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Sammanfattning 

Dagens avancerade teknik har potentialen att skapa ett mer inkluderande, globalt samhälle (Tarik 
et al., 2020). Samtidigt lever människor i exkluderade områden utan nödvändiga resurser och 
samhälleliga rättigheter (World Bank Development Report, 2019). Det finns brist på forskning om 
hur sociala entreprenörer använder sig av ny teknik när de riktar sig till exkluderade områden inom 
tillväxtmarknader och hur de löser frågan om att implementera ny teknik och teknikens roll i att 
skapa önskad samhällseffekt (Gupta et al., 2020). Studien behandlar detta gap och identifierar vilka 
faktorer som påverkar högteknologiska sociala entreprenörer när de skapar, hanterar och strävar 
efter en hållbar och lönsam affärsmodell baserad på ny teknik. 
 
Denna kvalitativa studie ger en fördjupad analys av hur 13 högteknologiska sociala entreprenörer 
hanterar de möjligheter och hinder som finns när de strävar efter att implementera innovativa 
lösningar baserade på ny teknik i exkluderade områden i Afrika och Indien. Forskningsmetoderna 
bestod av kvalitativa intervjuer med entreprenörerna. Resultaten skapades genom tvär-analytiska 
metoder, där varje fall hanteras enskilt först för att erhålla teman och intressanta aspekter som 
sedan utnyttjas i de tvär-analytiska jämförelserna. Resultaten identifierar att entreprenörerna 
tampas mellan att utveckla deras technologi och att kundhantering. Följaktligen hur de anpassar 
sina lösningar till marknaden genom att minimera dataanvändningen, skapa skräddarsydda 
lösningar till kund via teknologi men också hantering av brist på användardata. Resultaten avslöjar 
också en affärsstrategi, där dessa företagare använder information från formella marknader genom 
digital teknik, för att skapa lösningar för de exkluderade områdena såsom offentligt tillgängliga 
resurser och öppen innovation, t.ex. via programvara med öppen källkod. 
 
Denna studie behandlar gapet i litteratur om hur ny teknik används och tillämpas inom design av 
sociala affärsmodeller riktade för exkluderade områden. Studien bidrar till 
entreprenörskapslitteraturen genom att öka kunskapen om den potentiella användningen och rollen 
av ny teknik i exkluderade områden för sociala och kommersiella mål. Den bidrar också till 
litteratur för teknikinnovation genom att presentera nya kontextuella faktorer att tänka på när man 
innoverar genom avancerad teknik. 
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Abstract 

Business models in all industries are being disrupted by advanced technology (Morrar et al., 2017). 
This technological shift has the potential to create a more inclusive, global society (Tarik et al., 
2020). Meanwhile, people in deprived communities remain living without essential resources to 
engage in societal rights (World Bank Development Report, 2019). There is a substantial lack of 
research on how social entrepreneurs are making use of new technologies when targeting deprived 
communities in emerging markets; how they solve the issue of implementing new technologies 
and the role of technologies in creating the desired societal impact (Gupta et al., 2020). The study 
addresses this gap and identifies what factors influence high-tech social entrepreneurs when 
creating, managing and striving for a sustainable and profitable business model based in new 
technologies. 
  
This exploratory research provides an in-depth analysis on how 13 high-tech social enterprise are 
handling the opportunities and barriers present when aiming to implement innovative solutions 
based in new technologies for deprived communities in emerging markets, in Africa and India. 
The research methods consisted of qualitative interviews with the founders of the startups. The 
findings were derived through single case analysis and pattern matching to further be aggregated 
through cross-case analyses. The results show how social entrepreneurs deal with the many 
challenges of implementing and making use of new technologies in markets where many advanced 
technologies are less familiar. Findings further show how the enterprises adapt their technologies 
to minimizing data usage and personalised offerings and customer experiences. The technology 
implementation also requires a sophisticated handling of several issues, e.g. users’ fear of being 
tricked due to not understanding the technology. It also reveals a business strategy, where these 
entrepreneurs are using information from formal markets through digital technology, to create 
solutions for the deprived communities. such as publicly available resources and open innovation, 
e.g. open source software. 
  
This study addresses the gap in literature on how new technologies are used and applied in social 
business models design when targeting deprived communities. The paper contributes to social 
innovation and entrepreneurship literature by increasing the knowledge on the potential use and 
role of new technologies in deprived communities for social and commercial goals. It also 
contributes to technology innovation literature by presenting new contextual factors to consider 
when innovating through advanced technology. 
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NOMENCLATURE 

Abbreviations used in the report are presented below. 

 

Abbreviations 

APIs Application Programming Interfaces 

NGOs Non-Governmental Organisations 
ICTs Information and communication technologies 

AR Augmented reality 
VR Virtual reality 

WEF World Economic Forum 
3D printing Three-dimensional printing or additive manufacturing (AM) 

AI Artificial intelligence 
IoTs Internet of Things 

CSR Corporate social responsibility 
MBA Master in Business Administration 
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1  INTRODUCTION  
This Chapter consists of the background to the study and aims to provide the reader with an 
understanding of the current state, issues, potentials and contexts when it comes to deprived 
communities and new technology. It further presents the motivation of the purpose as well as the 
scope of the study and a short summary on the case sampling and thesis structure. 
 
 

1.1 Background 
The UN’s 2030 Sustainable Development Goals were set to reach a sustainable future across the 
world (United Nations, 2015). Yet people in many deprived communities, particularly in emerging 
markets, remain living without essential resources to engage in societal rights, e.g. economic, 
political and educational rights (World Bank Development Report, 2019). Sub-Sahara for example 
contains some of the most unequal settings, entertaining many marginalized groups, living in 
poverty and/or social exclusion (World Bank, 2020; Devereux, 2016). Due to this exclusion, these 
people are left to depend on themselves in concern of poverty, violence, discrimination and 
inequality (Barnes et al., 2005; Silver, 1994).  
 
Neglected by society, they come to pass as informal settlements (Patel et al., 2012). In further 
meaning, the community people may make a living, outside of government awareness or approval, 
through businesses between each other (Colovic and Schruoffeneger, 2021b). Often through self-
employment and small-scale business (ibid). These communities are though even more complex; 
always changing, without security, e.g. regulations and what that may entail (Barnes et al., 2005). 
Criminality and resource scarcity are a daily struggle for many people living in these conditions 
(ibid). The COVID-19 pandemic has struck hard on deprived communities and increased the risk 
of pulling marginalized groups into even harsher living standards as it has set challenges in both 
health, economic and social point of views (World Bank Annual Report, 2020).  
 
In the meantime, a fusion of emerging new technologies is changing the way we live and work 
(Morrar et al., 2017), and new markets and demands are being created (Heyoung et al., 2019). 
Through new technology and digitalization, the emergence of new business models and platforms 
are together with the new demands and markets, creating novel ways of developing and delivering 
products and services and completely disrupting traditional value chains (World Economic Forum 
(WEF), 2016).  

This technological shift has the power to create a more inclusive, global society (Tarik et al., 2020) 
and positive social change can be created if the technology and innovation advancements are 
facilitated with social goals in mind (Damani and Sardeshpande, 2015). New technologies are 
creating possibilities ranging from increased health and education, to manufacturing opportunities 
(Nadella, 2018), to lifestyle enhancement (Maynard, 2015) and entertainment and streamlined 
social gratification (Damani and Sardeshpande, 2015).  
 
