ve found."
— (CM4, pers. comm., 2018).

Chapter 6
Needs and challenges of startups
In this chapter, the findings related to the needs and challenges of startups are presented, which aims to answer the first research question
RQ 1: What are needs and challenges of start-ups?
Section 6.1 describes how the clusters which are used to categorise
the needs and challenges were developed. Afterwards, section 6.2
presents the findings cluster by cluster. Section 6.3 outlines the differences of the findings to previous research.

6.1

Structuring of needs and challenges

In order to analyse the related empirical data in a structured manner,
it became necessary to employ a categorisation for the needs and challenges. As interviews with start-ups in the case start-up hub reveal, a
broad range of needs and challenges which the entrepreneurs and employees of start-ups experience, a more granular view based on topics
that the expressed needs and challenges address emerged as a relevant
logic. The objective of such categorisation was to understand similarities and underlying patterns that the start-ups share. Additionally,
considering the labelling of clusters was regarded important as these
labels influence the interpretation of the clusters (Cowan, 1990).
To select categories which are broadly accepted and understood, a
review of related literature has been conducted. The objective for the
literature search was to find studies which classify needs, problems
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and activities of companies into different categories. Especially those
studies which address small, young or high-growth companies were
regarded as relevant. As a result of the literature search, seven relevant
concepts have been selected. The findings of the literature review are
described in section 2.5.
To select an appropriate categorisation logic which corresponds to
the research topic and to the empirical findings of this study, the authors of this study individually coded and categorised the observations from the interview transcripts (cf. section 4.6 for a detailed description of the process). After agreeing on a common set of clusters
emerging from the empirics, these cluster were compared with the
findings from the literature review. The comparison revealed many
similarities between the set of clusters chosen by the authors of this
study and those used in previous studies. In fact, the clusters Financial, Marketing, Sales & Customer Relations, Product Development, Organisation & Human Resources, Strategy & Business Development and Legal
can be considered very similar to categories described by Terpstra and
Olson (1993). Table 6.1 presents how the clusters of this study fit to
categorisations from previous research.
Additionally to those clusters that fit the categorisation by Terpstra and Olson (1993), other topics emerged from the empirics. Firstly,
start-up support organisations and the services they provide are a main
focus of this study. In relation to this, the start-ups mentioned different
needs regarding the co-working infrastructure and environment, but
also regarding the professional network and community in the support organisation. To cover these aspects, Lorrain and Laferté (2006)
introduce the category Environment and support agencies. As the findings from the interviews were either related to networking or the (physical and non-physical) infrastructure, the authors of this study decided
to split these findings and create the two clusters Infrastructure & Environment and Community & Network. Secondly, during the interviews,
the start-ups expressed their needs in relation to knowledge and information exchange. As these addressed aspects of communications that
are not covered by other clusters, the authors decided to establish the
cluster Information & Knowledge for this purpose. Figure 6.1 presents
the resulting nine clusters.
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Clusters in Study

Financial

Marketing, Sales
& Customer
Relations
Product
Development

Organisation &
Human Resources

Strategy &
Business
Development

Legal
Infrastructure &
Environment
Community &
Network
Information &
Knowledge

Source for Categorisation Logic
• Obtaining external financing
(Terpstra & Olson, 1993)
• Internal financial management
(Terpstra & Olson, 1993)
• Bookkeeping, accounting and financial
management (Lorrain & Laferté, 2006)
• Sales/ marketing (Terpstra & Olson, 1993)
• Service (Porter, 1985)
• Product development
(Terpstra & Olson, 1993)
• Production/ operations management
(Terpstra & Olson, 1993)
• Human resource management
(Terpstra & Olson, 1993)
• Organization structure/ design
(Terpstra & Olson, 1993)
• Strategic positioning
(Kazanjian, 1988)
• General management
(Terpstra & Olson, 1993)
• Economic environment
(Terpstra & Olson, 1993)
• Legal (Armitage, Frondorf, Williams, &
Feldman, 2016)
• Regulatory environment
(Terpstra & Olson, 1993)
• Environment and support agencies
(Lorrain & Laferté, 2006)
• Environment and support agencies
(Lorrain & Laferté, 2006)
• External relations (Kazanjian, 1988)
• Technology development (Porter, 1985)
• Communications (Cowan, 1990)

Table 6.1: Logic for clusters in this study
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Figure 6.1: Overview of clusters

6.2

Description of clusters

In the following, the needs and challenges are described individually
per cluster. For that purpose, summarised findings based on data
from the in-depth interviews with start-ups are presented together
with quotes from the interviews. This data is combined with findings
from the pre-study interviews and participant observations.

6.2.1

Marketing, Sales & Customer Relations

The Marketing, Sales & Customer Relations cluster comprises a startup’s customer-facing business functions. In the value chain model by
Porter (2008), the cluster comprises the activities Marketing & sales as
well as Service. In relation to this cluster, Terpstra and Olson (1993)
list problems in areas such as promotion, distribution channels and
customer dependence. Figure 6.2 shows a summary of the needs and
challenges related to Marketing, Sales & Customer Relations which the
start-ups expressed during the in-depth interviews.
During the interviews, the start-ups mentioned several needs related to this cluster. Respondents S5 stated that experience in selling
their product or service to customers, especially a digital product, is
an important need for their start-up as well as all other start-ups in the
same start-up hub.
"We are kind of in a need of experience [...] in selling a digital
product. Cause that is what a lot of the start-ups here are doing.
And that’s something everyone is struggling with. That’s something that we really could benefit from. How to proceed and how
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Marketing, Sales & Customer Relations
Needs:
• Experience in selling a digital product
• Customers who understand product’s
benefit

Challenges:
• Getting and selling to all customer
segments
• Diﬀerent conditions in diﬀerent
countries
• Changing customer’s perception of
industry

Figure 6.2: Overview of needs and challenges related to Marketing,
Sales & Customer Relations
to prioritise and which way to go."
— (S5, pers. comm., 2018).
One perspective on this is given by respondent S6, who highlights
the need to make customers able to understand the features of an offering. According to respondent S6, this is difficult given that the customer’s benefits of some digital offerings can be hard to understand.
"If we can say that okay, all this [...] data you can get. They’re
like: ’Okay. What do I do with that?’ Basically we need to make
people realise what they can do with [our] data."
— (S6, pers. comm., 2018).
According to respondents S5, start-ups sometimes also have the
challenge to break with the existing image of the industry they are
operating in and show the customer that they are different from traditional players. Another challenge related to selling digital offerings is
given by respondent S4. When targeting multiple countries with the
same offering, S4 points out that different conditions in terms of the
degree of digitisation can make the offering successful in some and
unsuccessful in other countries. Also beyond digitisation, entering
new geographic markets adds challenges related to local credibility
and language requirements.
"Especially Sweden is quite advanced when it comes to IT. So
most people here are already in a more mature phase. They have
[...] an automated system in place. So they don’t really need
something new. And as for other countries, it’s quite hard to
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have your first sale [...] cause we don’t have any reference within
that country. So it’s also always a language barrier. And even
though we speak French, it was still hard to make a sale in France
as well."
— (S4, pers. comm., 2018).

6.2.2

Product Development

The Product Development cluster comprises those activities of a startup which are related to improving or developing new product and
service offerings. As the interviewed start-ups all utilise digital technologies and do not have clearly separated software development and
software operations roles, their IT personnel most often takes care of
both the development and operations - a practice that is similar to the
concept DevOps (Bass, Weber, & Zhu, 2015), which advocates close
coordination between software development and software operations.
Thus, this corresponds to two categories from Terpstra and Olson’s
(1993) structuring, namely Product development and Production/ operations management. Figure 6.3 shows a summary of the needs and challenges related to Product Development which the start-ups expressed
during the in-depth interviews.

Product Development
Needs:
• High technology hardware & software
equipment

Challenges:
• Dependence on other actors in product
lifecycle

Figure 6.3: Overview of needs and challenges related to Product Development
Related to Product Development, the start-ups mentioned the need
for high-tech hardware and software. In this, also the scalability and
flexibility to always have the latest equipment available is an important factor:
"We need [...] some GPUs. [...] And there is a new GPU coming
out like every other month. [...] it costs 50000 kr and you use it
for four hours a day. And two months later it’s outdated. So you
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can’t use it. It’s ridiculous how fast things are moving."
— (S6, pers. comm., 2018).
A challenge when developing a new version of a digital product
can be the dependence on other actors in the digital ecosystem. Respondent S4 describes this challenge for mobile application development, where new software releases have to be approved by platform
owners such as Apple or Google:
"[...] if you wanna push an update directed at our clients [...] it’s
already there for Android. Wait a few days for iOS. Which is a
bit of a pain."
— (S4, pers. comm., 2018).

6.2.3

Community & Network

The Community & Network cluster describes needs and challenges related to a professional network in the entrepreneurial ecosystem. This
cluster addresses both, the community inside the start-up hub and the
network beyond the hub. As discussed before, Lorrain and Laferté
(2006) address this aspect in their Environment and support agencies category. Figure 6.4 shows a summary of the needs and challenges related
to Community & Network which the start-ups expressed during the indepth interviews.

Community & Network
Needs:
• Good contact network
• Opportunities to meet new people
• Community where members help each
other

Challenges:
• Building up network
• Connecting with other start-ups in hub
• Varying response rate in digital
community

Figure 6.4: Overview of needs and challenges related to Community &
Network
The importance and need for networking has already been mentioned during the pre-study. For example, interviewee SME4, a business coach at an incubator in Stockholm, describes the need for a good
network and helping others in the network as follows:
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"What people need to understand is that [as a start-up] you need
to network your way to success. You need the network and what
goes around comes around. If you are a good person and help
somebody, then it comes back to you."
— (SME4, pers. comm., 2018).
Inside the start-up hub, many start-ups see a need in establishing
a good network among the members. A main benefit that start-ups
see for such a network is that community members help each other.
Respondent S1 describes this helping community as one of the most
important non-technical needs they want to get from the start-up hub:
"For non-technical resources it’s all about contact network. You
get that just by being here [in the start-up hub]. I have personally helped two other start-ups in their technical problems. Just
because I talked to them and they asked my opinion."
— (S1, pers. comm., 2018).
Respondent S4, who is the only employee of their start-up located
in Stockholm and the start-up hub, describes how start-ups from different industries can benefit from each other:
"[And we need] networking, meeting interesting people, helping
out other start-ups but also getting something back from them.
Knowing good people, like when it comes to developers and stuff
like that. And I think for me, the most useful thing here is really
just learning from other teams. Cause although they all have very
different businesses and some are then really trying to be unicorn
and grow fast, we still have the same missions when it comes
to, lets say, team coordination, planning, recruiting new people.
How to do product launch? How do you do something lean?"
— (S4, pers. comm., 2018).
On the challenges side, start-ups mentioned the difficulty to build
up such a community where members help each other. Some startups experience that it is hard to get in touch with other members. For
example, not all other start-ups in the start-up hub are known to them
and thus they are not strongly connected with all members:
"So for me, it would be more useful to really meet more people.
[...] I’ve worked here for 6 months and I don’t really know [some
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companies] [...] I just know what they do on a high level. But
you don’t know how they work. What’s their edge? What they’re
doing really well? What they’re struggling with?"
— (S4, pers. comm., 2018).
Another reason for why it is hard to connect to other members in
the start-up hub can be the location in the co-working space. Especially
having a private office instead of being in the open space can make a
difference:
"If you have the private office [...] you’re a little secluded from
the community in a way. Cause [...] you go out and take coffee,
but you don’t talk to the other community members as much as
when you had the open office."
— (S3, pers. comm., 2018).
Also through the digital tool Slack, which connects the community
in the start-up hub, there can be challenges in communicating with
others. As respondent S4 describes, the response rate in Slack channel
can be low at times:
"[It’s] an easy question, you would expect lots of recommendations. And I’m the only one recommending [...] So that’s sometimes a bit with mixed results. [...] Not everyone here in [the
start-up hub] reads this on a daily basis."
— (S4, pers. comm., 2018).

6.2.4

Organisation & Human Resources

The Organisation & Human Resources cluster addresses two closely related topic areas that start-ups face. Firstly, it addresses the management of human resources. This includes common activities such as recruitment, employee retention and employee development (Terpstra
& Olson, 1993). Secondly, this cluster comprises topics related to how
the organisation is structured, for instance in terms of divisions and
teams, as well as the organisational roles and policies (Kazanjian, 1988;
Terpstra & Olson, 1993). Figure 6.5 shows a summary of the needs and
challenges related to Organisation & Human Resources which the startups expressed during the in-depth interviews.
An urgent need in the Organisation & Human Resources cluster, according to the pre-study and interviews with start-ups, is the search
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Organisation & Human Resources
Needs:
• Having the right employees
• Help with writing job ads
• High-profile industry experts for startup’s board

Challenges:
• Finding & recruiting talent
• Searching for people for start-up’s
board

Figure 6.5: Overview of needs and challenges related to Organisation
& Human Resources
and recruitment of the right employees for the company. Respondents
S2 describe the related challenge as follows:
"It’s difficult to find both talent and someone that’s willing to
take that risk."
— (S2, pers. comm., 2018).
Interviewee SME3, a CEO of an incubator and former start-up manager, has a slightly diverging view on recruiting new talent, saying that
finding talent is less of a problem than to convince them to join a startup:
"Finding talent is not a problem, but the acquisition, [convincing
people to join,] is expensive."
— (SME3, pers. comm., 2018).
According to respondent S1, the challenge of finding the needed
talent is even harder when no similar skills are available in the team
right now:
"[Recruitment is the] biggest challenge of all. Especially if you’re
not technical and want to recruit technical. Or if you’re not business but want to recruit business people. If you don’t have the
competence yourself its just a shot in the dark."
— (S1, pers. comm., 2018).
For some roles like software developers, the need among start-ups
in the case start-up hub seems to be especially high. As highlighted by
respondents S5, this need can be so strong that the community of the
start-up hub does not provide any help:
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"[Recruitment is] an interesting case where it doesn’t help to talk
to people here [in the start-up hub]. Cause everyone is looking for
the same people. If someone asked me if I knew a good front-end
developer or a back-end developer, I would probably lie. Because
I would like keep them in my back pocket if I need them in some
point."
— (S5, pers. comm., 2018).
A specific challenge during the recruitment process can be the writing of advertisements for open positions. To target all the potential
candidates, respondent S1 considers the job ad itself and how it is formulated as crucial:
"If you don’t take [recruitment ad writing] into account, you
might be filtering out a lot of potential candidates." [...] "Having
a [...] tech person who has written a lot of ads or an HR person
who has learned how to program. [...] Like a recruitment professional that writes better ads. That would be very beneficial."
— (S1, pers. comm., 2018).
In addition to recruiting employees, another need in the Organisation & Human Resources cluster is to have experts on the start-up board.
Respondent S5 describes it as follows:
"[...] we’re trying to [...] get some more high-profile people on
the board. Cause [...] none of us [current board members] have
really good insights into the market that we’re actually on. We’re
trying to find some other people."
— (S5, pers. comm., 2018).