Simultaneously, the negative consequences of the COVID-19 pandemic show importance in 
addressing the need for economic development in emerging markets and regions in e.g. Africa and 
India. Focus on domestic resource mobilization and leveraging technology and innovation are 
expressed as highly important aspects in terms of increasing an economic development (World 
Bank, 2020). The applicability of technology in Africa’s deprived communities, as well as on other 
continents, is shown as an urgent interest (ibid).   
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Entrepreneurs are at the forefront of achieving successful business making through innovative 
solutions (Zhao, 2005). Social enterprises specifically do this but with the dual goal of also 
achieving positive social impact (Tortia et al., 2020). Acknowledging social enterprises’ usage of 
this technological advancement will entail how today’s new technology can be facilitated to make 
the most out of it in concern of both economic and social sustainability (Scuotto et al., 2021). As 
it comes down to this, there is however limited knowledge on how they utilize new technology to 
develop novel products and services.  
 
1.2 Aim of the Study and Research Objective 
 

There is a substantial lack of research of how social entrepreneurs are making use of new 
technologies when targeting deprived communities in emerging markets; how they solve the issue 
of implementing new technologies and the role of technologies in creating the desired societal 
impact (Gupta et al., 2020). Hence, the study aims to address this gap and identify what factors 
influence high-tech social entrepreneurs when creating, managing and striving for a sustainable 
and profitable business model based in new technologies. 
 
This research will provide an in-depth analysis on how high-tech social entrepreneurs are handling 
the opportunities and barriers present when aiming to implement innovative solutions based in 
new technologies for deprived communities in emerging markets. 
 

1.3 Scope 
 

This report identifies and further adds to existing literature on both social entrepreneurship but 
also to existing literature on technology innovation. The scope is narrowed to new technology and 
social for-profit entrepreneurial business in deprived communities.  
 
1.3.1 Summary of Sampling 
 

The exploratory study is concised of studying 13 social young enterprises, i.e. startups. All are 
using high-tech solutions such as artificial intelligence (AI), platforms and immersive 
technologies, to create both social and commercial impact. All apart from one of the enterprises 
target deprived communities in Southern and Eastern Africa. The last one targeting areas in and 
near India. Nine of the enterprises are based in Cape Town, South Africa and the remaining four 
are based in Stockholm, Sweden. 
 
1.3.2 Delimitations 
 

The focus of this report are high-tech social enterprises with a focus on deprived communities. As 
a delimitation, the focus is narrowed to social sustainable business targeting deprived areas. Hence, 
the sampling is within that sector. In other words, social impact within other sectors such as health 
and disability sectors are excluded from this research. That is, if they are not within the focus of 
people in deprived areas.  
 
The research is decisively limited to for profit companies. Therefore, non-profit organisations, e.g. 
Non-Governmental Organisations (NGOs) are left out from this project. For profit companies are 
interesting as they strive to financially sustain themselves and not be dependent on external 
financial aid (Goyal et al., 2017). This supports them in achieving longitudinal social support in 
deprived communities as they grow and flourish together with the community (Gupta et al., 2020). 
For profit organisations also have the possibility to scale and increase their amount of targeted 
markets and adapt to those (Goyal et al., 2017). This further makes them have completely different 
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potentials, challenges, goals and thinking than non-profit organisations in deprived communities 
(Dart, 2004).  
 
The study is not limited from smaller companies and startups, that at present are not financially 
self-sustainable. Young businesses often need investments and financial support in early stages to 
survive (Prohorovs et al., 2019). However, these must strive to, in the long run become profitable.  
 
1.4 Thesis Structure 
 

The thesis is structured as following: after the introduction, the frame of reference will cover 
relevant literature on the topic. Secondly the first order research, viz. a qualitative study, will be 
described. The results and findings from the first order research will be presented afterwards, 
followed by a discussion, where it is compared to the frame of reference. The thesis will 
conclude in a conclusion and recommendations for future research and practical implications.  
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2  FRAME OF REFERENCE  
This study explores how advanced technology is utilized by social enterprises in deprived 
communities. Hence, the frame of reference presents a comprehensive understanding of the 
focused phenomena of social enterprises and high tech in deprived communities. Accordingly, the 
theoretical framework presented in this chapter discusses literature from the fields of social 
enterprises and entrepreneurs, social innovation and entrepreneurship in deprived communities. 
Following, research from the fields of technology innovation management and social 
entrepreneurship is outlined to identify inconsistencies or gaps and to motivate the research 
question in use. 
 
 
2.1 Social Enterprises 
 

Social enterprises are profit-oriented companies, blending business interest with targeting social 
needs (Westley and Antadze, 2010). With that said, it is important to distinguish social enterprises 
from companies with business innovation; innovations that are generally agreed upon of having 
the intention of making money (Pol and Ville, 2009). Innovation and business often have positive 
social outcomes, for example through employment and economic growth (Bjørnskov and Foss, 
2013). Businesses can also create positive social effects from the offering, be it core necessities 
such as food (Messer, 2009) or a car for transportation (Mattioli, 2014). Almost any company 
could be called a social enterprise if all it takes is any form of positive social consequence for it to 
be social enterprise (Pol and Ville, 2009). Further, companies who work with social issues through 
a certain department, e.g. corporate social responsibility (CSR) departments do not make the cut 
as social enterprises as it does not lie in their primary core goal to achieve social inclusion 
(Palakshappa and Grant, 2017). Social enterprises in comparison, have in their core mission to 
respond to social needs (Westley and Antadze, 2010) and are fully committed to creating positive 
social change simultaneously as having a commercial interest (Canadian Centre for Social 
Entrepreneurship, 2001). These are often seen as hybrid organisations working between the 
characterizations and boundaries of creating social outcome and business innovations (Battilana 
et al., 2014). Social enterprises can successfully utilize innovation with for profit commitment as 
well as achieving positive social change (Akinyemi et al., 2013), especially through something 
called social innovation (Urama and Acheampong, 2013). 
 
2.1.1 Social Innovation through Social Enterprises 
 

Social innovation can be used in broad terms to describe new creations (i.e. activities, products 
and services) made predominantly for the purpose of targeting social challenges and needs 
(Mulgan et al., 2007, as cited in Westley and Antadze, 2010). It is a means to create new solutions 
to societal and economic problems (Pol and Ville, 2009). The effects of social innovations are 
often greater, either broadly or durably, the more disruptive the solutions are (Christensen et al., 
2006). From an innovative perspective, this means it needs to be greater than just an improvement 
of an already existing activity, product or service (Westley and Antadze, 2010). From a more social 
perspective, social innovation is more disruptive the more it challenges the current solutions, 
systems or even institutions in a community or how large (in time and impact) the outcome is 
(ibid). Conclusively, when a social solution is disruptive, the outcome has great potential to 
increase the standard of living for many (Pol and Ville, 2009). 
 