6.2.5

Infrastructure & Environment

The cluster Infrastructure & Environment comprises all topics related to
the physical and digital infrastructure as well as the co-working environment. The cluster mostly refers to areas in which the case start-up
hub is directly involved in. Figure 6.6 shows a summary of the needs
and challenges related to Infrastructure & Environment which the startups expressed during the in-depth interviews.
In this cluster, the "logistics of having an office" and "having functioning infrastructure" are main needs of the start-ups (S2, pers. comm.,
2018). These needs can include factors that increase the convenience
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Infrastructure & Environment
Needs:
• Nice & convenient workplace
• Private meeting rooms
• Fast & stable internet connection
• Common facilities for social activities
• Easy access to food & drinks

Challenges:
• Dependence on stability & availability
of infrastructure

Figure 6.6: Overview of needs and challenges related to Infrastructure
& Environment
and save time for the start-ups in their daily activities, such as having
a place to get food and drinks without investing much effort:
"Our coffee needs to be done by someone else. We need some of
that. [...] And that’s something we don’t want waste time."
— (S5, pers. comm., 2018).
In addition, the start-ups have a number of needs to carry out their
business activities. As most start-ups work with digital technologies,
an internet connection is a crucial requirement. Additionally, to conduct meeting and calls, flexible and private rooms are important:
"So we need a lightning fast internet connection. And we have it
here. And it’s very stable. The guys [in other co-working spaces]
don’t have that stable internet connection and it’s super tedious.
[...] And also these talking booths are very important."
— (S6, pers. comm., 2018).
Moreover, to create a nice environment for everyone to be in, the
aesthetic aspects of the co-working space are also important for some
start-ups. Respondent S1 phrases it like this:
"Small things that makes the office area nicer. Umm, it’s important. And like some art or having some. . . something so you
don’t have these cold white walls of nothingness, right."
— (S1, pers. comm., 2018).
A challenge in relation to the technical infrastructure can be that
the start-ups are dependent on particular services. If it happens that
core services, for example a digital platform the start-ups’ product is
built on, goes offline, this can cause problems for the start-ups as well:
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"[The platform we use] has been offline quite a few days so they
lost a few clients. There are other similar platforms popping up
as well. So with [this platform], it might be over in, let’s say, 5
years maybe."
— (S4, pers. comm., 2018).

6.2.6

Information & Knowledge

The Information & Knowledge cluster addresses the exchange and communication around both knowledge and information, such as updates
on what is going on in the start-up hub and with member start-ups.
In contrast to the Community & Network cluster, where professional
networks and social relationships in the community are addressed,
this cluster emphasises the activities around distributing knowledge
among different actors. Figure 6.7 shows a summary of the needs and
challenges related to Information & Knowledge which the start-ups expressed during the in-depth interviews.

Information & Knowledge
Needs:
• Channels for knowledge exchange

Challenges:
• Some communication channels (e.g. email) are overcrowded and information
does not get through

Figure 6.7: Overview of needs and challenges related to Information &
Knowledge
The needs and challenges in the Information & Knowledge cluster
mainly address the channels that are used for exchanging knowledge
and getting information. The start-ups stated that they have a need for
such channels, forums or platforms where they can inform themselves
and share their experiences with others. Respondent S4 describes this
interest as follows:
"What I like is like those.. Some kind of forum maybe. [...] It
would be interesting [to have] some kind of platform to just [see]
how do other companies solve GDPR? Maybe use a few use-cases
on how they have done it. Which I don’t think really exists right
now."
— (S4, pers. comm., 2018).
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Respondent S3’s perspective on this is similar. He emphasises involving external professionals of certain disciplines into physical meeting in the start-up hub (the legal aspect of this is discussed in the next
cluster):
"One thing I’ve been thinking about is some sort of like a channel
or forum or something for legal advice. [...] Maybe once a week
or once every other week or something. You could have a lawyer
come in here. Someone who’s used to working with start-ups and
answering these kinds of questions. And just like have an open
session where people can just ask the questions. Maybe get an
answer or at least get pointed into right direction like this is what
you need to look at. That would have been really beneficial."
— (S5, pers. comm., 2018).
For the start-ups, the choice of channel which is used to inform
about updates, upcoming events or other information matters for whether
they receive the information or not. As Respondent S3 describes, email and physical announcements might be rather inappropriate ways
of communicating for some start-ups:
"My e-mail is swarmed right now. I think it’s a good way to get
a confirmation if there are any bookings or any invites. If it’s an
event, absolutely. But just for general: No, it’s Slack. [...] They
put up posters and stuff like that, of course, but I don’t think
anyone has time for just standing, just reading. [...] They can
tag on Slack, then it would be interesting, then you can actually
just RSVP right there. Or they could do that and as well send
e-mail. But not just e-mail."
— (S3, pers. comm., 2018).

6.2.7

Legal

The Legal cluster consists of subjects related to corporate law, regulations, patents, contracts and such. As described by Armitage, Frondorf, Williams, and Feldman (2016) start-ups face a variety of challenges around this topic. Terpstra and Olson (1993), for example, describe that start-ups encounter problems related to insurance, licensing and regulations. Figure 6.8 shows a summary of the needs and
challenges related to Legal which the start-ups expressed during the
in-depth interviews.
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Legal
Needs:
• Professional legal help
• Channels or forums for legal advice

Challenges:
• Requirements for various legal topics
• Start-ups often without employee with
legal expertise

Figure 6.8: Overview of needs and challenges related to Legal
From the perspective of the start-ups, the need for professional legal support seems to be quite common. For instance, respondent S1
states that the need for legal help will occur at one point:
"It’s really necessary to be able to have some sort of advokat [legal]
support for something. Sooner or later you’re gonna need it. "
— (S1, pers. comm., 2018).
As respondents S2 describe, the reason for requiring legal support
often arises from the business activities of the start-ups:
"A lot of what the companies here are doing, I would also say, is
touching a lot of legal areas. And I don’t think a lot of companies
take that into account. We’ve had a pretty experiencing journey
so far the last 6 months in terms of how to approach it with our
agreements, user license, handling EU regulations for example."
— (S2, pers. comm., 2018).
Moreover, regulations such as the General Data Protection Regulation (GDPR) currently affect many start-ups (European Parliament &
Council of the European Union, 2016). GDPR in particular has been
mentioned by three of the start-ups during interviews as well as during pre-study interviews and events.
According to the interviews, start-ups are often not able to handle
legal issues alone, but need professional support. As respondents S2
describe, this may arise given that few start-ups have employees with
a background in law:
"If we look at the things that we don’t have internally is probably
like professional legal help, like an actual lawyer. [Co-worker]
does a lot of that on her own and does a great job, but then in
certain aspect you need a professional. Larger companies have
their own legal officers."
— (S2, pers. comm., 2018).
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Financial

The Financial cluster addresses two different areas related to the corporate finance functions of start-ups. On the one hand, it considers
the management of internal financing with topics such as profitability, accounting, internal cash flows and expenses (Terpstra & Olson,
1993). On the other hand, this cluster covers external financing activities including efforts around obtaining investments for the start-up.
Figure 6.9 shows a summary of the needs and challenges related to
the Financial cluster which the start-ups expressed during the in-depth
interviews.

Financial
Needs:
• Discounts & credits for services

Challenges:
• Cost for necessary services
• Reaching investors
• Raising capital

Figure 6.9: Overview of needs and challenges related to Financial
During the interviews, start-ups described the importance of getting discounted services through different kinds of price reductions.
One example of such discounts are credits for digital services which
the start-ups can use in their business:
"Discounts on commercial services are really good. Or credits.
So you can get AWS credits for example [...] And those credits
you can use for anything [...] That’s huge. Because that’s like an
infrastructure cost that disappears. [...] Until the point where
you get like [...] the first ten customers maybe or five. The very
first to get above that raw cost line it’s really nice not to have that.
You know, it’s always like the minimum [fixed costs]. Maybe it’s
a thousand Swedish crowns a month. That’s not that much. But
when you have zero cash, that feels. So just that which is in
comparison to a lot of other stuff fairly small to give away, it’s
huge for those really early start-ups."
— (S1, pers. comm., 2018).
Start-ups even describe that the cost of services are an important
factor when selecting which offering they use. Respondent S1 describes this approach for choosing legal advisory:
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"You are like: I need legal help. And you don’t care which one.
You’ll go for the one where you can get a discount. Because
lawyers are also really expensive."
— (S1, pers. comm., 2018).
Related to external financing, raising capital and finding an appropriate investor seems to be both a need and a challenge for many
start-ups. During the pre-study, investors emphasised the importance
for getting investors from their perspective. According to an investor,
start-ups should think strategically before accepting an investor:
"Before you decide to marry, you meet a few times. [Start-ups
should] think beyond the money but don’t dance too long."
— (Investor, observ., February, 2018).
This view has been confirmed by the start-ups during the in-depth
study. As respondent S1 describes, an investor often stays with the
start-up for a long time:
"You get stuck with an investor for like 8 years. You don’t wanna
get stuck with a bad one."
— (S1, pers. comm., 2018).
Respondents S2 also acknowledged the need for an strategic investor to support the operations of the start-up:
"We also want to have strategic investors with us along the way
because it’s costly operations."
— (S2, pers. comm., 2018).
The search for finding such investors is described as stressful and
challenging. During the pre-study, an incubator CEO mentions that an
investor search is more enjoyable for investors than for start-ups:
"On average, the investment game is more fun for investors than
for start-ups. Start-ups probably want to skip investors"
— (SME3, pers. comm., 2018).
During the in-depth study, respondents S2 share the opinion that it
is not the most enjoyable thing for them:
"[Working in a start-up is] all about trying to solve whatever
problem comes up today. And that problem might be [...] how to
get more money. I mean raising capital is a .... Lack of words."
— (S2, pers. comm., 2018).
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Strategy & Business Development

In the Strategy & Business Development cluster, challenges regarding the
strategic positioning and the start-ups’ activities to grow their business are addressed. In Kazanjian’s (1988) study, the related category
addresses topics such as the positioning of the firm in new product
market segments. Terpstra and Olson’s (1993) related categories include areas like planning, managing and controlling the growth and
economic development. Figure 6.10 shows a summary of the needs
and challenges related to Strategy & Business Development which the
start-ups expressed during the in-depth interviews.

Strategy & Business Development
Needs:
[no specific needs mentioned]

Challenges:
• Getting insight into market
• Managing the growing start-up

Figure 6.10: Overview of needs and challenges related to Strategy &
Business Development
One area that is challenging for start-ups in relation to Strategy &
Business Development is to get familiar with a market they (potentially)
target. As mentioned during a number of events, Swedish start-ups
often grow by starting to offer their products or services in other countries than Sweden because the Swedish market is small (Support organisation co-founder, observ., February, 2018; Entrepreneur, observ.,
February, 2018; Ecosystem expert, observ., May, 2018). Especially if
start-ups try to go abroad, they are challenged with little understanding of the new market and have questions such as:
"How do people get a better understanding of a foreign market?"
— (Entrepreneur, observ., May, 2018).
But also inside Sweden, these challenges can occur. As stated by respondent S5, insights into the market can require to search for experts
in this area (cf. Organisation & Human Resources cluster).
"[...] none of us [current board members] have really good insights into the market that we’re actually on. We’re trying to
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find some other people."
— (S5, pers. comm., 2018).
Another challenge in this cluster is to manage the growth of the
start-up. To grow, many start-ups search for talent to join the company,
which has been addressed in the Organisation & Human Resources cluster. Moreover, when the number of employees grows, also the space
requirements can increase. Depending on the location, this might require a start-up to move offices in order to accommodate all employees:
"The reason we moved at all was to be able to grow. [...] In the
old place we only had four office space and we were 3-4 already.
[This start-up hub] seemed to be a good place. When we came
[here], we were a bit too small and now we’re starting to be a bit
too big. Now we’re 7. When you’re above 6 you want to be in a
room. When you’re less you can be in the open office."
— (S1, pers. comm., 2018).

6.3

Comparison to previous studies

Overall, the needs and challenges that have been found in this study
are similar to what other researchers point out as problems of startup, small enterprises or high-growth companies. Especially studies of
authors such as Terpstra and Olson (1993), Kazanjian (1988) or Lorrain and Laferté (2006) point out similar needs. However, considering
some of the clusters more in detail, the findings of this study differ to
those of previous studies. In the following, interesting differences are
described.
Firstly, the majority of similar studies described in section 2.5 does
not consider the clusters Infrastructure & Environment, Community &
Network and Information & Knowledge as separate clusters. In this study,
however, all three categories have emerged as important factors. Lorrain and Laferté (2006), whose research also addresses start-up support organisation, identify several needs in relation to a category called
environment and support agencies. As the purpose of this study is to
investigate the value creation of services offered by the case start-up
hub, the authors decided to break the needs in the Environment and
support agencies category down into more granular clusters, Infrastructure & Environment and Community & Network. Furthermore, based on
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findings of needs and digital services in the case-start-up hub that indicated importance for a detailed investigation, focus has been put on
Information & Knowledge as a separate entity.
Secondly, during the in-depth interviews, the overall economic situation and future development has not been mentioned as a source of
problems or challenges for the start-ups. Orser et al. (2000) address
such problems in their state of economy category. Similarly, in Terpstra and Olson’s (1993) study, the economic environment is considered
with an own category.
Thirdly, a number of needs and challenges of start-ups in this study
are related to the trend that start-ups from Sweden tend to go abroad
when growing. As the pre-study indicates, this might be because the
home market in Sweden is small. Resulting from this, start-ups often take their ideas to countries with bigger markets such as the US,
UK, Germany, etc. (Support organisation co-founder, observ., February, 2018; Entrepreneur, observ., February, 2018; Ecosystem expert, observ., May, 2018). For instance, during an event in Stockholm’s entrepreneurial ecosystem, a speaker stated that:
"Swedish entrepreneurs test everything in Sweden, then they go
to the US [...]."
— (Ecosystem expert, observ., May, 2018).
Comparing this tendency that start-ups move abroad to previous research, it can be seen that most of the studies listed in section 2.5 have
been conducted in countries such as the US or Canada. Possibly, due to
the larger market size, the needs of start-ups in those countries differ
from the needs of Swedish start-ups.
Fourthly, in the cluster Organisation & Human Resources, this study
as well as previous research address the needs and challenges of finding and recruiting talent for the start-up. While most previous studies
do not specify what types of employees are demanded most by the
start-ups, this study often identifies software developers as a job position with high demand. This finding could arise from the circumstance
that the case start-up hub accepts start-ups which use advanced technologies. Due to their technology focus, those start-ups might have
an increased demand for software developers. Alternatively, as the
importance of developers was also mentioned during events outside
the case start-up hub, it is possible that Stockholm’s entrepreneurial
ecosystem in general has a high demand of software developers.

Chapter 7
Digital services for start-ups
In this chapter, the findings related to digital services in the case startup hub are presented, which aim to answer the second research question
RQ 2: How are digital services offered for start-ups in support
organisations?
Section 7.1 describes the digital services in relation to the clusters which
have been introduced in chapter 6. Afterwards, in section 7.2, the usage of digital services according to the in-depth study is described for
those digital services that are offered by the case start-up hub. Finally,
in section 7.3, the impact of digitisation on the services is outlined.

7.1

Digital services by cluster

In order to answer to the second research question, it is necessary to
get a good view of how start-ups use digital services in the case startup hub. Start-ups were asked what digital services they use and how
they use them. The observed digital services are collected in Figure 7.1.
These services are grouped in the same clusters as the needs and challenges of the start-ups in chapter 6. The services that were provided or
facilitated by the start-up hub are bolded.
The purpose of categorising the services in the same clusters as
the needs of the start-ups is to identify points where digital services
strongly support the needs of the start-ups and points where digital
services are not supportive. Moreover, by highlighting the services offered by the start-up hub, it is possible to identify points where the
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Marketing, Sales &
Customer Relations
Slack (of start-up)
LinkedIn
Facebook
Instagram

Twitter
Hubspot
Blog
Intercom

Organisation & Human
Resources
The Hub
LinkedIn

Podio

Legal
The Hub

Start-up support
websites

Product Development
Github
Gitlab
Amazon Web
Services
Codetree

Google Cloud
Podio
VS Team Services
Jira

Infrastructure &
Environment
Oﬃce RnD
Slack (of hub)
Slack (of start-up)
Google Suite

Zoom
Google Hangouts
Podio

Financial
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Community & Network
Slack (of hub)
Slack (of start-up)
LinkedIn
Facebook
Instagram
Twitter

Google Suite
Google Hangouts
Stack Overflow
E-mail
E-mail newsletter

Information & Knowledge
Public website
Slack (of hub)
Slack (of start-up)
The Hub

E-mail
E-mail newsletter
Stack Overflow

Strategy & Business
Development

Figure 7.1: Overview of digital services by cluster
start-up hub has strong presence in the digital service offerings that
the start-ups use. Several insights can be drawn from the clusters and
how start-ups use the digital services offered to them.
From the in-depth interviews, it seems that start-ups use a bigger variety of digital services to address needs in the Marketing, Sales
& Customer Relations, Product Development and Community & Network
clusters. Less digital services are used in the Legal and Operation &
Human Resources clusters and no digital services were identified addressing the Financial or Strategy and Business Development clusters.
There are similarities of services within individual clusters. In the
Marketing, Sales & Customer Relations cluster, none of the digital services used by the start-ups is provided by the start-up hub. Instead
start-ups acquire these services independently. These services are focused on connecting start-ups with the markets through social media
platforms and customer relations software. Start-ups use platforms
such as LinkedIn, Facebook, Instagram and Twitter for social media
marketing. For customer relations start-ups use Intercom, Hubspot
and Slack. Respondent S4 indicates that there has been discussion
about including some these customer relations tools to the offering of
the start-up hub:
"I think there has been a thread in Slack if they could have a
partnership with Intercom, which is also a platform we use a lot
through our service."
— (S3, pers. comm., 2018).
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In the Product Development cluster, the digital services are either
third-party services offered through the start-up hub, or the start-ups
acquire the services independently from the case start-up hub. In the
latter case, start-ups often rely on some of numerous services that are
available online. For example, respondent S2 builds their products on
open source software:
"On the technology side, [...] [the] tools are not from [the startup hub], those are more open source accessible."
— (S2, pers. comm., 2018).
A pattern can also be seen in the type of services in the Product Development cluster. The services are mostly used either as cloud-based
tools for collaborative work, such as Github, Jira, Codetree or VS Team
Services, or as a basis for the product of the start-ups, such as Amazon
Web Services or Google Cloud.
In the Community & Network cluster, the digital services used by the
start-ups are general social networks as well as specialised networks.
Social networks include LinkedIn, Facebook, Instagram, Google Hangouts and Twitter. These social networks are publicly available and do
not restrict discussion in any particular topic. More specialised or tailored networks include Slack, Stack Overflow and E-mail. For instance
Stack Overflow restricts the communication to the topics of programming. Repondent S5 describes Stack Overflow as essential to his daily
work:
"I couldn’t even work without Stack Overflow. Half of the code I
write is from there."
— (S5, pers. comm., 2018).
In the Organisation & Human Resources cluster, the services are mostly
platforms that connect start-ups with potential job candidates. This
applies for The Hub in the same way as LinkedIn. Podio, on the other
hand, is used to automate several steps of the recruitment process. Respondent S3 describes their use of LinkedIn for promoting their company as well as finding customers and consultants:
"Promoting my company, promoting within recruiting if we need
recruiting. Put up some [indistinct] when I need. Connecting
with others, of course. I use LinkedIn a lot to find both customers
and consultants. So it’s like a sale platform as well for me."
— (S3, pers. comm., 2018).
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The Infrastructure & Environment cluster includes services used to
facilitate the daily work of start-ups in the start-up hub. Two services
in this category are offered by the start-up hub: Office R&D and Slack.
In addition to them, start-ups use Slack, Google Hangouts and Zoom
for internal communications. Respondent S3 explains how their team
uses Slack for internal communications even when they are located in
the same space:
"Both in our team, even if we’re sitting right in front of each
other, we’re trying to have all communication through Slack. So
if we’re working, we’re working. [We] don’t want to be disturbed."
— (S3, pers. comm., 2018).
Moreover, respondents S2 explain how Slack has enabled their company to work more flexibly through communicating through Slack
with those members that are not present in the start-up hub:
"Yeah, it’s really a tool for helping us work remotely as well...Cause
we have people working on different locations and some working
from home. It’s a very flexible environment and that helps us to
do so."
— (S2, pers. comm., 2018).
The services in the Information & Knowledge cluster include communication tools like Slack and E-mail as well as databases and information boards like The Hub and the public website of the start-up
hub. The start-up hub uses Slack to inform start-ups e.g. about coming events that they are organising. Start-ups also use external services
like Stack Overflow for information purposes.
In the Legal cluster, the two services that were observed were related to providing legal templates for start-ups. The Hub provides a
database of legal templates that the start-ups can download and use.
When asked about how they use The Hub, respondents S2 answered
that:
"Yeah, they have like a resource portal there, so this one we have
used. It’s quite good actually, they have like legal hotline and
some documentation you can download for like agreements and
stuff."
— (S2, pers. comm., 2018).
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In addition, the start-up support websites are external services that
work in the same principle as the resource portal of The Hub.

7.2

Use of digital services

In order to understand how digital services create value for the startups, they were asked how they use digital services and how the services help them. As described in chapter 4, 1 to 5 Likert-type scale
questions were asked with statements This kind of service is necessary
for my start-up. and This kind of service is suited to fulfil my needs. Due
to the small sample size, no statistical analysis of the Likert-type scale
answers is conducted. The scale questions are rather used to foster the
interviewees discussion about a certain question and to get a general
impression of how respondents assess each digital service. For some
cases, the respondents did not use a particular service and hence, no
recording of a scale response could be obtained. Moreover, in some
occasions, respondent gave a range answer or a descriptive answer instead of an exact answer according to the scale. The answers have been
summarised in the figures of this section.
The following subsections take a closer look into the digital services
offered by the start-up hub. The figures summarise the start-ups’ use
of digital service, the mentioned characteristics of the services as well
as responses to the Likert-type scale answers. In addition, a discussion
of the results is provided.

7.2.1

Slack

Slack is an online communication and collaboration tool which was
used by all of the interviewed start-ups (cf. Slack Technologies, 2018).
In Slack, users can create channels and communicate either through
public discussion in the channels, private messages or group chats.
Slack has a free version and many start-ups are using it for their internal communication purposes. In addition, the start-up hub has its own
Slack workspace where the member start-ups are invited. The start-up
hub facilitates the channel by creating channels, answering questions
that the start-ups have and publishing information and updates (CM1,
pers. comm., 2018).
Start-ups use Slack for communications internally within a startup as well as externally within the start-up community. They do it
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Slack
Use
Direct messaging across companies (S1, S3)
Organise meetups (S1)
News and announcements (S1, S3)
Asking for help (S1, S2, S3 S4)
Chatting (S1, S2)
Recruitment (S2, S5)
Answer questions and help people (S2, S5)
Searching and sharing contacts (S2, S6)
Sharing tools (S2)
Ping others and tag them (S3)
High five community (S4)

Necessity
2 (S1)
4 (S2)
5 (S3)
5 (S4)
5 (S6)
Suitability
5 (S1)
Haven't seen
anything better (S2)
5 (S3)
5 (S4)
3 (S5)
5 (S6)

Characteristics
Sometimes nobody reacts to your question. Usually someone points
to the person that knows. (S4)
Hassle keeping up: I don't go there and help unless someone
approaches me (S5)
Some channels are dead (S5)
They don't really engage people in any work related discussions.
More meta discussions about the start-up hub (S5)

Figure 7.2: Overview of the use and characteristics of Slack
through direct messages to the people they know and engaging in the
group discussions. Direct messaging through Slack is said to be helpful when start-ups have been referred to a person in the community,
but do not necessarily know where that person sits in the co-working
space. Through Slack, the start-ups can then send a message to that
person and initiate a conversation and possibly set up a meeting. Respondent S4 describes the usage of Slack to initiate conversations to
people who they have been referred to by the start-up hub staff:
"The person I know, I would just ask during lunch for instance.
But then, if they [the start-up hub staff] give a name for: Ah, talk
to that guy from that company. If I don’t know him, I will Slack
them. Otherwise I will just go their office."
— (S4, pers. comm., 2018).
The group discussions are organised by topics to different channels. These channels include high five, resources and happenings (S4,
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pers. comm., 2018). For instance, in the high five channel, start-ups
can celebrate each others’ successes.
Another way to use the public discussions is to ask specific questions or ask for help from other start-ups. The response rate for these
questions varies a lot. Respondents S5 describe how certain channels
in the Slack workspace of the start-up hub are not actively used:
"A couple of the channels there are completely dead as well. Like
these tribe channels. Like a front end tribe. No one ever writes in
those."
— (S5, pers. comm., 2018).
Respondent S4 explains an experience about having asked a question
on a channel and not getting a reaction:
"...but then you have also the Slack channel here where you can
ask questions. Which have fairly mixed results, as in sometimes I
ask a question and nobody reacts."
— (S4, pers. comm., 2018).
Respondent S3 gave a contrasting view about the usage of the Slack
channels of the start-up hub, explaining that it is used a lot:
"I think it’s very good that there are channels where people can
communicate and ask questions... Again, there are a lot of companies so of course there is going to be a lot of traffic. That also
means that the [start-up hub] Slack is used. A lot. It’s not a dead
place. Quite the contrary."
— (S3, pers. comm., 2018).
In the same interview with respondent S3, the activity level of the Slack
channels in the start-up hub were rated as high:
"...And the community sharing is really good on Slack. If someone puts up a thread or has any ideas or needs help, Slack is just
railing [sic] in answers. So it’s really good."
— (S3, pers. comm., 2018).
One way to use Slack is to use it as a source of information. The
staff at the start-up hub regularly post events and other information
for the knowledge of the start-ups. It was observed that some startups prefer to be informed through Slack rather than through e-mail
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communication. For instance, when asked about whether it is liked by
the respondent to be reached through e-mail, respondent S3 explains
the preference to be approached through Slack as opposed to being
contacted through e-mail:
Interviewee: "No. No no. My e-mail is swarmed right now. I
think it’s a good way to get a confirmation if there are any bookings or any invites. If it’s an event, absolutely. But just for general: No, it’s Slack. Absolutely Slack."
— (S3, pers. comm., 2018).
Generally the interviewed start-ups find Slack very helpful and
necessary feature for the start-up hub. Interviewee S6 explains how
Slack makes it easier to communicate with different people in the startup hub:
"Well, it facilitates a lot of things. It makes it really a lot of easier
to communicate with the right person. Because I can ask who
knows and someone says I do. It just makes it a lot easier."
— (S6, pers. comm., 2018).