Also, in its development social innovation can create social value by making use of community 
power, environmental contexts and individual creativity (Caroli et al., 2018). Fundamentally this 
challenges traditional ways of doing business (Gupta et al., 2020). Challenging traditional business 
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models to create not only economic impact but also social, is the hallmark of social entrepreneurs 
(Dacin et al., 2011). They are increasingly crossing multiple social boundaries between markets 
(Westley and Antadze, 2010), and involving a variety of actors (Nambisan et al., 2019) to manage 
the multiple goals of providing both resilience, sustainability and profitability (Westley, 2013; 
Saebi et al., 2019; Riviera-Santos et al., 2015). When social entrepreneurs in such disruptive ways 
implement social innovation in specifically deprived communities, the entrepreneurs have the 
ability to grow their own knowledge in terms of local knowledge, experiences and ideas (Feliú-
Mójer, 2020). As a further consequence, co-creation with the deprived community empowers them 
and hence the impact of the social enterprise, in terms of social outcome will amplify (Jull et al., 
2017; Domegan et al., 2013). 
 
As social innovation is utilized along with commercial interest, the organization behind it has the 
potential to increase internal economic growth (Leadbeater, 2007). As such, the organization can 
become financially self-sustainable and does not need to rely on external financial support, which 
non-profit organizations must (Mulgan et al., 2007, as cited in Westley and Antadze, 2010).  
Consequently, social enterprises spur economic growth in the targeted market (Urama and 
Acheampong, 2013) but also have the ability to scale (Galera and Borzaga, 2009). If the core goal 
of a social enterprise is positive social outcome, then scaling of the company results in expanded 
social outcome (Shaw and de Bruin, 2013). Thus, managing to help more people without relying 
on external financial support. This entails that incorporating a social enterprise in markets such as 
deprived communities will not only lead to the positive social outcome but also increase financial 
sustainability in the community (Urama and Acheampong, 2013). For one, it will contribute to 
bridging a gap between formal and informal economies through working between a formal 
ecosystem as well as within the informal ecosystems that exist in the community (Nilsson et al., 
2020). Secondly, it can to some limit, create job opportunities directly through employment and 
furthermore train the employers in employability for future references (Haugh, 2006). 
 
Circling back to the development stage of a social innovation; if the entrepreneur(s) of a social 
enterprise in a deprived community choose to make use of community resources in the 
development stages, the growth of the company will continuously contribute to community 
sustainability, both social and economic (Caroli et al., 2018; Urama and Acheampong, 2013). 
However, implementing a business in a deprived community and trying to receive community 
acceptance is on the other hand not a walk in the park (Westley, 2013). Local adaptation is an 
important factor to consider but a true challenge when it comes to deprived communities (ibid). 
This argues all the more for the need of understanding the context of this market.  
 
2.1.2 Social Enterprises in the Context of Deprived Communities 
 

Deprived communities are complex settings to implement a business in (Nilsson et al., 2020). 
Hence to successfully do so, the entrepreneur(s) must to great measures understand the multi-
dimensional layers of their specific, targeted community (Bortagaray et al., 2012). Further, every 
deprived community is different to the other. Some well-known deprived areas in the world are 
the favelas in Rio de Janeiro, Brazil (Póvoa, 2017), the slums in Bangladesh (Angeles et al., 2009), 
and the townships in South Africa (Jürgens et al., 2013). As these places are characterized as 
institutional voids1 (Colovic and Schruoffeneger, 2021b), they are left to create their own such 
logics; institutional logics2, such as ways of living, norms, rules and regulations, which can be 

                                                
1 Institutional voids are the absence of formal and strong regulations and market spaces, i.e. the ’rules of the game’ 
that shape the behaviour of people and organizations (Colovic and Schruoffeneger, 2021b). 
 
2 Institutional logics are “the socially constructed, historical patterns of material practices, assumptions, values, 
beliefs, and rules by which individuals produce and reproduce their material subsistence, organize time and space, 
and provide meaning to their social reality” (Thornton and Ocasio, 1999: 804).   
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more or less informal (Newenham-Kahindi and Stevens, 2018). In general, the distinctions 
between their formal and informal activities are pretty much blurred (Nwaka, 2005). However 
intricate, these institutional logics must be understood for the entrepreneurial business to oblige to 
(or challenge) in the right way, without creating social distress or livelihood harm (ibid).  
 
The informal sector existing in deprived communities, is however often misconceived by the 
common man (Perlman, 1986; Vasudevan, 2015). Informal sectors are primarily used to describe 
employment or livelihood outside of government regulation, registration and often awareness 
(Fortin et al., 1997). Accordingly, the informal sector activities are assumed to be equivalent to 
illegality and economically unregulated agreements, providing a conception of deprived 
communities to be lawless spheres (ibid). Yet the concept of the informal sector is much more 
complex and different to this.  
 
Informal sectors; informal settlements and activities are rather the aftermath and long term effects 
from social and economic exclusion and can have historic origin (Meagher, 2007). The apartheid 
history of South Africa for example, is still visual in terms of racial segregation where there still 
are marginalized groups (De Beer, 2016). As for economic exclusion, poor and/or unemployed 
people who lack financial security must settle in informal settlements to avoid financial constraints 
(Mayne, 2017). For example, as urbanization increases expenses within the cities, socioeconomic 
constrained groups are forced outside of city lines (ibid). Due to such disadvantages, they must 
make a living without formal social protection such as stable wage employment (World Bank, 
2019), social security nets (ibid), social insurance systems (Gerard et al., 2020) and even 
government awareness and assistance of existing vulnerability (ibid). Often, it leads to people 
making a living by creating informal jobs between each other (Bruton et al., 2012). Ergo, from the 
perspective of formal institutions, this means falling short on paying taxes and government 
registration of transactions (ibid). Which can be circled back to the primary definition of informal 
employment as employment outside of regulation, registration and awareness.   
 
Entire deprived communities can however be informal, affiliated with a society, yet not really 
included in it (Patel et al., 2012). These informal sectors are closely associated with poverty and 
issues implications by such conditions (Maloney, 2004; Swaminathan, 1991). Urban poverty is for 
example connected to informal work through people accepting informal, low paying jobs (e.g. 
below minimum wage) rather than being unemployed whilst indefinitely waiting for the formal 
jobs to exist for them (Kar and Marjit, 2001). However, contradictory to one's beliefs, a lot of self-
employment has emerged from these circumstances. 64 percent of all informal employment 
worldwide is through self-employment (Florence et al., 2019). In comparison to the common 
man’s negative presumption of an informal settler, they are evidently highly motivated and, when 
not restrained from it, educated - often finishing education faster and working harder than their 
societal counterparts (Perlman, 1986).  
 
Independent of whatever aspirations the individual living in a deprived community has, it does not 
take away the fact that they are limited by resource constraints and exclusion from market 
participation (Colovic and Schruoffeneger, 2021b). For the individual living in a deprived 
community, life can mean living without any insurance or security (World Bank Development 
Report, 2019). When unemployed, the private capital needed for the basics in life; housing, food 
and other material assets becomes a problem to tackle (Holt-Jensen, 2000). The self-esteem of this 
individual is easily broken down (ibid). Hence, in light of these consequential circumstances of 
being unemployed, informal entrepreneurial business and self-employment seems conspicuous 
(Margolis, 2014). 
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Life in deprived community can still be tough for the entrepreneur. All dependent on the 
community, region and/or country, livelihood for a woman for example, is more or less unequal 
to men.  Gender inequality is an existing factor in informal institutions (Ogando et al., 2017). Some 
countries even have laws limiting women’s equal rights to work and payment (World Bank, 2013). 
Moreover, private life is also unequal, and women in deprived communities must live in fear of 
ill-treatment and sexual assault (Wood et al., 2007). However, even in these harshest 
environments, many of the informal economies around the world have larger shares of self-
employed women than men (Ogando et al., 2017). 
 