7.2.2

Office R&D

Office R&D is a co-working space management platform used in the
start-up hub (cf. Officernd Ltd., 2018). Start-ups can use it for booking
meeting rooms and getting information about the services that they
have access for as a member or the start-up hub. Moreover, starts-ups
have a possibility to offer their own services through the Office R&D
platform.
The interviewed start-ups find it helpful or even necessary that
the room booking is facilitated by an online tool. When asked about
whether it is necessary to have this kinds of digital tool, respondent S3
explained that:
"Yeah. As far as the booking of meeting rooms. You really, really
need that. That would be horrible if it didn’t exist."
— (S3, pers. comm., 2018).
Respondent S6 also finds the room booking as the main function of
the Office R&D tool when asked about the usage. Respondent S6 also
continues to explain that not all of the functions in the tool are fully
utilised:
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Oﬃce R&D
Use
Room booking (S1, S2, S3, S5, S6)
Resources & Listing of discounts (S2, S6)
Oﬀering own services to others in start-up
hub (S2)
Seeing which other companies have booked
a room and bargain (S5)

Necessity
Very necessary (S1)
1 (S3)
Would be horrible if it
didn't exist (S5)
Necessary (S6)
Suitability
Very good (S1)
5 (S3)
3 (S5)
4 (S6)

Characteristics
Works really well. Suggestion: integration into Google calendar.
Needs to be an online service (S5)
More features that he does not understand. E.g. attending events.
No one ever does it -> purpose (S6)

Figure 7.3: Overview of the use and characteristics of Office R&D
"Basically only booking rooms. And also these discount things
that I talked about. They’re like listed there. There is also some
features that I don’t really understand. There are these events
and you should like attend that Office R&D, but no-one ever does
that."
— (S6, pers. comm., 2018).
Respondents S5 also use Office R&D for booking rooms. In addition, the tool allows them to see which companies have booked rooms
and use that information for bargaining if necessary:
"It’s nice that you can see which companies have booked rooms as
well. If you wanna bargain or something."
— (S5, pers. comm., 2018).
In addition to booking rooms, start-ups can use Office R&D for
finding information about the discounts that they are eligible for (S6,
pers. comm., 2018) and for offering their own services (S2, pers. comm.,
2018) to other start-ups in the start-up hub. However, most respondents only mention or emphasize room booking as the main function
of the tool.
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The Hub

The Hub is an online platform and a resource portal that the startups use for recruitment (cf. Danske Bank A/S, 2018). The platform
is provided in collaboration with Danske Bank and is also available
for users outside of the case start-up hub. With the assistance of the
start-up hub staff, the start-ups can post job offerings to the platform.
The platform also has legal and other templates that the start-ups can
download and use.
The Hub
Use
Recruitment (S1, S2)
Sponsoring of events (S1)
Resource portal (S2)
Legal hotline (S2)
Documentation for agreements etc. (S2)
Seeing what kind of people other companies
are looking for (S5)

Characteristics

Necessity
3 (S1)
3 or 4 (S2)
5 (S4)
4 (S5)
Suitability
2 (S1)
2 (S4)
3 (S5)

Not much traﬃc (S1)
Still better than linked in (S1)
Easy to use & looks nice (S2)
Heard good things about it (S3, S5)
Not many applications being sent on the hub (S4)
Start-up hub promotes it a lot (S4)
Don't know how well it is known within the students (S4)

Figure 7.4: Overview of the use and characteristics of The Hub
The interviewed start-ups express mixed experiences with the recruitment function of The Hub. Respondent S4 explains that they have
had unsuccessful recruitment experience(s) with The Hub:
"A lot of applications being sent on The Hub. And it’s not just
for my company, I’ve heard this from many people before. Like
we post on The Hub, but usually not much comes from that...it’s
not really that useful for most companies."
— (S4, pers. comm., 2018).
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Whereas all the interviewed start-ups have heard about the service
and had received some kind of introduction to the tool, many decided
to not use it for recruitment purposes. Respondents S5 explain that
they have not used it even though they received support for starting
to use it:
"We haven’t used it. They set up accounts for everyone. They
did all the work like the branding and all of that stuff. We haven’t
touched it at all actually. I looked at it once to see what kind of
people other companies are looking for. Like the jobs page there. I
haven’t really looked at it since."
— (S5, pers. comm., 2018).
One of the identified challenges of the recruitment platform seems
to be the perceived visibility of the job advertisements. For instance,
respondents S2 explain how they tried using the platform for recruitment, but could not quantify how much visibility their posting got:
"We tried it for recruitment once. It was easy to use and looks
nice. I don’t know how many actually know about it so I don’t
know if we post something there, how much it will be seen."
— (S2, pers. comm., 2018).
Even though the recruitment platform was not actively used, many
interviewed start-ups indicated that recruitment is a continuous challenge for them as mentioned in chapter 6. In particular, finding and
hiring good developers seemed to be of great importance. For instance, respondents S5 describe how there is competition for good developers amongst start-ups:
"That’s an interesting case where it doesn’t help to talk to people
here. Cause everyone is looking for the same people. If someone
asked me if I knew a good front end developer or a back end developer I would probably lie. Because I would like keep them in my
back pocket if I need them in some point."
— (S5, pers. comm., 2018).
Instead of using the provided recruitment platform, many start-ups
try to leverage their own networks to find developers for their team.
A conversation with respondent S6 explains how their company handles recruitment without The Hub. Respondent S6 tells that personal
networks are important in successful recruitments:
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Interviewer: "You said you have a possibility to post job postings
in The Hub. But you don’t do it right now?"
Interviewee: "No, we just look other ways."
Interviewer: "How does it work then?"
Interviewee: "Mostly through the networks. That’s how we find
these."
Interviewer: "So for example one of the founders knows some
people who know other people?"
Interviewee: "Usually it works like that."
— (S6, pers. comm., 2018).
Despite the challenges in recruitment, start-ups seem to find the
resource side of The Hub platform useful. Respondents S2 explain
how they have used the resource portal for e.g. legal agreements:
"Yeah, they have like a resource portal there, so this one we have
used. It’s quite good actually, they have like legal hotline and
some documentation you can download for like agreements and
stuff."
— (S2, pers. comm., 2018).

7.2.4

Website

The start-up hub also has a public website. Whereas the website is
mainly targeted for the audience outside the start-up hub, the interviewed start-ups find it helpful for the purpose of building the brand
of the start-up hub as well as increasing the credibility of the start-ups
themselves. Respondents S5 explain that the website might be good
for marketing purposes of the start-up hub:
"Maybe it’s good from a marketing perspective for us as well. Not
sure about that."
— (S5, pers. comm., 2018).
In addition, start-ups use the website to get general information
about the other members in the start-up hub as well as share information about the start-up hub to their external connections. Respondents
S5 explain that they have used the website to inform their external network about what the start-up hub is about:
"Also for when you wanna tell people what [the start-up hub] is,
you usually give them the link. It’s actually with the most useful
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Website
Use
See what other start-ups are doing. Telling
external network about start-up hub
(sending link to them) (S5)

Necessity
2-3 (S5)

Characteristics
Most useful part: list of members. That's what gives weight to this
whole organisation -> selectiveness. Maybe good from marketing
perspective for start-ups (S5)

Figure 7.5: Overview of the use and characteristics of the public website of the start-up hub
part in the website. The list of members. Because that’s what
gives weight to this whole organisation"
— (S5, pers. comm., 2018).

7.2.5

Amazon Web Services

The start-up hub also collaborates with third party service providers
such as Amazon Web Services to offer discounts and free credits to the
member start-ups (cf. Amazon Web Services Inc., 2018).
Amazon Web Services is a company providing cloud computing
services in various categories. Respondent S6 in the start-up hub mentions using these services for computing and for storage:
"We use or we have used AWS for all the machines and for storage. Basically AWS for compute and for storage."
— (S6, pers. comm., 2018).
Whereas the products of Amazon Web Services would be accessible for the start-ups without the provision of the start-up hub, the
interviewed start-ups often find the free credits very valuable. For instance, respondent S1 explains how for small companies small benefits
like free credits can be a significant factor in becoming profitable:
"Maybe it’s a thousand Swedish crowns a month. That’s not that
much. But when you have zero cash, that feels. So just that which
is in comparison to a lot of other stuff fairly small to give away,
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Amazon Web Services
Use
Servers (S1)
Operational software (S1)
Backend stuﬀ (S5)
Computations/ machines (S6)
Storage (S6)

Necessity
It's important (S3)
5 (S5)
Suitability
5 (S5)

Characteristics
Have to apply for somehow. Not sure, how. (S4)
You get to show their your dashboards and get advice. (S4)
Good at locking you in (S5)
Hard to switch (S5)
Good impression (S5)
Does the job (S5)
Scalable (S5)

Figure 7.6: Overview of the use and characteristics of Amazon Web
Services
it’s huge for those really early start-ups. For us if you could get
some AWS credits it’s nice, because it means that we can lower
our cost and that’s good. But it’s not [...] Now that we have sixty
customers, we’re not gonna die if we don’t"
— (S1, pers. comm., 2018).
Respondents S5 explain that the free credits are an important factor
when choosing a service provider for technology infrastructure:
"In terms of like service providers for like technology infrastructure and stuff, I think people are just either using the ones that
they know or they’re using the ones that they get a good deal at
probably. We’re using Amazon Web Services for our back-end
stuff. I think that’s mostly because we get a lot of credits for free
when we joined [accelerator] programme before coming to [the
start-up hub]. We’re building everything from scratch anyways
so why not."
— (S5, pers. comm., 2018).

86

7.3

CHAPTER 7. DIGITAL SERVICES FOR START-UPS

Digitisation of services

When asked about whether digital services have enabled the startups to connect to someone in a way that would not be possible nondigitally, the start-ups gave varying answers. Respondent S1 explains
that LinkedIn enables to connect with people who one does not otherwise see:
"LinkedIn is a great example. I connect to people who I don’t see.
Also for keeping in touch."
— (S1, pers. comm., 2018).
Respondent S4 comments about the ability to communicate more
easily with people through Slack. Respondent S4 compares this experience to a consulting firm where respondent S4 worked before and
where e-mail was the main medium of communication. Based on this
comparison, respondent S4 concludes that Slack makes communication much faster:
"Also we have on Slack like experts for these things. So if you
have something going wrong, we just ping them and they basically reply within a few minutes. So it does lot of things [...]
I used to work for [a technology consulting firm]. Then lot’s
of things happened via e-mail. [...] Comparing enhanced text
messages comparing to old-fashioned e-mails, it’s a big difference.
Cause it’s so much easier to find stuff, it’s just so much quicker
to do stuff [...] I couldn’t really work without Slack anymore. "
— (S4, pers. comm., 2018).
A contrasting view is given by respondents S5, who claim that they
only connect through Slack with people they already have established
connections with. They also mention that the same principle holds for
LinkedIn that they only connect with people who they have already
established connections with:
"For me it’s the same in LinkedIn. I don’t connect with anyone
in LinkedIn, that I haven’t met in real life."
— (S5, pers. comm., 2018).
Respondent S6 is along the same lines as respondent S4. According
to respondent S6, Slack facilitates communication and makes it more
easy:
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"Well, it facilitates alot of things. It makes it really alot of easier
to communicate with the right person. Because I can ask who
knows and someone says I do. It just makes it alot easier. "
— (S6, pers. comm., 2018).
When asked about missing digital services, cooperation with third
party service providers came up with multiple respondents. Respondent S3 suggested that the start-up hub could conduct a survey for
the start-ups in the start-up hub to find out which services they already use. It could then use that survey to determine which service
providers would be most useful to partner with:
"They could offer [...] Cooperation with Google, cooperation with
Intercom. [...] they could easily do a survey to all the companies,
like you do now. Put in all the web platforms or services that you
use. And then put down to: Okay, these are the 10 most used. Do
a cooperation with them."
— (S3, pers. comm., 2018).
Respondent S4 proposed a customer relationship management software and that Google Suite would be a wanted service which is currently not offered by the start-up hub.
"I don’t know if they actually offer something CRM-like. And I
would say [...] Google Suite Business is really useful to have as a
start-up. And they don’t have any offerings for that."
— (S4, pers. comm., 2018).
Respondents S5 mention that a tool or service assisting in recruitment of developers would be helpful. In particular they propose a
service similar to LinkedIn, but directed to developers:
"One thing that’s maybe missing is developer centered platform
[likening thing]. [at least] we’re so overcrowded people and stuff
that I don’t care about as a developer. They might [post] most of
the stuff on LinkedIn. . . it’s useless. If there was a LinkedIn for
developers, that would be cool. We sort of have a bit of that in
StackOverflow"
— (S5, pers. comm., 2018).
Respondents S5 continue with a discussion, revealing that it would
be useful to know better what other start-ups in the start-up hub do.
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They propose a more detailed newsletter with a company of the week
section where one company would be profiled in detail every week.
They think this kind of service would be helpful because more knowledge of the start-ups around in the start-up hub would in their view
decrease the barriers to engage in discussions with other members:
Interviewee 1: "It would be nice if [start-up hub] did in their
communications sent like a newsletter every week. Like company
of the week just presenting their people. Who people are and what
they do and stuff. Because if you don’t dig on your own you basically can’t find out [...] It would be nice if I knew all the people I see around the coffee area [...] Oh they do that stuff, that’s
nice. I know one or two companies around here because we’ve
spoken amongst each other. And one of us know. One of us starts
Googling because we’re curious. Other than that, we don’t have
that info. I think we’d benefit a lot more if we knew what people
would do."
Interviewee 2: "I think that’s a good thing that you said. Like a
company of the week. Really like profiled one of the companies.
Send it out to everyone. That’s one of the things about Swedish
people. You only need like a little bit of connection to open up like
the flood gates."
— (S5, pers. comm., 2018).
Start-ups were also asked whether some of the current services
should be digitised. Respondent S3, who is a co-founder of a start-up,
explains that digitising the investment network might provide new
opportunities for start-ups to connect with investors. In particular, respondent S3 mentions that in the current investor events it is difficult
to get personal connection with the investors:
"Sure, it would be awesome if they could help even more and digitise their investment network and their partners network. [...]
We know that [start-up hub] partners up with a lot of big partners and investors. But I think it’s been a couple of meetings
where they’ve been here...I can count them on one hand I think.
And there is no way for us as a start-up to reach them individually"
— (S3, pers. comm., 2018).
Respondent S4 proposes an online community or a forum where
one could discuss about e.g. GDPR related issues. This community
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should have a wider audience than the current Slack workspace of the
start-up hub and more open for discussions than Facebook:
"Some kind of forum maybe. Cause Slack, it’s always limited to
a certain community. Facebook [...] you really have to be part
of a certain existing community, such as for instance Startup
Stockholm or whatever. But it would be interesting [indistinct]
some kind of platform to just [say] how do other companies solve
GDPR?"
— (S4, pers. comm., 2018).
Respondents S5 propose a mobile application that would allow
them to order food from the cafeteria at the start-up hub delivered
to their desks:
Interviewee 1: "They could have [...] can you order from the
cafeteria."
Interviewee 2: "Ahaa! Excellent thing!"
Interviewee 1: "Maybe you can like write them."
Interviewee 2: "Add like a choice to take the bill on the company."
Interviewee 1: "I would like that. I would want to sit in the office,
place an order at them and then they bring it to me."
Interviewee 2: "Or at least announce that it’s done."
Interviewee 1: "Maybe you could actually do this. But I don’t
think there’s an app for it."
— (S5, pers. comm., 2018).

Chapter 8
Value creation in the case startup hub
This chapter provides theoretical background, empirical evidence and
discussion aimed towards answering the third research question
RQ 3: How are digital services used to create value?
The chapter starts by introducing a theoretical value creation framework used to evaluate kinds of value emerging in different situations
in the start-up hub (section 8.1). Subsequently, different types of value
are introduced in section 8.2. After that a framework for value creation
practices is introduced in section 8.3. This framework is then used to
present different situations where value emerges in the start-up hub.

8.1

Value creation model

In this section, a model for how value is created in the start-up hub is
presented. The presented value creation model is inspired by a similar model presented by Barrett, Oborn, and Orlikowski (2016) where
different regimes of value influence the multiple value propositions
that are enacting over time and create multiple kinds of value. In this
thesis, the perspective is shifted from service provider towards the cocreation of value between multiple actors. Hence, it is seen that value
is created not through value propositions by the service provider, but
through various value creation practices by the actors in the start-up
hub.
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As this thesis is interested in the value creation from the perspective of the start-ups working in the start-up hub, it is of interest to look
at the co-creation practices as performed by the start-ups.
In Figure 8.1, value creation practices in a network of multiple actors is in the center of attention. From the empirics, three regimes of
value — social, practical and economic — were identified to be influencing the valuation practices amongst the start-ups.
Generally, a social regime of value includes cultural criteria of worth
including notions of reciprocity in exchange (Barrett et al., 2016). In
the context of this study, the social regime of value highlights the social relationships between start-ups and the dyadic relationship between a start-up and the start-up hub. These relationships emerge in
the personal interactions in the physical space of the start-up hub as
well as in the online discussion forums facilitated by the start-up hub.
It brings attention to aspects such as culture, community and reputation of the start-up hub. The practical regime emphasises operational
aspects such as access to tools and infrastructure as well as help in
work processes such as recruitment, marketing and legal help. The
economic regime of value points out market oriented aspects such as
growth, revenue, costs, and efficiency (Barrett et al., 2016).
The value creation practices are seen to create seven kinds of value
as described in Table 8.1.