As for the social entrepreneur(s) (native and foreign), when navigating in these complex 
environments (Nilsson et al., 2020), they need to be aware of how the implementation of their 
business will affect these community members (Nwaka, 2005). Similarly, they need to have 
holistic local knowledge to be able to start and develop a fruitful enterprise (Westley, 2013), and 
adapt it correctly to the community to successfully be accepted (Nwaka, 2005). Furthermore, 
deprived communities embody conditions (such as corruption and criminality) that disturb natural 
functions of market and competition, hence becoming institutional voids (Colovic and 
Schruoffeneger, 2021b) and a barrier of entry for businesses (Mair and Marti, 2009). On top of 
this, these sectors are resource constrained, making both living in and trying to create a legitimate 
business in them a challenge (Lee et al., 2019). 
 
These concerns are not new to the field of social enterprises. On the contrary, different approaches 
to tackling these challenged settings exist. Frugal innovations for example, have a large focus on 
adapting solutions for the resource scarcity situation (Dencker et al., 2021). Such innovations are 
created in terms of affordability, accessibility and adaptability to the certain situation (Nilsson et 
al., 2020). It is typically recognized and associated with products that are a scaled down version 
of an otherwise complex product. Domestic water filters are a neat example, often with complex 
filtering solutions, but through scaling down the design, can be remodelled in a more affordable 
and easier managed way (Hede Mortensen and Lindgren, 2018).  
 
The field of social enterprises is though being disrupted as the internet and technological solutions 
are spread to all places in the world (Nambisan, 2017). Digital solution, advanced technology and 
communicative tools are becoming accessible, challenging the idea of what a deprived community 
entails today (Gupta et al., 2020). Resource constraints, for the specific example of frugal 
innovation, has a completely different meaning today (Ahuja & Chan, 2016).  
 
2.2 Technology Innovation 
 

Technology has continuously had an impact on entrepreneurship, creating new opportunities for 
development of new innovations and scaling existing ventures (Adeyemi, 2019). Implications of 
the occurring technological advancement are however influencing entrepreneurship at every level. 
For example by creating less structural boundaries of entrepreneurial phases, processes and 
outcomes (Nambisan, 2017). When, by who and where entrepreneurial activities are carried out is 
no longer obvious (ibid). For instance, information and communication technologies (ICTs), 
creates possibilities for knowledge and idea sharing between countries, industries and people who 
otherwise might never have interacted (Tarik et al., 2020). Similarly, technological architecture, 
platforms, and digital resources are built accessible and with modifiable structures, such as through 
application programming interface (APIs), with possibilities for external actors to further build 
upon (e.g. their own service or attach a service application to an existing service) (Nambisan et al., 
2019). 

The burst of new technologies; such as 3D printing, AI, Internet of Things (IoTs), cloud 
computing, digital platform modularisation, social media, data analytics and digital artifacts 
(Nambisan, 2017), are all in all disrupting the traditional ways of creating business (Hervé et al., 
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2020). In comparison, earlier technology contributions in these fields have foremost been about 
improving existing business processes and ways of doing things, but not the delivery or product 
itself (Kodama and Shibata, 2017). Current technologies are instead embedded in the actual 
offerings themselves, or are the architectural base which the products and services are delivered 
upon (Porter and Heppelman, 2014).  

When using the same technology and/or ICTs, entrepreneurs end up with different outcomes 
(Nambisan, 2017). More so, processes, product and service can continue to be developed after they 
have been introduced to the market (ibid). For example, through introducing non-traditional actors, 
such as end customers (Hervé et al., 2020), into the value creation processes after market 
implementation (Garud et al., 2008). This is no longer remarkable but something regularly seen in 
digital environments. For example, with the use of crowdsourcing3 and even crowdfunding 
(Nambisan et al., 2019). Hence, utilizing new technology enables innovation and new business 
creation, regardless of how frequently used the technology is, as it results in different outcomes 
and processes by effectively involving new means and resources (Linton and Solomon, 2017). It 
is a source of competitive advantage for multiple new players and entrepreneurs in the economy 
worldwide (Adeyemi, 2019).  

Yet, the technological advancement is causing uncertainty of the future (Oliver and Parrett, 2018). 
Sceptics argue that technology will widen social inequalities and wage gaps (Prodanov, 2018). 
Their concerns are that human labour will be replaced by technology, leaving people without a job 
and making those skills and knowledge redundant (Butler-Adam, 2018). Furthermore, IoTs, smart 
devices, and cloud computing and other emerging technologies depend on data in large amounts 
in order to deliver at the effective speed that is nowadays expected (Oussous et al., 2018). Ergo, 
ethical issues related to data transparency, security and reliability are distressed (Brusconi and 
Vaccaro, 2017) in concern of the possibilities of data manipulation, regulation and sharing, that 
have not earlier been as present as within this current technological development (Schwab, 2018). 

Optimists argue differently. The opportunities of facilitating innovative system solutions in line 
with the technical development is needed to strategically adapt and make use of the technology 
shift, so that it falls in line with existing goals of increasing social needs and wants (Morrar et al., 
2017). Emerging markets need to capture this technological advancement and engage in innovative 
uses of it. As such, this technological advancement can create opportunities for emerging markets 
to compete in the economy of the future along with new jobs, productivity, sectors and tasks 
created (World Bank Development Report, 2019). The importance of social entrepreneurs’ role in 
technology innovation becomes more evident as ever (Prodanov, 2018). 

 

2.2.1 Technology Innovation in Social Enterprises in Deprived 
Communities 

Technology has not always had an obvious role in social entrepreneurship (Mulloth et al., 2016 as 
cited in Adeyemi, 2019). However, as technology is advancing and vastly being used, it has been 
adopted by social entrepreneurs too (Chou, 2018). It is already being made aware that making use 
of new technology and addressing social issues has the ability to create sustainably prosperous 
societies (UNCTAD, 2018). African women and youth entrepreneurs are for example using 
technological innovations and social innovations, driving social and economic development in 
Africa (Urama and Acheampong, 2013). On that account, Africa has seen advancements in social 
and economic growth over the last two decades, where technology and social innovations have 

                                                
3 Crowdsourcing is taking a function and sourcing (often outsourcing) it to a network of people (often in the form of 
an open call) (Kietzmann, 2016). 
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played their part in the development (ibid). However, for social enterprises the core goal is still to 
solve social problems, and not about introducing the newest advanced technology (Van der Have 
and Rubalcaba, 2016). The technology must instead be adapted to the local situation, ecosystem 
and market beneficiaries to create positive social change (Damani and Sardeshpande, 2015). How 
to create the maximum desired outcome depends firstly on the targeted users’ ability to understand 
and adopt the technology innovation correctly, hence this must be taken into account when creating 
and implementing the solution (ibid). Engaging the end users in development, ideation, and 
delivery, can provide community acceptance and make sure the product/service is adapted to the 
local environment (Caroli et al., 2018; Nambisan et al., 2019). ICTs enables such innovative 
relationships (Gardner et al., 2007). 

 
Technology has further been acknowledged as a supportive tool when tackling common challenges 
for social entrepreneurs (Ahuja and Chan, 2016) such as: 

- ICTs such as social media, can support idea and knowledge sharing and also strengthen 
weak relationships, both internal and external (ibid). 