8.2

Types of value

This thesis is focused on types of value created for the start-ups in a
start-up hub through various value creation practices that are influenced by three regimes of value: social, practical and economic (cf.
Figure 8.1). Table 8.1 lists the seven types of value that were identified
as emerging from the value creation practices in the start-up hub.
Connection value emerges as start-ups establish new connections
or maintain and strengthen their existing connections either internally
or externally in the start-up hub. Connections enable start-ups to engage in social interactions that create pathways for accessing other persons’ or companies’ information or resources (Tsai & Ghoshal, 1998).
This access also creates opportunities for resource integration and value
co-creation (cf. Lusch & Nambisan, 2015).

92

CHAPTER 8. VALUE CREATION IN THE CASE START-UP HUB

Regimes of value
Social, Practical, Economic

Value Creation Practices

Kinds of value
Connection, Information, Fun, Social, Aesthetic,
Operational, Financial

Figure 8.1: Value creation model
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Value Type

Connection
value

Information
value

Fun value

Social
value
Aesthetic
value

Source
Value from the
establishment of new
connections or
maintaining and
strengthening existing
connections.
Value from creating or
getting access to new
information.
Value emerging when
start-ups engage in
activities that provide
them with the experience
of having fun.
Value from improved
social status or positive
interactions between
people.
Value from interactions
between people and the
physical environment.

Operational
value

Value from improvements
in the execution of
operational processes.

Financial
Value

Value from activities that
increase the profit of the
firm.
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Example
The Hub, a digital platform
that connects start-ups with
potential employees, creates
connection value for start-ups.
Office R&D, an internal
website, creates information
value by listing all the available
services and discounts that the
case start-up hub offers for the
start-ups.
A ping pong table creates a
positive atmosphere and
creates fun value for start-ups.
Slack communities that enable
start-ups to contribute to the
community create social value.
The design of the co-working
space creates aesthetic value
for start-ups.
Amazon Web Services create
value for start-ups by enabling
them to do their operations
more efficiently.
The discounts that the start-up
hub offers their start-ups for
third party services create
financial value.

Table 8.1: Types of value
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Information value emerges when start-ups create or get access to
new information that they could utilise in their actions. In particular,
it is the cognitive achievements and what is done with the information that creates the information value (Pritchard, 2009). Holbrook and
Hirschman (1982) define, in the context of consumer experience, that
value can emerge from satisfying experience for the sake of the experience itself in the form of pleasure, fun, feelings and fantasies (Fiore,
Jin, & Kim, 2005). In this thesis, it was observed that start-ups engage
in activities like playing ping pong for the sake of fun. Fun value is
thus defined as emerging when start-ups engage in activities that provide them with the experience of having fun.
Social value emerges when one or more of two conditions are present:
start-ups increase their reputation in the start-up community or engage in positive social interactions with other start-ups. An aspect of
increasing reputation to create value stems from individuals’ judgement of the group they are part of (Bitektine, 2011). Barrett et al. (2016)
call this kind of value emerging from associations to a group of selected people or companies reputational value. In this thesis that reputational value is presented as an aspect of social value. An aspect
of positive interactions emerges from the experience that the start-up
employees have in the interaction with other start-ups.
Aesthetic value emerges through the interactions between startup employees and the physical environment where they are working. Factors for the creation of aesthetic value are ambient conditions,
functionalities of the space and the artefacts in the space (Bitner, 1992).
Here ambient conditions include things like temperature and sounds
in the space. Functionalities include e.g. the availability of meeting
rooms and other facilities. Artefacts include things like decorations
and art in the space.
Operational value emerges when start-ups make improvements in
their operational processes. Service exchange is a potential source of
operational value as it may allow the start-ups to perform activities
more efficiently than they would alone (Lusch & Nambisan, 2015). For
instance, start-ups gain operational value when other start-ups help
them in solving technical problems. Respondents S2 describe how
other companies with technical expertise have helped them with technical problems and in return they have helped those other companies
by utilising their own expertise:
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"We’ve had a couple of developers from like the gaming companies that come and sit with us and help and give guidance and we
do the other way around. We help people out with sales strategies
and CRM ideas, legal aspects. It’s a bit of give and take. You
build up good contacts."
— (S2, pers. comm., 2018).
Ortiz (2013) posits that "giving financial value to a social activity
means determining technically the monetary revenue that can be obtained from it". In this thesis, the monetary revenue will be understood as the difference between absolute revenue and absolute cost for
the firm. In other words, it is assumed that firms’ activities are deemed
financially valuable if they increase in the profits that the firm obtains.

8.3

Value creation practices

In this section, a motivation for investigating value creation practices
is provided. This motivation is based on empirical findings as well as
existing theoretical concepts. After that, a set of value creation practices are discussed in detail.
In order to answer the third research question, the interaction between a start-up and the digital service is of interest. Moreover, understanding the emergence of value from that interaction is also crucial for
answering the research question. Chapter 7 explaines what digital services the start-ups use and how they use them. Based on the findings,
start-ups use the services to work more efficiently within their own
company as well as collaborate with other companies and the staff at
the start-up hub.
It could also be interpreted that the services that enable start-ups
to work together with other start-ups are more exclusive for a startup hub than tools that enable start-ups to work more efficiently internally. Start-ups working outside of the start-up hub would be able to
get access to digital tools such as Amazon Web Services when working
independently. However, access to the community through communication tools like Slack is only granted to the start-ups working in the
start-up hub. Hence, to understand how value is created in a start-up
hub, a specific interest lies on the interactions between the start-ups.
From the interviews with start-ups in the case start-up hub, it seems
that most value creation processes involve several actors, both from in-
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side the start-up hub as well as from elsewhere in the entrepreneurial
ecosystem. This joint value creation emphasises the importance of social networks that the case start-hub offers to their member start-ups.
In addition to that, the start-ups themselves are most often directly involved in the value creation. Therefore, the findings from the start-up
interviews show many parallels with the value co-creation literature.
Payne, Storbacka, and Frow (2008) take a process perspective on
value co-creation. In this perspective, the relationship between the
service provider and service user is emphasised as a set of experiences and activities. They introduce three main components of a value
co-creation framework: customer value-creating processes, supplier
value-creating processes and encounter processes.
In this thesis the empirical perspective is on the start-ups, that is,
the user of the service provided by the start-up hub. Hence, it is of
interest to focus on customer processes and encounter processes as
described in the framework by Payne et al. (2008). Customer valuecreating processes can be viewed as a set of practices defined as "a set
of routinized actions which consist of tools, know-how, images, physical space, and an active player who is willing to carry out and carry
on the practice" (Payne et al., 2008). The customer practices induce experiences through cognition, emotion and behaviour. Encounter processes, or touchpoints, are where the customers interact with the service provider. These encounters can be initiated either by the customer
or the service provider.
From the interviews with the start-ups and the community manager of the start-up hub, a set of practices were identified. To direct the focus on the value co-creation, it was of interest to focus on
the encounter processes between the start-ups themselves as well as
the encounter processes between the start-ups and the start-up hub.
The identified encounter processes were mapped on a linear four-step
framework where the encounters are distinguished by the maturity of
the relationship. What follows is a four-step process co-creating value
in a start-up hub (Figure 8.2).
In the following, the process of joint value creation is broken down
into four stages. In sections 8.3.1 to 8.3.4, the dynamics and value creation of each stage are explained individually. In each stage, the value
creation is explained and connected to the digital and non-digital services facilitating it.
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Needs

1. Searching

2. Meeting

3. Creating

4. Maintaining

Figure 8.2: Overview of connection stages

8.3.1

Searching

In order for a start-up to co-create value either with other start-ups or
the staff of the start-up hub, they first need to know who to talk to and
find the right people to interact with. This behaviour of searching can
be either goal directed or non-goal directed (Payne et al., 2008). In a
goal directed search, start-ups articulate their needs and are looking
for the right people to help them to satisfy those needs. In contrast, in
a non-goal directed search, start-ups do not have a particular purpose
for interacting with other start-ups. Instead, they are rather opportunistic in their search and are ready to take advantage of any new
established connections. The searching connection stage is visualised
in Figure 8.3.
The creation of new connections in the searching phase creates connection value for the start-ups. Three kinds of means for goal-directed
search were identified in the empirics: through referral, through questions in the public Slack channel and through a digital platform. Finding the right person to answer questions or help in a particular task
is often done through either connections to other start-up members or
through community manager in the start-hub. Respondents S5 explain
how staff of the start-up hub helps start-ups by referring them to other
people:
"You can easily go and ask the staff if you know if anybody knows
this or that... You can ask them stuff like that and they refer you
to the people. It definitely happens."
— (S5, pers. comm., 2018).
A potential challenge for how much start-ups use the staff of the
start-up hub to establish new connections is that not all start-ups know
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Figure 8.3: Connection stage: Finding each other
well the roles of the staff working at the start-up hub. Respondents
S5 explain that they have not gotten to know all the roles of the staff
working at the start-up hub:
"For me as I’ve worked for a couple of months now and I’ve kind
of figured out the roles of a few of the staff members at [Start-up
hub], but I have no clue what everyone’s job is."
— (S5, pers. comm., 2018).
Open questions in the public Slack channel are another way for
goal directed search. Start-ups can ask questions in the channel to
find potential people to work together with or directly find answers
to their questions. As discussed in chapter 7, start-ups have varying
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perceptions of the response rate to questions in the public Slack channel. Respondent S6 finds Slack very helpful in getting answers to their
questions and connecting with people who might be able to help them:
"Interviewee: Well, it facilitates a lot of things. It makes it really
alot of easier to communicate with the right person. Because I
can ask who knows and someone says I do. It just makes it a lot
easier.
Interviewer: Makes sense. And you would do that inside [startup hub]. You just find the right person here through Slack.
Interviewee: Yeah Through Slack. Otherwise I would have to ask
everyone. Or e-mail. "
— (S6, pers. comm., 2018).
In contrast, respondents S5 describe that Slack is most useful for
communicating with existing connections, but not so much in finding
new ones:
Interviewee 1: "No. I mean Slack for example. [The start-up
hub] Slack would not have given me contacts with anything that
I would not have managed to get by just asking one of the staff
members."
Interviewee 2: "You can use it to maintain a connection with
someone. But it’s not like... You don’t make new connections
there."
— (S5, pers. comm., 2018).
The digital recruitment platform called The Hub is another way
for start-ups to search for new connections. In this platform start-ups
search for potential job candidates by posting job advertisements to
the platform. In an interview with respondents S5, The Hub is compared to LinkedIn which is a professional networking site used globally. Respondents S5 say that finding developers has turned out difficult whereas recruiting marketing people has been easier in their experience:
"Interviewee 1: It’s so, so difficult to find people. That’s mostly
for the developers I think. So we reached out to people we know.
Interviewed a couple of people. Didn’t work out. Now we’re trying LinkedIn if that works.
Interviewee 2: It worked well when we tried to recruit marketing... That was through LinkedIn. Really rapid process and it
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went really well. But it’s so much harder with developers. It
hasn’t given us anything with the same approach."
— (S5, pers. comm., 2018).
On the non-goal directed side, start-ups can meet each other in the
common areas of the co-working space. For instance, interactions in
the coffee room seem to be an important point of establishing new
connections. When asked about referrals as a way to establish connections, respondents S5 mentioned that referrals are one way, but another way is to just start chatting with people. This way you get to
know if they can help you in some way. They also continue to explain
that people in the start-up hub are very open to these kinds of discussions:
"It’s either that or it’s just you start chatting with people and realise that they can help you in some way or you can help them.
I find that happening more often than the referral kind of thing.
Since you talk to people and realise that okay, there is some common ground here that we can help each other. And people are
very open to that. I think that’s part of the mind set you have
when you come to a place like this. Because if you’re not open to
sharing then this is not a good place I think."
— (S5, pers. comm., 2018).
In addition, the start-up hub organises various events for the member start-ups. Often these events are done in collaboration with larger
companies so that these companies get to present their services for the
start-ups. Moreover, the events work as facilitator for the start-ups to
meet each other. Respondent S4 explains how different colour plates
are used to facilitate interactions between the start-ups in the events:
"So what they often do is like those business... business lectures,
I don’t know. So once a month usually, they organise an event
here during lunch time. So you just get a wrap or something,
and then you get plates, colour plates. So if you get a green plate,
you go to the same table to, let’s say, to force you to mingle with
new faces, basically."
— (S4, pers. comm., 2018).
In addition to the connection value, the encounters in the common
facilities also create social value, aesthetic value and fun value for the
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start-ups. Social value emerges as the start-ups meet new people and
interact in social settings. Also being part of a selected group of people
increases the social value. Respondent S4 describes the lively atmosphere also being one of the factors for selecting the particular start-up
hub:
"So when I came to Stockholm, I visited many co-working spaces.
There is quite a huge, let’s say, start-up culture here. So I visited,
I think, around 20. And [Start-up hub] was the actually almost
only one that has a very lively atmosphere. And also has a good
reputation. Has not just, let’s say, offering a cosy co-working
space or nice coffee, but also having the extra services, lots of
events going on, so great opportunities for networking as well.
As compared to most co-working spaces."
— (S4, pers. comm., 2018).
Aesthetic value emerges in response to the pleasant surrounding
where the social interactions take place in. Respondent S1 describes
that whereas more could be done in terms of adding art and colours to
the space, the existing plants make the office area nicer:
"They recently installed a bunch of plants. Small things that
make the office area nicer. It’s important. And like some art
or having something so you don’t have this cold white walls of
nothingness, right. Now...there are some plants and stuff. That’s
also fulfils that.. Just having something like that on a wall makes
that wall so much more inviting. Also, everything has black and
white. Having more colours, warm colours if you wanna get more
energetic. Like the reds and the oranges...People don’t do this apparently. "
— (S1, pers. comm., 2018).