- Social entrepreneurship skills are diffused through digitally accessible and affordable 
learning tools for education purposes (Tarik et al., 2020). 

- New technologies can deliver services more effectively (Murray et al., 2010 as cited in 
Tarik et al., 2020). 

 
Yet, as social entrepreneurs are challenging industries, firms and other large stakeholders by using 
non-traditional business models, ecosystem relationships and innovation in general, is disrupted 
(Dacin et al., 2011). Due to how technology and how social entrepreneurs are utilizing it in 
innovative ways, traditional businesses (e.g. regular firms, non-social enterprises etc.) are now 
seeking social entrepreneurs and enterprises for guidance in social and financial sustainability as 
well as new techniques (Urama and Acheampong, 2013). 

Further, high tech social innovation can largely change and enhance societies, effectively and 
efficiently (Gupta et al., 2020). Even in remote locations, in a variety of sectors (ibid). Deprived 
communities are no exception. Today’s advanced technologies are revamping social innovation 
ideas, strategies, processes and actions. ICTs and other digital technology are for example enabling 
greater access to resources, networks and relationships, improving the innovative and social 
outcomes and strengthening social capital (Gupta et al., 2020). Social capital is means of creating 
bonds within networks and relationships, including systems and structures (Williams and 
Durrance, 2008). Social capital theory can be applied to community relationships (Coleman, 1988, 
as cited in Williams and Durrance, 2008). Yet, these technologies need to be sustained by social 
and innovative business models that have a complete focus on deprived communities (Urama and 
Acheampong, 2013). Something that the self-sustainable social enterprises can manage (ibid). 

According to real cases and innovation experts (Gupta et al., 2020), the leading factors to consider 
when implementing high tech, social innovations are: how accustomed the community is to 
technology, including certain physical attributes such as internet connectivity, community 
engagement level, the amount of available external marketing support, quality of country 
infrastructure and the consumer willingness to accept the innovation. If done right, introducing 
high tech, innovative solutions to deprived communities has the potential to play a large role in 
the economic growth and empowering large quantities (Gupta et al., 2020). 
 
Despite its importance, there is a lack of theory on how existing social enterprises are utilizing 
high tech for innovative solutions in and for deprived communities. Therefore, the study will 
investigate the following research question: 

How are social entrepreneurs managing new technologies to innovate new business models 
for deprived communities? 
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3  METHODS  
The following chapter provides information on how the primary research and study was done. It 
involves what methods and approaches were used to answer the research question and the aim of 
the study. It provides an explanation of the research design and context as well as describing the 
data collection and analysis which altogether illustrates how the entire research was conducted. 

 
3.1 Research Design 
 

This study uses a multiple-case research design and qualitative research methods. These 
approaches are suitable for explorative and inductive research (Yin, 2009) which is the intent of 
the study as it aims to provide an in-depth analysis of unaddressed research areas in literature. 
Furthermore, qualitative research methods are more open-ended and provide opportunities for 
discoveries (Suddaby et al., 2015; Eisenhardt, 1989) in comparison to quantitative research 
methods, which have a more deductive approach, viz. proving of already existing theories (Bryman 
and Bell, 2011).  
 
Using multiple cases in research is ideal for gathering new information and learnings from 
different sources (Khan and VanWynsberghe, 2008). The multiple-case research is conducted with 
a replication logic approach, seeing if each case confirms interference from the others or not (Yin, 
2009). The case study is as such of comparative nature, providing possibilities to gather critical 
evidence across independent cases to address the literature gap (Khan and VanWynsberghe, 2008). 
 
Using qualitative research methods, for instance for data collection and data analysis purposes in 
multiple-case research allows the researcher to draw conclusions with the entire picture in place 
(Javadian et al., 2020). In other words, it provides the researcher with a rich and robust 
understanding of phenomena (ibid), leading to her being knowledgeable enough to find and extract 
what information is important and/or protruding (Khan and VanWynsberghe, 2008). 
 
Qualitative research methods and comparative studies are considerate of volatile settings and 
environments (Graebner et al., 2021; Eisenhardt, 1989). Due to the explorative nature of 
investigating in, not only entrepreneurial settings but in deprived community environments, these 
methods are further suitable. Entrepreneurship and startup settings are, per say, irregular (Freytag 
and Thurik, 2007; Zahra, 1993). Yet within deprived community environments, they are in pure 
exploratory territory in business research (Azmat and Samartunge, 2009).  
 

3.2 Research Context 
 

This study is primarily focused on social startups targeting users in Southern and Eastern Africa, 
with the majority of the studied startups being situated in Cape Town, South Africa. These 
countries have favourable settings for this research. Sub-Saharan Africa provides a particularly apt 
environment to explore such social entrepreneurial activities. Sub-Sahara holds large amounts of 
deprived communities (Devereux, 2016). Further, due to a historical lack of labour in formal 
sectors, many of the citizens in African cities have solved unemployment through self-employment 
and various off the radar, short term jobs (Haan, 2006). Hence, these areas contain deprived 
communities with large local, entrepreneurial activity.  Further, several foreign social 
entrepreneurs target African deprived communities, striving to solve the type of socioeconomic 
challenges existing there (Santos, 2012). Moreover, up until 2020, Sub-Saharan Africa was 
developing in terms of technology adoption (Danquah and Amankwah-Amoah, 2017) with an 
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economic growth of 2.4% in 2019 (World Bank, 2020). Digitalisation and ICTs have made 
technology and external resources more accessible to Africa (Asongu et al., 2018; Tchamyou et 
al., 2019). Thus likely creating further opportunities for Sub-Saharan countries to further adopt, 
adapt and create high tech innovations. Hence, these places have seemingly adequate opportunities 
for technology interested social enterprises to target, emerge in and be created within and for 
(Riviera-Santos et al., 2015). 
 
South Africa is considered to be one of the least equal countries in the world, having for example 
the bottom 60% of the population yield 7% of the net wealth (World Bank, 2019). Many of the 
excluded masses, e.g. in Cape Town specifically, live in segregated townships, excluded from the 
formal sector and economy not only geographically, but excluded from societal resources and 
obligations (ibid; Flodman Becker, 2004). As the socioeconomic differences are so obvious, 
innovative forces from multiple income areas, informal and formal, national and international are 
created as a reaction to these social issues (Barnard, 2019). Thus, there exists several social 
enterprises targeting users in Cape Town townships (ibid). 
 
Deprived communities in India and Sri Lanka are also representative contexts in this research, as 
one case in the study targets users in India and Sri Lanka. Rural settlements connected to informal 
agriculture and deprived slums are largely common in India (ILO, 2019, found through 
IndexMundi, 2019; Akoteyon et al., 2021). Similarly to the Sub-Saharan contexts, the existence 
of social entrepreneurial business in India is vastly known (Mehrotra and Verma, 2015), as well 
as the socio economic issues that exist in their deprived communities (Das, 1999). Using a case 
study from a completely different context of deprived communities can contribute to more rigorous 
findings, as it clearly shows how social enterprises may come across the same barriers and/or 
enablers, despite entering markets on two different continents (Khan and VanWynsberghe, 2008). 
 
3.3 Sampling and Data Collection 
 

This study investigates thirteen startups that are using high-tech solutions such as AI, platforms 
and immersive technologies, to create both social and commercial impact. The majority of the 
startups were found through the same connections: an incubator company with connections to the 
research supervisor. Others were found through similar connections through KTH. E.g. one was 
found through another sustainable collaboration incubator. All contact was done through email.  
 