8.3.2

Meeting

A successful search of a connection is followed by meeting either in
the physical space or through communication in the digital channel.
In this phase, two parties of interaction evaluate the common interests for co-working. This first interaction creates the basis for stronger
connections between start-ups and therefore creates connection value.
In addition, information value is created as start-ups start to share information between each other. On the digital side, the meeting phase
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could mean continued conversations in the public Slack channel or
through private messaging. On the non-digital side, start-ups can go
and talk to the referred person at their desk or continue conversation in
the public space or event. The meeting connection stage is visualised
in Figure 8.4.
2. Meeting

Challenges:
• Little knowledge
about other people
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Social Value
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Fun Value

Figure 8.4: Connection stage: Starting to communicate
After having the initial point of contact either at a public Slack
channel or as a referral, start-ups can send private messages in the
Slack workspace. Respondent S3 explains that it is useful to be able to
send direct messages to people through the Slack workspace:
"The good thing with Slack is that you can ping others, of course.
You can tag them. So if there’s a direct message, then I know it’s
directed to me."
— (S3, pers. comm., 2018).
Often searching for a connection in the Slack channel can lead to
a meeting in the co-working space. Respondent S6 describes the way
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Events
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these interactions might happen in the context of helping each other.
Respondent S6 says that they asked for help in Slack related to a technology they were not familiar with and someone then came to help
with it:
Interviewee: "To find people who can answer questions that we
have... A couple of months back we had some issues with some
graphics related programming interface that I’ve never used before so it’s like... oh does anyone know about this? Oh we developed a game in it."
Interviewer: "And they came and helped you out?"
Interviewee: "Yeah. So its those kinds of things which is good."
— (S6, pers. comm., 2018).
Respondent S4 describes the situation in the context of asking specific questions about marketing. Respondent S4 explains having reached
to people through Slack and then meeting them in person to discuss
about marketing related topics:
"Just Slack them and then meet them up right here and then [...] I
reached out to people just walking to company asking: What does
marketing entail for your company? And then you hear: Ah, we
do LinkedIn, blog post that we then connect, or we do this and
that."
— (S4, pers. comm., 2018).
In addition to discussions initiated in the Slack channel, the events
organised by the start-up hub have a significant role in establishment
of connections. A conversation with respondents S5 illustrates how
events can break down barriers to interact between start-ups. They
claim that Swedish people are generally difficult to approach, but once
the conversation has been started e.g. in an event, it is much easier to
maintain those connections:
Interviewee 1: "...That’s one of the things about Swedish people. You only need like a little bit of connection to open up like
the flood gates...But if you don’t feel like you have any common
ground and you don’t know where to find it, then it’s... Swedish
people just shut down completely. At least most of them"
Interviewee 2: "Even more in Stockholm than in other places."
Interviewee 1: "I mean it’s ridiculous actually. But it becomes
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very clear after in a place like this. Because when you go to an
event and you come in and everyone ignores you and you ignore everyone. And then you go to an event and then you stand
around people and have beer and there’s another person and then
you say hello and then you chat for a bit and then forever after
that you say hello to that person when you meet them in here.
So it’s like you only need that little bit. If they did a bit more to
expose the companies to who the people are, then you get a chance
to connect."
— (S5, pers. comm., 2018).
Respondent S4, who is the only one from their company working
at the co-working space of the start-up hub, comments that whereas
these events are useful, more mingle time would increase the ability to
connect with other start-ups.
"They could do maybe better... Or more to let’s say ... organise
discussion events. Cause also the lunch meeting, it’s really nice
to mingle. But then after 10 minutes, the team come to present
their very nice slides. And then you finish your lunch and then
after that, you’re like: I have to go back working. So you only
mingle for like 10 minutes. Especially for me, cause I get a lot
of, let’s say, interaction with other people. So for me, it would be
more useful to really meet more people"
— (S4, pers. comm., 2018).
In addition to meeting with each other, start-ups also meet with the
staff of the start-up hub. These meetings can be either at the working
area or at the common areas of the start-up hub. Often the staff comes
in the purpose of sharing information as described by respondents S5:
"Any communication made with the staff members here is at the
coffee machine, at the ping-pong table or when they come in and
announce that there will be beer or an event that they want us to
got to here at [start-up hub]."
— (S5, pers. comm., 2018).
Respondents S5 continue to explain the value of connecting face
to face when inviting people to the events. They claim to only attend
events which they have been personally invited for:
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Interviewer: "Is it that you don’t go to these events or?"
Interviewee: "Sometimes I do, but it’s mostly [...] I only pay
attention to them when they actually ask me. They usually come
by at the office. Or when you talk to them here they mention the
events and stuff."
— (S5, pers. comm., 2018).
Similarly as in the searching phase, in the meeting phase the encounters in the common facilities create aesthetic, social and fun value
for the start-ups. These kinds of value are created through interactions that are facilitated by the common facilities which are seen as a
non-digital service. However, the meetings are often a result of an interaction that has taken place in the digital community. Hence, digital
services indirectly facilitate also the creation of social, aesthetic and
fun value in the meeting phase.

8.3.3

Creating

On the third stage of value creation, start-ups work together to help
each other. They can do this by sharing information, giving referrals
or helping each other practically. Any of these practices can be done
either through digital or non-digital channels. The creating connection
stage is visualised in Figure 8.5.
The ways of helping each other in the start-up hub are plentiful.
Respondents S2 give examples of ways to help each other in the community. They tells that often people either ask for connections or they
want to borrow accounts for subscription services:
"So there is a setup for it at least. But mostly people write in
like "overall", "general" or "resource" channel, asking for like ...
Either is it like... If they are looking for recruitment, "does anyone
know anyone?". Or "can I borrow your account on this? I don’t
wanna pay a year in order to get access to it today", things like
that. So we help each other out here."
— (S2, pers. comm., 2018).
This sharing of resources creates financial value as start-ups can
save costs and effort of acquiring the same software themselves. Also
utilising other members’ expertise in a certain subject matter is a powerful way to collaborate and create operational value. Respondents
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Figure 8.5: Connection stage: Working together and helping each
other
S2 describe the way of sharing connections and resources in the startup hub. They tell that often people just go and ask for help from the
people they know that are good at something:
"Yeah, communications is probably the best thing. Still, in the
end it’s all: People helping people. With contacts and tools and
experiences that we share in between ourselves, so that facilitates
the communications process. We might just even go and knock
on peoples shoulders and say: "Hey, can you help me out for a
sec?" And that is one of the great things with the community
that you can always go and ask: "Hey, I heard you guys are really good at this, can you come help us and check if we’re doing
things right." It’s like a fully functioning company and the whole
entire community has enough people to actually be like one large
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organisation."
— (S2, pers. comm., 2018).
Similarly, respondent S1 explains having helped other start-ups
with technical problems:
"For non-technical resources it’s all about contact network. You
get that just by being here. I have personally helped two other
start-ups in their technical problems. Just because I talked to
them and they asked my opinion."
— (S1, pers. comm., 2018).
Respondent S1 explains having used the start-up hub Slack channel
for communicating in a project with two other companies also located
in the same start-up hub:
"We host the jungle meetup here. We and two other companies.
We’re all in the same space which is kind of funny. Together we
host a jungle meetup. We use the [start-up hub] Slack so we
all could communicate accross companies. We all happen to use
Slack or at least have a Slack. That’s nice if you wanna have cross
company communication. Also when the others wanted to ask
help from me, they used Slack."
— (S1, pers. comm., 2018).

8.3.4

Maintaining

The larger the network a start-up has, the more opportunities it has for
co-creating value with other start-ups. After start-ups have established
connections and worked together, they have an incentive to maintain
those connections since there is a barrier to approaching new people.
The maintaining connection stage is visualised in Figure 8.6.
During their stay in the start-up hub, start-ups maintain connections with their existing connections through Slack and meeting them
in the common areas. Respondents S5 explain how Slack is mainly
used for maintaining existing connections within the start-up hub instead of building up new connections.
Interviewee 1: "No. I mean Slack for example. [Start-up hub]
Slack would not have given me contacts with anything that I
would not have managed to get by just asking one of the staff
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Figure 8.6: Connection stage: Maintaining the connection
members."
Interviewee 2: "You can use it to maintain a connection with
someone. But it’s not like. . . . You don’t make new connections
there."
— (S5, pers. comm., 2018).
In particular for members who are sitting in private rooms, the coffee area is an important place to interact with other start-ups and maintain connections. As respondent S3 sitting in a private office explained:
"Cause you’re all in there , I mean you go out and take coffee, but
you don’t talk to the other community members as much as when
you had the open office. So there it was positives and negatives.
But on the other hand, it is so easy just to grab a coffee with other
members cause they are always around."
— (S3, pers. comm., 2018).
Start-ups also maintain the connections with the staff members of
the start-up hub which is mainly done through encounters in the public area, as respondents S5 explain:
"Any communication made with the staff members here is at the
coffee machine, at the ping pong table or when they come in and
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announce that there will be beer or an event that they want us to
get to here at [the start-up hub]."
— (S5, pers. comm., 2018).
In particular after leaving the start-up hub, the start-ups have a risk
of losing the connections they have established during their time in the
hub. Start-ups have essentially three ways of maintaining connections
to the start-up hub: they can attend events held at the start-up hub,
they can engage conversations in the Slack alumni channel and they
can read the newsletter of the start-up hub. However, according to
respondent S5, the sense of community in the start-up hub might not
be strong enough to keep connections after leaving the start-up hub:
"I don’t think there’s a very strong sense of community so that
once people leave here it’s... people come and go here and it’s...
they don’t do a journey together like we did with [incubator in
Stockholm]."
— (S5, pers. comm., 2018).

Chapter 9
Discussion
In this chapter, the findings of this thesis are discussed in a broader
context. In section 9.1, connections between the identified value types
are discussed. Afterwards, the ecosystem actors involved in providing
digital services are described in section 9.2. In section 9.3, this study is
discussed from the perspective of sustainable development.

9.1

Connections between value types

Examining the value types, it was identified that occasionally these
types of value emerge together. In Figure 9.1, the identified connections or links between different types of value are illustrated. Arrows
in the figure illustrate the perceived direction of the connection. A connection refers to types of value emerging as caused by the same factors.
For instance, an arrow going from connection value to financial value
indicates that in some cases the emergence of connection value was
identified to lead to emergence of financial value, too. Whereas the
connection value itself does not cause financial value, the connections
that lead to connection value also have a possibility to lead to financial
value.
The link between connection value and information refers to situation where information about the other start-ups is a critical factor in
establishing new connections in the co-working space. It was identified that having better information about the ecosystem and the roles
of different actors in the start-up hub places start-ups in a better position for establishing new connections. For instance, respondents S5

110

CHAPTER 9. DISCUSSION

Social
value

Fun value

Connection
value

Information
value

Financial
value

Operational
value

111

Aesthetic
value

Figure 9.1: Identified connections between value types
explain how information enables them to start conversations with people around them.
Interviewee 1: "It would be nice if I knew all the people I see
around the coffee area [...] Oh they do that stuff, that’s nice. I
know one or two companies around here because we’ve spoken
amongst each other [...] I think we’d benefit a lot more if we knew
what people would do."
Interviewee 2: "You only need like a little bit of connection to
open up like the flood gates [...] But if you don’t feel like you have
any common ground and you don’t know where to find it, then
it’s. Swedish people just shut down completely. At least most of
them."
— (S5, pers. comm., 2018).
Moreover, start-ups in the start-up hub often share information
with each other. For instance, respondents S5 explain how they use
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their existing connections to get information about legal and financial
aspects that they do not have information about:
"I think our CEO has a contact with another guy who’s not here
any more, but we’ve met him. It’s the CEO of another company
that I mentioned before. And he’s been helping out a lot. Just
general like [...] legal stuff regarding stock options because he has
a lot of knowledge in those kinds of things. A place like this is
very good for just generally trying to find someone who knows
something that you don’t. There’s so many different people here
with many different backgrounds. It’s very very good for that."
— (S5, pers. comm., 2018).
The link between connection value and social value refers to a situation where the amount of established connections increases the social
interactions that the start-ups have. When start-ups have more social
interaction, they get more social value. For instance, respondent S3 explains that one of the reasons they wanted to stay in the start-up hub
after doing an incubator program, where they sat in the same space
as the start-up hub members, was that they got to know the people
there. Having already established connections in the start-up hub also
increases the social value they get from there:
"[...] we sat here and we liked the atmosphere and the community
and the community members, I mean the community staff that
works for [the start-up hub] as well as the other companies here.
We know they have been through a certain screening process as
well and they are very [...] particular of which members they are
taking in, which we were fond of as well. So we actually looked
at other start-up hubs after the [incubator] programme [listing
start-up hubs]. But we liked it here. We got like a homestay
here."
— (S3, pers. comm., 2018).
The link between connection value and operational value refers to
a situation where start-ups have better chances of working together
and creating operational value when they have more connections. Respondent S2 explains how start-ups in the start-up hub utilise their
connections to help each other out:
"Still, in the end it’s all: People helping people. With contacts
and tools and experiences that we share in between ourselves, so
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that facilitates the communications process. We might just even
go and knock on peoples shoulders and say: "Hey, can you help
me out for a sec?" And that is one of the great things with the
community that you can always go and ask: "Hey, I heard you
guys are really good at this, can you come help us and check if
we’re doing things right." It’s like a fully functioning company
and the whole entire community has enough people to actually be
like one large organisation."
— (S2, pers. comm., 2018).
Also respondent S1 emphasises the importance of a contact network in the process of helping each other in the start-up hub:
"For non-technical resources it’s all about contact network. You
get that just by being here. I have personally helped two other
start-ups in their technical problems. Just because I talked to
them and they asked my opinion. "
— (S1, pers. comm., 2018).
The link between connection value and financial value refers to
where start-ups leverage their connections with investors to create financial value for themselves. Respondent S4 explains how the staff of
the start-up hub helps them to get in touch with investors and in that
way get financial value:
Interviewer: "[...] let’s say you would need some partner or investor. If you would want to talk to such a person, you would
probably go first to some one you know, like the [start-up hub]
people, and ask them for help?"
Interviewee: "Yeah. And for that, they are really good by the way,
to help you get your first investments. That’s not something we
need, but I know lots of people are getting a boost from sitting
here and talking to people here."
— (S4, pers. comm., 2018).
The link between information value and operational value refers
to a situation where the information that start-ups possess leads to
an increased ability to help other start-ups. This increased ability to
help others leads to operational value. For instance, respondents S5
explain how other people in the start-up hub got to know what their
capabilities are and then asked for help that is related to their specific
expertise:
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"Like people from other companies here coming to me asking for
help for some specific things. Cause we hang out. People hang
out here and there and they ask you stuff and you get to talking
to people and they get to find out what kind of things you know.
Sometimes I mean they need help in something. So I’ve had a
couple meetings with people here and given some pointers and
stuff. "
— (S5, pers. comm., 2018).
The link between operational value and financial value refers to a
situation where start-ups work together and share resources to lower
their costs. For instance, respondents S2 tell about a Slack channel
aimed at sharing resources like subscriptions to online services:
"But mostly people write in like "overall", "general" or "resource"
channel, asking for like [...] "can I borrow your account on this?
I don’t wanna pay a year in order to get access to it today" [...]
So we help each other out here."
— (S2, pers. comm., 2018).
The link between aesthetic value and operational value refers to
a situation where the functionalities of the physical space lead to increased ability of the start-ups to collaborate. This, in turn, leads to increased operational value for the start-ups. Respondent S6 talks about
the benefits of the physical space in the start-up hub:
"And also these talking booths are very important. And it’s easy
to book a room and that kind of stuff. So these sorts of things.
Obviously the coffee must be good. The ping pong table is nice
[...] And this cafe is great. "
— (S6, pers. comm., 2018).
Moreover, respondents S5 explain how they engage in open dialogs
with the companies that are sitting next to them in the start-up hub:
" [...] And there’s something like organic sort of engagement going on as well. We have the office next to us. There’s a company
doing very similar thing. [...] We talked to them a lot. But it’s
not. It’s more like in general terms. Like speaking about the challenges that we’re facing and stuff like that. It’s not very specific.
I don’t go in there and ask them like how do you do this and this?
It’s more like... an open dialog."
— (S5, pers. comm., 2018).
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The link between social value and fun value refers to a situation
where the start-ups work together and simultaneously create fun value
and social value. Respondent S4 explains how they have an abundance of potential clients and an ability to do a selection of them. One
of the criteria they use for selecting clients is how fun they are to work
with:
"So we basically don’t have to do sales, active sales, in Belgium.
They [clients] just come to us and we can even pick them, like:
Ah, we don’t have a good click, so we decide to not to work with
you. These are like really entrepreneurial young people who are
fun to work, so we are gonna do a project with them."
— (S4, pers. comm., 2018).
Start-ups also engage in other apparently fun activities such as playing ping pong with each other. The ping pong table in the start-up
hub works as a meeting place for start-ups, as a place for creative
working sessions (S5, pers. comm., 2018) and in tournaments either
internally within the start-up hub or tournaments between different
start-up hubs (CM4, pers. comm., 2018). The community manager at
the case start-up hub describes that there was a ping pong tournament
going on and the Slack channel for that tournament was the most active channel in their Slack workspace. The purpose for the tournament
and the Slack channel in the community manager’s words is fun:
"It’s both like business and fun. So we have like random channels
there. Just for fun stuff. So there’s a ping-pong tournament going
on at the moment. At the moment that’s like the most busy feed
at the moment. So it’s like people are challenging each other. Oh
this person won this game and whatever. So that’s pretty fun.
But then it’s also the business side of it."
— (CM4, pers. comm., 2018).
The community manager also explains that the start-up hub has a
ping pong tournament where the best players of the internal tournament get to play against different start-up hubs in Stockholm. In the
community manager’s perspective, the tournament between different
hubs also brings people together and creates connections.
"And then these things like the ping-pong tournament and stuff
like that. It’s a small thing, but it actually really does bring people
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together. I think it’s like our top 8 people or whatever, cause we’re
doing internal competitions, and then our top 8 are gonna verse
[versus] the like 4 different hubs around Stockholm."
— (CM4, pers. comm., 2018).
The link between social and financial refers to a situation where
the start-ups in the start-up hub use the improved status that comes
with being a member of the start-up hub. They can use this status for
instance in connecting with investors as described by respondents S2:
"[...] getting early stage investment and when you are a small
company, he [founder] wanted to put a sense of professionalism to
the start-up. So applying for these incubators like [a co-working
space and the start-up hub] actually is helping and driving interest. If you can say you’re at [the start-up hub], people immediately go "Ah, so you’re actually a functioning start-up." So that
helps. And there is an application process, of course, and certain
targets to be met to be part of this programme. Because you can
get a lot of help and a lot of contacts so not anyone can just show
up and have any type of idea. That is at least what I remember."
— (S2, pers. comm., 2018).
From a social perspective, start-ups describe how the inherently
social events organised by the start-up hub also create ways of connecting with investors. For instance, respondent S6 describes the attendance of one of these social events even though respondent S6 was
not looking for funding:
"So last week there was this Swedish venture capital association
there. So basically every VC was there just having a drink and
just chatting. I don’t look for... I don’t meet VC’s, but if I were in
that situation, obviously I could’ve pitched an idea there. "
— (S6, pers. comm., 2018).
The link between social and operational refers to a situation where
the social interactions between start-ups in the start-up hub lead to
them working together. For instance, respondents S5 explain that in
their experience the casual interactions between start-ups are more
likely to result in start-ups working together than actual referrals from
someone:
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"[...] just you start chatting with people and realise that they can
help you in some way or you can help them. I find that happening
more often than the referral kind of thing. Since you talk to people
and realise that okay, there is some common ground here that we
can help each other. And people are very open to that. I think
that’s part of the mind set you have when you come to a place like
this. Because if you’re not open to sharing then this is not a good
place I think."
— (S5, pers. comm., 2018).
Also respondents S2 explain the way of interacting in the start-up
hub in social terms. In their view, the community is informal and the
way of interaction is reciprocal:
Interviewee 1: "The community itself, that’s a bit more informal.
We’ve had a couple of developers from like the gaming companies
that come and sit with us and help and give guidance and we do
the other way around. We help people out with sales strategies
and CRM ideas, legal aspects. It’s a bit of give and take. You
build up good contacts."
Interviewee 2: "Yeah. But it’s informal. We have been discussing
to have more gatherings to discuss like a topic like GDPR, things
like this."
— (S2, pers. comm., 2018).

9.2

Ecosystem view on digital service
provision

The analysis of this study also gives some insights into how the provision of digital service looks like on a broader level. In chapter 7, it is
described in which digital services the case start-up hub is involved in.
Most of these services, however, are not provided by the start-up hub
alone, but together with other actors. In chapter 8, this joint creation
of value is described in detail.
Considering this joint value creation from an ecosystem perspective, the connections between different actors in providing digital services can be seen. Figure 9.2 shows digital services around the case
start-up hub on an ecosystem map. Only those digital services that
have been mentioned by start-ups during the in-depth interviews and
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where the case start-up hub is involved are included. The connecting
lines present digital services that connect the actors.
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Figure 9.2: Ecosystem map with digital services investigated in the
in-depth study. Contains visuals by Fonticons Inc. (2018)
From Figure 9.2, it can be seen that digital services which create
value for the interviewed start-ups involve a number of actors around
the case start-up hub. For instance, to reach job candidates, start-ups
can use The Hub, which is provided through the case start-up hub
and maintained by an external company. In a similar way, Office R&D
with its functionality of listing discounts and partners connects several
actors.
However, the current observation does not reveal any digital services between ecosystem actors such as incubators, accelerators, co-
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working/ co-living spaces or other start-up hubs. Moreover, the connections to other regional ecosystems do not seem to utilise digital services yet. In addition, public authorities, regulators and educational
providers represent other actors who are not involved in the digital
services.
To investigate the role of digital services beyond this study, further
research could strive to reveal and analyse digital services which involve actors that have not been involved in digital service provision
in this study. Moreover, if no digital services exist yet in this space of
the ecosystem, it could represent a potential gap of service offerings
which could provide further value for start-ups.

9.3

Reflections on sustainable development

The term sustainable development is defined by World Commission
on Environment and Development (1987) as "development that meets
the needs of the present without compromising the ability of future
generations to meet their own needs." This definition emphasises that
both meeting current and future needs should be facilitated and that
certain limitations apply for meeting those needs. According to the
United Nations ESCAP (2015), sustainable development consists of the
integration of three dimensions: environmental, social and economic
sustainability. From a systems thinking perspective, these dimensions
are seen as interrelated aspects of a whole system. Along those three
dimensions, the findings of this study mainly address the economic
and social dimensions of sustainability. Environmental sustainability
is not in the focus of this study as the research topic does not directly
touch upon environmental issues, although an industry focus on sustainable start-ups would have been possible.
On the economic and social dimensions, this study contributes to
two sustainable development goals by the United Nations. Firstly, it
addresses goal 8, which reads as follows:
"Goal 8: Promote sustained, inclusive and sustainable economic
growth, full and productive employment and decent work for all."
— (United Nations, 2015).
The eighth sustainable development goal sets a target to increase economic growth through technological upgrading and innovation. In
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this study, value creation by start-up hubs for innovative start-up companies is in the focus of research. As economic growth inside and beyond an entrepreneurial ecosystem can be related to the innovative activities by start-ups, research that can help to optimise the conditions
for start-ups can be a driver for sustainable economic growth. Studying ways to support start-ups with digital services can allow start-up
support organisations, policy makers and other ecosystem actors to
increase the start-ups’ innovation output as well as fuel the process of
technological upgrading in their entrepreneurial ecosystem.
In a similar way, also sustainable development goal 9 is addressed.
It reads as follows:
"Goal 9: Build resilient infrastructure, promote inclusive and
sustainable industrialization and foster innovation."
— (United Nations, 2015).
In detail, this ninth goal sets the target to "develop quality, reliable,
sustainable and resilient infrastructure, including regional and transborder infrastructure, to support economic development and human
well-being, with a focus on affordable and equitable access for all".
Start-up support organisations and in particular the digital services
they provide can be a step forward on this target. They can build the
regional and cross-regional infrastructure that allows collaboration to
develop the economy. By emphasising the value of digital services,
this study provides scientific research that gives directions for upgrading technological capabilities in entrepreneurial ecosystems.
In the future, digital services for start-ups could foster sustainable
development even more. Virtual incubators already exist (Nowak &
Grantham, 2000) – and, as respondent SME4 states, virtual incubators and ecosystems could benefit especially developing countries. Increased innovative and entrepreneurial activities could improve the
economy, increase employment rates and eventually decrease poverty.
"But for many countries or other cities in Sweden where there
isn’t the Stockholm ecosystem. Why not have it as a virtual version? [...] Even though we know that physical presence is important, putting stuff online enables more people to learn [...] It
would be super simple [...] to sign up 5-6 start-ups in Africa and
walk them trough the process 6 month"
— (SME4, pers. comm., 2018).

Chapter 10
Conclusions
In this chapter, the findings of this study are presented in a summarised
form. Firstly, in section 10.1, the research questions are answered on
the basis of the analysis in the previous chapters. Secondly, the contributions of this study are described in section 10.2. Afterwards, the
limitations of this study are outlined in section 10.3 and opportunities
for further research are described.

10.1

Reviewing the purpose and answering
the research questions

The chapters 6, 7 and 8 present the findings related to the three subresearch questions. In the following, these findings are used to answer
the sub-research questions of this study. Afterwards, the main research
is answered.
RQ 1: What are needs and challenges of start-ups?
To answer research question RQ 1, data from the in-depth interviews with start-ups in the case start-up as well as the pre-study in
Stockholm’s entrepreneurial ecosystem are considered. The collected
data reveals a number of needs that start-ups in Stockholm have and
challenges which they are facing. To categorise those needs, previous
similar research conducted in other contexts and ecosystems is considered. This study finds needs and challenges in nine different categories. Figure 10.1 presents the resulting nine clusters as well as the
needs in each cluster.
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Marketing, Sales &
Customer Relations
Needs:
• Experience in
selling a digital
product
• Customers who
understand
product’s benefit

Challenges:
• Getting and
selling to all
customer
segments
• Diﬀerent
conditions in
diﬀerent countries
• Changing
customer’s
perception of
industry

Organisation & Human
Resources
Needs:
• Having the right
employees
• Help with writing
job ads
• High-profile
industry experts for
start-up’s board

Challenges:
• Finding &
recruiting talent
• Searching for
people for startup’s board

Legal
Needs:
• Professional legal
help
• Channels or
forums for legal
advice

Challenges:
• Requirements for
various legal topics
• Start-ups often
without employee
with legal expertise

Product Development
Needs:
• High technology
hardware &
software
equipment

Challenges:
• Dependence on
other actors in
product lifecycle

Infrastructure &
Environment
Needs:
• Nice & convenient
workplace
• Private meeting
rooms
• Fast & stable
internet connection
• Common facilities
for social activities
• Easy access to
food & drinks

Challenges:
• Dependence on
stability &
availability of
infrastructure

Financial
Needs:
• Discounts &
credits for services

Challenges:
• Cost for
necessary services
• Reaching
investors
• Raising capital

Community & Network
Needs:
• Good contact
network
• Opportunities to
meet new people
• Community where
members help
each other

Challenges:
• Building up
network
• Connecting with
other start-ups in
hub
• Varying response
rate in digital
community

Information & Knowledge
Needs:
• Channels for
knowledge
exchange

Challenges:
• Some
communication
channels (e.g. email) are
overcrowded and
information does
not get through

Strategy & Business
Development
Needs:
[no specific needs
mentioned]

Challenges:
• Getting insight
into market
• Managing the
growing start-up

Figure 10.1: Summary of needs and challenges
The needs and challenges found in this study are similar to what
other researchers point out as problems of start-ups, small enterprises
or high-growth companies. However, some of the results differ to findings of previous studies. This study divides needs that start-ups have
regarding the environment in start-up support organisations in three
distinctive clusters, Infrastructure & Environment, Community & Network and Information & Knowledge. Moreover, the findings in the case
study do not reveal any needs or challenges related to the national
economic situation. While the economic situation in Sweden does not
seem to be a source of problems for the interviewed start-ups, many of
the start-ups seem to look into expanding into other markets outside
of Sweden. This might explain differences to findings of research that
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has previously been conducted in the US or Canada. Additionally, the
interviewed start-ups mention the recruitment of employees in particular for software development roles as a challenge. This might arise
from the circumstance that Stockholm’s start-ups and especially those
interviewees in the case start-up hub are extensively utilising digital
technologies for their businesses.
RQ 2: How are digital services offered for start-ups in support
organisations?
To answer research question RQ 2, start-ups in the case start-up
hub were interviewed regarding their usage of digital services. The
in-depth study revealed a number of digital services that are used by
start-ups, with the start-up hub being involved in providing several of
these services. The identified digital services address seven out of nine
clusters of start-up needs. Figure 10.2 presents the identified digital
services in each cluster.
Marketing, Sales &
Customer Relations
Slack (of start-up)
LinkedIn
Facebook
Instagram

Twitter
Hubspot
Blog
Intercom

Organisation & Human
Resources
The Hub
LinkedIn

Podio

Legal
The Hub

Start-up support
websites

Product Development
Github
Gitlab
Amazon Web
Services
Codetree

Google Cloud
Podio
VS Team Services
Jira

Infrastructure &
Environment
Oﬃce RnD
Slack (of hub)
Slack (of start-up)
Google Suite