All sampling of cases consists only of entrepreneurial, small private businesses who define 
themselves as startups. Yet the age and stages of the startups vary. Entrepreneurial companies are 
convenient firms to study as their young age allows for studies of not only growth but also 
implementation, with accurate learnings of how this is happening rather than what happened 
(Argote, 1999 as cited in Bingham and Eisenhardt, 2011). The entire selection of startups studied 
work within different industries, with different experiences and backgrounds, see Table 1. This 
combined with the fact that they work in different locations or countries, have different types of 
tech solutions and other different prerequisites, yet all match the research area, enables the 
possibility to find themes; influencing factors and similar, that are indifferent of their specific 
situations (George and Bennett, 2005). They have much in common and many differences. This 
creates opportunities to compare a more diverse selection of cases, still within the delimitations of 
selection (ibid). 
 
 
 
 
 
 



 23 

Table 1. Cases 

Cases: InformationVent EntertainmentVent FarmingVent JusticeVent 

Product/Service 
Offer services to support small 

enterprises. Provide social 
inclusion tool for individuals. 

Create local music. Water distribution. Offer legal help to 
small enterprises. 

Mission/vision 

Grow into international 
markets, empower people, 

create formality in informal 
areas. Create ecosystems in 

informal sectors. 

Empower townships. 
Entertainment in 

townships. 

Create possibilities for small 
scale farmers, with high tech 

solutions, releasing user 
from work with watering. 

Solving environmental 
issues of electricity usage 

and over watering. Safety for 
farmers. 

Make law 
advisory 

attainable for 
anyone.  

Starting year *  
Initial idea - April 
2019. Start - Nov. 

2019 
Initial idea - 2016 Initial idea – Feb. 

2020 

No of employees (1-5, 
6+, 10+, 20+) 20+ 10+ 10+ 1-5 

Founders have direct 
experience of (living in) 
deprived communities 

Sort of No No No 

Background   Phd Business administration   

    Exp. from music 
industry   Law School 

Start-up experience Yes Yes Yes   
Business model at start   One sided  One sided   

Target market at start Deprived community Deprived community Foremost deprived 
community 

Deprived 
community 

Key technologies Digital platforms: layered 
modular architecture, clouds Mobile platform, app Solar powered water pump AI 

Tech. situation today In action Failed/non-existent at 
present In action   

Revenue model   relevant in ~1y Existing   

Based Sweden Sweden and South 
Africa Sweden South Africa 

Country - Initial target 
market  Uganda, Rwanda South Africa India, Sri Lanka South Africa 

 
HealthVent WasteMangementVent PrototypeVent LearningVent1 LearningVent2 

Offer companies health data 
savings on employees. Recycle management. 

Manufacturing on 
demand to small 

organisations. 

Digital education 
platform. 

Offer Augmented Reality 
(AR)/Virtual Reality (VR) 
based products to enhance 

pupils learning and 
motivation. 

Increasing awareness of 
employee health and proactively 
making sure they continuously 

are healthy. 

Actively work towards a 
more sustainable South 

Africa in terms of 
environment and 

inclusiveness.  

3D printing for 
socioeconomic 

educational 
development. 

Become a 
supportive 

education tool 
for private 

families and as 
extracurricular 
activity after 

school. 

Reshape education 
landscape through AR and 
VR to improve learning for 

all students. 

Initial idea - 2016. Start - 2019 2014 2014 
Initial idea - 
2016. Start - 

2018 
2018 

1-5 1-5 1-5  6+ 1-5 

Yes Yes Sort of No Yes 

  Education in engineering  Phd Phd in physics MSc in Business 
administration 

    Limited working 
experience 

Experience in 
education, 

engineering 

Limited working 
experience 

  No No No No 
  two sided one sided  one sided one sided  

Both formal and Deprived 
community Deprived community Deprived community Deprived 

community Deprived community 
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Online platform. Algorithm 
driven. Future goal to use 

machine learning. 

Online platform and virtual, 
internal currency (reward 

currency) 

3D printing and 
support systems for 

that. 

Platform, open 
API's. VR and AR 

  In action In action In action In action 
  Existing Existing Relevant in ~4 y Existing 

Zimbabwe South Africa South Africa Sweden South Africa 
Zimbabwe South Africa South Africa Uganda South Africa 

 
LearningVent3 MicroFinanceVent1 MicroFinanceVent2 MicrofinanceVent3 

Offer support for those 
who want to realise an 

idea. 

Offer credit points and micro 
financing to on demand workers. 

Offer credit points and micro 
financing to users in deprived 

communities. 
Financial.  

Increase sustainability 
thinking and actions in 

South Africa. Both 
environmental and 

social sustainability. 

Support freelancers, entrepreneurs, gig 
economy workers, on demand workers 
with financial support, and judge them 

on new sets of data and many data 
variables, making it possible for them 

to prove paying back even though their 
financial history is not ok according to 

traditional credit scores. 

Support informal business and 
private users with financial support, 
and judge them on new sets of data 
and many data variables, making it 
possible for them to prove paying 
back even though their financial 

history is not ok according to 
traditional credit scores. 

Provide accessible financial 
services in townships. 

Initial idea somewhere 
between 2014 - 2016. 
Start 2016, taking a 

new turn 2020 

Initial idea - July 2019. Start - June 
2020 

Initial idea - April 2019. Start - May 
2020 2016 

1-5 10+ 1-5 6+ 

 Yes Yes Yes 

Business administration     MBA 
Limited working 

experience     Experience from banking and 
corporate finance 

No No   No 
One sided One sided   One sided  

Deprived community Both deprived community and formal Deprived community  Deprived community 

Online platform AI and automated algorithms Machine learning Digitalising payment systems 
through app 

  In the making In the making  Failed 
  Not relevant yet Not relevant yet  Existing 

South Africa South Africa South Africa South Africa 
South Africa South Africa South Africa, Lesotho, Zimbabwe South Africa 

*blank cells = for anonymity or unknown. 

Qualitative data was collected from several different sources. The most considerable data source 
was interviews (Yin, 2009), where all involved startups were interviewed at least once, most often 
with a founder of the startup. Other data used is online open documentation, such as information 
on company websites and pitch portfolios (for the South-African based start-ups). Using multiple 
sources of data was used both to discover new data but foremost for validity of material and 
striving to perceive a broader picture of the startups (Saunders et al., 2015). For the same reasons, 
a semi-structured interview with an employee at a corporate venture and innovation incubator 
program who has much experience with social entrepreneurs in Southern Africa was conducted. 
Obtaining data from different sources, internally and externally enables triangulated - rich and 
robust understanding of the research phenomena (Javadian et al., 2020). 
 
The interviews followed a semi structured interview guide, see Appendix A, which was based on 
the literature framework (Cohen and Crabtree, 2006). The interview guide consists of open-ended 
questions to ensure no nuanced information was excluded (Saunders et al, 2015). This guide was 
continuously iterated during the interviews as more interesting takes appeared, such as new themes 
and /or directions (Bryman and Bell, 2011). As parts of the data analysis took place at the same 
time as the data collection, the guide was also somewhat adjusted on account of new insights from 
the analysis too (ibid). 
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The interviews lasted around 70 minutes, see Table 2. Several of the interviews were held virtually, 
as online video and audio meetings (one without video due to bad connection). This was in concern 
to the ongoing quarantine restrictions due to the COVID-19 pandemic and also in concern to some 
respondents being situated in other locations. All interviews were recorded and transcribed to have 
all raw data saved and to not need to rely singularly on memory and short notes from the interviews 
(Yin, 2009). With the raw data, important findings could be extracted in the form of quotes see 
Figure 1.  

Table 2. Interviews 
 

Case Interviews* Interviewee/position 
at startup Time 

InformationVent 2020: 1 interview Founder 52 minutes 

EntertainmentVent 2020: 2 interviews 
Employee  75 minutes 

CEO 43 minutes 
FarmingVent 2020: 1interview Employee 59 minutes 
JusticeVent 2021: 1interview Founder 135 minutes 
HealthVent 2021: 1interview Founder 91 minutes 

WasteMangementVent 2020: 1interview Founder 89 minutes 
PrototypeVent 2019: 1interview Founder 71 minutes 
LearningVent1 2020: 1interview Founder 79 minutes 

LearningVent2 2019: 3 interviews 
Founder 52 minutes 
Founder 91 minutes 
Founder 66 minutes 

LearningVent3 2020: 1 interview Founder 54 minutes 
MicroFinanceVent1 2021: 1interview Founder 83 minutes 
MicroFinanceVent2 2021: 1interview Founder 58 minutes 
MicrofinanceVent3 2019: 1 interview Founder 78 minutes 

Employee at corporate 
venture 2020: 1 interview Employee 48 minutes 

 
* in depth interviews, lasting around 70 hours. All interviews were recorded and transcribed. 

 

 
Figure 1. MIRO  

1st order coding representation. To see snapshots from the presentation, see Appendix B. 
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3.4 Data Analysis 
 

The data analysis consists of constructed cross-case analysis (Eisenhardt, 1989). The cross-case 
analyses are used to find similarities and differences between the cases. This way, accurate 
sophisticated understandings of the phenomena framed by the research could be reached in a 
reliable way (Eisenhardt, 1989). 
  
The cases were analysed on different themes and from different perspectives. All cases were 
treated separately at first, for every theme, which aggregates findings across all cases (Yin, 2009). 
This was done with tables to visualize the findings (Yin, 2009). When these were done, the cases 
could be studied cross-sectionally, comparing the answers on every single theme between the 
different cases, finding similarities and differences (Yin, 2009).  
  
Since these themes became the essential outline of what the study came to identify as findings, 
these had to be carefully chosen in concern of the aim of the study and in concern of the theoretical 
framework. As such, it made sure that the evaluation of the case analysis has validity, which further 
strengthens the integrity of the conclusions generated through this analysis (Bryman and Bell, 
2011). In other words, since both findings and conclusions are based on the chosen themes, these 
must be in line with the study’s aim and relevant literature.  
  
Furthermore, as the study is of exploratory nature, new findings were of importance to not miss or 
overlook (Yin, 2009). Hence, a great data collection analysis was conducted, to identify what 
themes could be at play. Additionally, searching for findings or relevant information outside the 
scope of the literature, is a tactic to stay away from information-processing biases which otherwise 
can unintentionally occur when the researcher needs to take earlier realized information in account 
(Eisenhardt, 1989). In general, using different perspectives to analyse and look over data is a good 
way to counteract biases (ibid).  
  
The first set of themes were chosen through pattern matching. Pattern matching is a technique to 
compare empirically based patterns with independent and/or dependent variables of the study; that 
is, predicted patterns (Yin, 2009). For this study, it implies comparing the data collection to the 
research question (dependent variable) and to the literature framework (independent variable). The 
dependent variable themes were directly derived from the study and sampling criteria. For 
example, since a criterion for the sampling was for-profit companies, a theme was “revenue 
model”. The independent variable themes were derived from the literature framework, by 
comparing a literature mapping, see Figure 2, and a visualisation of the first set coding of the data 
collection, see Figure 1. Visualising literature through representations provides an overview of 
relationships and network structure of research topics and mapping a research area (Fellnhofer, 
2019). This way, gaps in literature were more easily found, i.e. when linked relationships were 
unconnected.  
 
By comparing these representations, themes could be identified by identifying if any or several of 
the cases matched or differed from variables in the literature mapping, hence trying to match 
patterns (Yin, 2009). 
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Figure 2. Literature Mapping 
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 The exploratory themes were also derived through the MIRO representation. These were 2nd 
order coded by clustering together 1st order findings. This was done by discussing the first order 
findings together with the supervisor, acknowledging what data was surprising, and not 
recognizable from the literature. These were derived into themes for the cross-case analysis, in 
order to (try to) identify every case’s perspective on the theme and ultimately what similarities and 
differences were found in concern of this theme. This way, all evidence from data could be 
collected (Yin, 2009).  
  
Creating the cross case analysis was an iterative process (Eisenhardt, 1989) where the most 
important perspectives in respect to the research question were selected. The table shows how the 
different cases have handled their technology, their business models and their targeted market from 
different angle points see Table 3. For example, technology is identified as an affecting factor 
when it comes to engaging the users in the startup activities, either in activities such as product 
development or when it comes to making the user understand and accept the product/service more. 
For instance, gratification capabilities is a technique using incentives, e.g. entertainment, rewards 
and games, for the user to continue to be engaged. Moreover, it seems as if all cases have different 
methods to engage stakeholders in the entrepreneurial activities, either through interaction, 
involvement or accommodation, i.e. modifying functions to the stakeholders preferences. 
Similarly, technology is identified as important when it comes to company growth and possibilities 
to scale. It affects all the more in what way and in what markets the business tends to grow in; 
where strategies of scaling elsewhere than similar deprived communities was a reoccurring show. 
Taking a go at business in formal markets, i.e. rather more established markets and pretty much 
the opposite of deprived communities, was seen to both be acceptable and welcomed but also 
desirable and yearned for. Many saw the opportunities of bridging the deprived community(ies) 
with formal markets. Hence, the deprived community(ies) would become more inclusive with their 
society and formal economies.  
 

Table 3. Cross case analysis 
 

Cases: InformationVe
nt 

EntertainmentVe
nt 

FarmingVe
nt JusticeVent HealthVent WasteMangementVe

nt 

Technology role 
in the business Central  Side part Central  Central Hybrid Side part  

Purpose of key 
Technologies¹ Cause Cause Cause Cause Means Means 

Technology 
development 

strategies  

Primary, rigid, 
slow Secondary, fast Primary, 

rigid, slow 
Primary, rigid, 

slow 
Secondary, 

slow Secondary 

Platform usage 

yes yes no yes yes yes 

Core tech Core tech   Accessibility. 
Availability 

Customer 
relationship. 
Accessibility 

Core tech 

Adaption of 
technology (for 
who or why) 

Users in 
deprived 

communities 

Users in deprived 
communities 

Users in 
deprived 

communities 

Users in 
deprived 

communities 

Time to 
market and 

resource 
scarcity 

Partners 
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Adaption of 
technology 

(what) 

Minimum data 
usage needed 

Customization. 
Minimum data 
usage needed 

Mobile 

Customization. 
Communication 

adaptation 
depending on 

segment  

Content 
adaption Content adaption 

Target market 
for revenue and 

price model 
Formal market 

Formal market and 
deprived 

communities 
Indifferent Formal market Formal 

market Formal market 

BM complexity 
level  High Medium Low High Medium High 

BM 
interdependenci

es 

Between 
different types 

of users 

Between different 
activities/functions  None 

Between 
different 

activities/functio
ns  

Between 
partners 

Between partners and 
users 

Competition in 
current targeted 

market 

Low (both direct 
and indirect) 

Low (both direct 
and indirect) 

Low (both 
direct and 
indirect) 

Low (both direct 
and indirect) 

Low (both 
direct and 
indirect) 

Low (both direct and 
indirect) 

Competition in 
similar markets 

globally 
Low  Low  Low  Low  Low  Low  

Competition in 
formal markets 

Directly low. 
Indirectly high 

Directly low. 
Indirectly high 

Directly low. 
Indirectly 

high 

Directly low. 
Indirectly high 

Directly low. 
Indirectly 

high 

Directly low. 
Indirectly high 

User 
(Stakeholder) 
engagement 

strategy  

Interaction, 
accommodation 

Involvement, 
accommodation 

Interaction, 
involvement 

Interaction, 
accommodation Interaction Involvement, 

accommodation 

Local partners. 
User privacy.  