Zoom
Google Hangouts
Podio

Financial

Community & Network
Slack (of hub)
Slack (of start-up)
LinkedIn
Facebook
Instagram
Twitter

Google Suite
Google Hangouts
Stack Overflow
E-mail
E-mail newsletter

Information & Knowledge
Public website
Slack (of hub)
Slack (of start-up)
The Hub

E-mail
E-mail newsletter
Stack Overflow

Strategy & Business
Development

Figure 10.2: Summary of digital services
Three insights were identified about how digital services are currently offered and how they could be developed in the future. Firstly,
the digital services enable start-ups to connect with their stakeholders
in ways that would not be possible non-digitally. Start-ups mention
that whereas they mainly connect digitally to people who they already
know from previous interactions, digital services enable them to better
maintain those connections through faster communication.
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Secondly, the start-ups wish that the case start-up hub would better track what services the start-up are already using. It was identified
that many of the digital services used by the start-ups are not offered
by the start-up hub, but independently acquired by the start-ups themselves. By having a better picture of the services that the start-ups use,
the start-up hub could be in a better position to offer most valuable
services for their members.
Thirdly, digitising the investment network was mentioned as a possible way to offer new opportunities for the start-ups. Also expanding
the digital community outside of the start-up hub was seen as an opportunity for future development. By expanding the community, the
start-ups could get access to larger pool of potential resources. An example that was mentioned was a GDPR related discussion forum that
would be facilitated by the start-up hub but not limited for the members of the start-up hub.
RQ 3: How are digital services used to create value?
To answer to research question RQ 3, a model of value creation
in the case start-up hub was established. Based on three identified
regimes of value, seven kinds of value were identified as emerging
from the value creation practices of the start-ups in the start-up hub. A
more detailed observation of value creation was taken over four value
creation practices related to establishment of connections in the startup hub. Namely, these practices are searching, meeting, creating and
maintaining. Moreover, the role of digital services in the value creation practices was highlighted and five out of seven value types were
identified to be emerging directly from the use of digital services. The
value types emerging from the use of digital services were connection
value, information value, social value, financial value and operational value.
Fun value and aesthetic value were not identified emerging from the use
of digital services, but they were connected to social value and operational value, hence indirectly also related to the use of digital services.
It was concluded that digital services are used in a number of ways
to create value in the start-up community. The observation of value
creation practices revealed that digital services are used in all of the
stages of connecting with other start-ups in the start-up hub. Start-ups
use digital services in the searching phase to connect to the people they
have been referred to and by engaging in online discussion forums.
Connecting to referred people enables start-ups to reach out directly to
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Regimes of value
Social, Practical, Economic

Value Creation Practices
1.
Searching

2.
Meeting

3.
Creating

4.
Maintaining

Kinds of value
Connection, Information, Fun, Social, Aesthetic,
Operational, Financial

Figure 10.3: Process of value creation
people without knowing specifically where they sit at. This makes the
process of connecting to people more efficient. By engaging in online
discussions, start-ups could make new connections and find people
who they did not know before. Hence, the digital community expands
the reach of the start-ups outside of people who they already know or
who they might meet in the public areas of the start-up hub. This
expanded reach was identified to be a significant factor as many startups expressed that it can be difficult to initiate conversation with new
people in the public areas. The process of searching for connections
and reaching to new connection was identified to create connection
value for the start-ups as they expanded their network and increased
potential for further service exchange with these connections.
Digital services also facilitate the service exchange between the startups. Start-ups use digital services in three ways in the start-up hub.
Firstly, start-ups mentioned having used digital services to agree for
a meeting to help each other in the start-up hub. Secondly, start-ups
share information and knowledge with other start-ups by answering
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questions in the online community. Thirdly, start-ups share resources
like connections and subscriptions through the online community of
the start-up hub. Working together and helping each other creates operational value for the start-ups as they engaged in service exchange
between each other. Getting access to new information through the
online community creates information value for the start-ups. Helping each other and sharing connections and resources creates social
value for the start-ups that are providing the resource or connection.
Moreover, digital services also allow the start-ups to maintain their
existing connections. Private messaging in Slack allows start-ups to
easily reach to the people they already have connections with. When
start-ups leave the start-up hub, they can still follow what is happening in the start-up hub through the website of the start-up hub and the
newsletter sent by the start-up hub. Maintaining connections through
Slack creates connection value and operational value when start-ups
work together. Following the newsletter of the start-up hub creates
information value for the start-ups.
Main RQ: How do start-up support organisations create value
for start-ups through digital services?
This study finds a number of different ways how a start-up support
organisation creates value for start-ups with digital services. In fact,
digital services address needs and challenges of start-up in several areas. In most digital value creation practices, digital services involve
several actors in the ecosystem who jointly create the value.
For example, related to start-up needs of a supportive and helpful
community and network, digital services enable the connection between start-ups, start-up support organisation staff, corporates, customers and other actors in entrepreneurial ecosystem. Digital services
supporting these connections can lead to the creation of several kinds
of value for the start-ups such as operational value, social value and
information value.
Moreover, start-ups are developing more and more digital products. Related to a start-ups’ needs in product development, infrastructure and environment, start-up support organisations facilitate digitisation of start-ups by providing an appropriate environment for this to
happen. In detail, the case of this study shows how a start-up support
organisation can help start-ups in developing digital offerings. Firstly,
value for start-ups is created by providing access to digital building
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blocks for product development through partnerships and discounts
with third parties such as Amazon Web Services. Secondly, start-ups
benefit from the digital infrastructure in the co-working space which
provides fast and reliable internet connections together with a physical
environment to work together in virtual teams.
Among several needs that start-ups are experiencing, finding suitable people for their company is a central theme. Digital services by
start-up support organisations address this by offering job platforms
for finding talent. Additionally, start-up support organisations facilitate digital communities which allow them to find experts and board
members. But the digital community is not limited to search for people joining the start-up: it also supports start-ups in finding people
who can help them solving problems or provide them with important
knowledge. And not to forget, the digital community also allows for
the creation of fun among start-up community members.

10.2

Research contributions

From a theoretical perspective, this study contributes to the understanding of how start-up support organisations leverage digital services to support their member start-ups. The value creation practices
in this study outline the dynamics between several actors who use digital services. As a result of the value creation practices, this study
shows seven distinct types of value which are created in the service
ecosystem around digital services. Grounded in case study research,
the connection of digital service usage to the creation of various value
types contributes a theoretical concept to research about service ecosystem. To the best knowledge of the authors, no prior research has
investigated digital services in the entrepreneurial ecosystem from the
theoretical perspective of value in service ecosystems.
From an empirical perspective, this study contributes by collecting
qualitative data on needs and challenges of start-ups as well as digital services offered by start-up support organisations and their usage.
In addition to those empirical contributions, this study provides practical guidance for start-up support organisations. To leverage digital
services for supporting start-ups in the entrepreneurial ecosystem, a
number of suggestions for start-up support organisations can be concluded from the findings of this study:
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Establish a digital community. As the example of Slack in the case
start-up hub shows, start-up support organisations can leverage digital services for community building among their start-up
members. A digital community facilitates the creation of different kinds of value for start-ups (cf. chapter 8). Among other
things, the digital community can be used by the start-ups to establish and maintain connections, exchange knowledge and help
each other. The integration of alumni members of the community can lead to additional benefits.
Moderate the digital community. To foster value creation for start-ups
through the digital community, the findings of this study indicate that moderation and engagement of start-up support organisations are important success factors. Similar to the case start-up
hub, community managers and other staff can engage in the digital community with referrals, hints, information and other help
to maximise the power of the community.
Involve actors from ecosystem into service provision. As highlighted
in chapter 8, value creation in digital services often engages multiple actors. Thus, start-up support organisations can benefit
start-ups by building partnerships to ecosystem actors and engaging them in digital services. However, digital services do not
have to be the one and only channel for engaging multiple actors.
For instance, digital services can be used to provide a constantly
available knowledge base that start-ups can use whenever they
need it while external professionals can come to the co-working
space for individual in-depth discussions.
Explore new areas of digital services. In this thesis, start-ups did not
report that they use any digital services addressing the Financial or Strategy and Business Development clusters (cf. chapter 7).
Start-up support organisations or other actors could evaluate the
potential for digital services in these areas and introduce respective services in these areas. Digital services solving the needs
and challenges in new areas can increase the value of start-up
support organisations in an increasingly digital world. Existing
digital services that already address this category might not have
reached to the start-ups of this study or could not fulfill their
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needs. Thus, further investigations would be necessary to reveal
the reasons why such services are not in use yet.
Continuously adjust digital services to start-ups’ needs and challenges.
When the context and the requirements from the surrounding
environment and ecosystem changes, also the needs and challenges of start-ups can change. For instance, a new data privacy
regulation that affects all start-ups can increase the need for legal
support (cf. section 6.2.7) or increasing demand for certain roles
can create the need for help with writing job advertisements to
better target these roles (cf. section 6.2.4). Thus, start-up support organisations could continuously monitor what their member start-ups need and adjust their digital services accordingly.
This could be done through surveys, but also through regular
check-in meetings or digital communication.
Inform and raise awareness about digital services. Only offering digital services might not be enough: Start-ups should also be aware
of and accept the digital services provided to them. To make
start-ups aware of what is offered, start-up support organisations could clearly communicate what digital services are available and which conditions apply. As in the case start-up hub, a
service like Office R&D can be used to show available services.
To make all members aware of this service list, an introduction
session upon joining the start-up support organisation can make
start-ups familiar with where they find all available services.
Choose appropriate channels for communication. Start-ups and other
ecosystem actors might have preferred digital communication
channels. To deliver their messages in the best possible way,
start-up support organisations could adapt their communication
to the digital channels which are preferred by the respective ecosystem actors.
Support start-ups with product development. As the need for software developers as well as the mutual software development
help among start-up in the case start-up hub demonstrate, startups which utilise digital technologies have a demand for support
in technical product development. Apart from helping start-ups
in finding the right employees and facilitating help and knowledge exchange among the members, start-up support organisa-
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tions could provide services related to the development of digital products. Start-up support organisations could for instance
collaborate with consulting companies focused on software development to provide flexible software development capabilities,
either through digital or non-digital channels.

10.3

Limitations and further research

For this study and its results, it should be noted that certain limitations
apply. To tackle these limitations, a number of opportunities for further research can be pointed out. The limitations and opportunities for
further research are described in the following:
• The findings of this study might not be generalisable to startups in all stages of their venture. To get a more comprehensive
view on needs, challenges and digital service usage by start-ups
during different stages of their venture, a similar study could
be conducted with a larger sample size and a different sampling
strategy. For instance, also alumni start-ups and entrepreneurs
who have not yet formed a start-up company could be included.
• The findings of this study might not be generalisable to start-ups
in different contexts of start-up support. For example, other cities
or countries could have different dynamics between the actors in
the ecosystem. To increase the generalisability of how digital services create value in start-up support organisations, further case
studies could be conducted in other start-up hubs, incubators,
accelerators and similar case organisations. These case studies
could be conducted in the same (regional) entrepreneurial ecosystem or across different ecosystems. By comparing several case
studies, success factors for the use of digital services to support
start-ups could be identified. Moreover, start-ups that are no
member of any start-up support organisation could be included.
• While the qualitative methods used in this thesis are appropriate
tools to understand and theorise digital service value creation,
quantitative methods could be leveraged to quantify the value
creation. For instance, the satisfaction with digital services as
well as the link of digital service usage to start-up performance
could be measured.

CHAPTER 10. CONCLUSIONS

131

• To confirm the importance and urgency of the needs and challenges identified in this study, a quantitative study could be conducted. Such a study with a focus on digital services could ideally involve a large number of respondents across ecosystems.
• As mentioned in chapter 9, further research could focus on investigating digital services which involve actors that have not been
involved in digital service provision in this study. This could be
done by choosing suitable start-up support organisations as case
study subjects which offer such digital services to connect with
the ecosystem.
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Appendix A
Interview guidelines
1. Data about start-up & interviewee
1.1. Name of interviewee
1.2. Name of start-ups
1.3. What is the date of foundation of your start-up?
1.4. What industry is your start-up in?
1.5. What is your start-up doing? What is your product?
1.6. Who is your customer? Where are your customers located?
1.7. Since when are you a member of the start-up hub?
1.8. What membership do you have? (A = Private office; B =
Fixed / flex seat; C = Remote membership; D = Garage)
1.9. Why did you choose this start-up hub/ co-working space?
1.10. Is your product already on the market? Have you sold anything? Do you have revenues?
1.11. What is your funding stage?
2. Needs & visions
2.1. What is the main goal you currently want to achieve in your
start-up?
2.2. What (conditions, environment, support, actors) do you need
for your business to thrive?
2.3. What (conditions, environment, support, actors) do you need
to win against your competition?

141

142

APPENDIX A. INTERVIEW GUIDELINES

3. Activities & challenges
3.1. How does a typical day in your life as entrepreneur look
like? What is the first thing you do at work in the morning?
3.2. What types of challenges are you facing daily?
3.3. What support would you like to have from a co-working
space for your everyday work?
3.4. What support would you like to have from a co-working
space for your entrepreneurial journey (to fulfill your goals)?
4. Digital services
4.1. Are you aware of examples of (a) successful and (b) unsuccessful digital services to support entrepreneurs?
4.2. Which three digital services do you use most?
4.3. What digital services does the start-up hub provide you with?
4.4. Table: Evaluation of each (digital) service. Questions for
each digital service:
4.4.1. How do you use this service? For what purpose?
4.4.2. In what ways does this service help you?
4.4.3. Rating: This kind of service is necessary for my start-up.
(Likert-type scale, 1-5)
4.4.4. Rating: This service is suited to fulfill my start-up’s needs.
(Likert-type scale, 1-5)
4.5. Rating: The start-up hub’s digital services in general are
suited to fulfill my start-up’s needs. (Likert-type scale, 1-5)
4.6. What digital services are currently missing in the start-up
hub?
4.7. From where do you get the missing digital services to fulfill
your needs?
4.8. Have digital services enabled you to connect in ways that
would not be possible non-digitally? If so, how?
4.9. Which of the non-digital services to support start-ups could
be easily digitised?
4.10. Would you prefer a different packaging of the services, e.g.
optional packages (for certain functions)?

Appendix B
Start-up interview details
Table B.1 presents a description of all start-up interviews which have
been conducted during the in-depth study. To ensure confidentiality,
the interviewees or their organisations are not identified by name.
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APPENDIX B. START-UP INTERVIEW DETAILS

Table B.1: Conducted start-up interviews
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