Events. Training 
local 

Training 
local. Demo 

location 

Local partners. 
User privacy.  

Feedback 
loops Training local 

Technology role 
in user 

(stakeholder) 
engagement 

Enabler  Enabler  

N/A 

Enabler Enabler Enabler 

Data integrity. 
Personalisation Personalisation Data integrity. 

Personalisation  

Personalisatio
n. 

Transparency. 
Extra content 
possibilities 

Gratification 
capabilities 

Scaling strategy 
type  

Foremost 
deprived 

communities 

Deprived 
communities and 
formal markets 

Anywhere 
Deprived 

communities and 
formal markets 

Anywhere 
Deprived 

communities and 
formal markets 

Technology role 
in scaling  

Enabler Enabler 
N/A 

Enabler 
N/A 

Enabler 

Automatic Semi-automatic Semi-automatic Supportive 

 
PrototypeVe

nt 
LearningVent

1 LearningVent2 LearningVent
3 

MicroFinanceVen
t1 

MicroFinanceVen
t2 

MicrofinanceVen
t3 

Central Central Central Hybrid Hybrid Hybrid Side part 

Cause Cause Means Means Means Cause Means 
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Off the shelf, 
secondary 

Primary, trial 
and error, slow 

Trial and error, 
slow Secondary Primary, rigid, slow Primary, rigid, slow Off the shelf, 

secondary 

no yes no yes yes yes no 

  Core tech   Core tech 
Customer 

relationship. 
Availability. 

Accessibility   

Users 

Partners and 
users in 
deprived 

communities 

Users in deprived 
communities Partners Users in deprived 

communities Resource scarcity Users in deprived 
communities 

Tailor the 
offering  

Technology 
architecture, 

content 
adaption. 

Minimum data 
usage needed. 

Minimum 
resource 

expectancy of 
users 

Minimum 
resource 

expectancy of 
users 

Content 
adaption 

Customization. 
Training on other 

data sets 

Training on other 
data sets 

Fail due to 
resource 

expectancy of 
users 

Deprived 
communities Indifferent Formal market Formal market Deprived 

communities 
Deprived 

communities 
Deprived 

communities 

Low Medium High Low Medium Low High 

Only 
dependencies 

Between 
partners 

Between 
different 

activities/functio
ns  

With partners Somewhat user 
dependent 

Users are 
somewhat 

dependent on each 
other 

Users are 
dependent on each 

other 

Low (both 
direct and 
indirect) 

Low (both 
direct and 
indirect) 

Low (both direct 
and indirect) 

Low (both 
direct and 
indirect) 

Low (both direct 
and indirect) 

Low (both direct 
and indirect) 

Low (both direct 
and indirect) 

Low  High indirect 
competition Low Low High indirect 

competition 
High indirect 
competition 

High indirect 
competition 

High High Directly low. 
Indirectly high High Directly low. 

Indirectly high 
Directly low. 

Indirectly high 
Directly low. 

Indirectly high 

Interaction Interaction Interaction Interaction, 
involvement 

Interaction, 
involvement Accommodation Involvement  

Local 
partners. Have 
consultation 

hours 

Feedback 
loops Local partners 

Events. Demo 
location. Close 
relationships 

with users 

 Demo location. 
Close relationships 

with users.  
  

Training local. 
Close relationships 
with users. Demo 

location. 

Barrier Enabler Enabler 

N/A 

Enabler Enabler Barrier 

Making it 
complex  

Gratification 
capabilities  

Gratification 
capabilities 

Data integrity. 
Extra content 
possibilities 

Personalisation Making it complex  

Anywhere 
Foremost 
deprived 

communities 

Deprived 
communities Anywhere Anywhere Deprived 

communities 
Deprived 

communities 
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Barrier Enabler Barrier Enabler Enabler Enabler Enabler 

Cumbersome Semi-
automatic Cumbersome Supportive Semi-automatic Semi-automatic Supportive 

 
1 These social entrepreneurial companies use high technology to achieve social impact goals (means), and/or that the actual goal 
of the social impact they seek, is to implement a technological advancement within the community (cause). 
 
In the case of the business model and market perspectives, for several cases it was complex in 
consideration of both targeting different types of users in different markets, but also to manage a 
revenue model without the products/services being non-affordable for the consumers in the 
deprived communities, for example by finding innovative revenue models through formal markets. 
Other functions and activities within the business model also had interdependencies for some 
cases’ model to work. For example, that the technology development is dependent on a growing 
customer base which only happens if their technology is developed enough to be used. Most often 
the cases had interdependencies between different stakeholders, which increased the complexity 
of their business model as multiple stakeholders had to “do their part” in order for the model to 
function correctly and satisfy all stakeholders.  
 
Through the finalized cross case analysis, see Table 3, similarities and differences between the 
cases were discovered representatively. Similarly, when analysing the cross case table by looking 
at, and connecting the different themes, relationships between the themes emerged when seeing if 
cases had similar results on these themes. Hence, seeing if they were related or not. The literature 
framework was always in mind; if the cross-case analyses were challenging theory or emerging 
into something novel. This in-depth analysis is presented in two different tables, see Table 4. and 
Table 5. 
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4  RESULTS  
The findings are divided into two different groups of aspects: 

 
The first group of aspects, managing the technology process, describes how the startups handle 
the different stages of applying the technology into the business model, business per say and 
specific markets of deprived communities. This group of aspects includes the strategies the startups 
are using to implement and making the technologies utilized.  
 
The second group of aspects, adapting the technology and technology usage, describes the 
startups’ management of the technologies, i.e. looking at how the startups apply and make the 
technology attractive to people in deprived communities.  
 
Hence, the findings present how social entrepreneurs can manage new technologies both from a 
process and a technical perspective. 
 

 
4.1 Managing the Technology Process 
 

In terms of managing the technology process, four specific approaches were found, see Table 4. 
One finding was that technology as an impact to empower people in deprived communities and to 
engage them in formal markets, was realised. Further, when it comes to the technology 
development both in initial implementation and growth, findings show how the startups use their 
technology effectively. Both growth in the amount of customer and growth of the company were 
affected by the startups’ ways of using their technologies. These are further presented individually 
in following subchapters.  
 

Table 4. First four set of findings 
 

Type Technology as a 
cause 

Implementation 
readiness  

Technology 
development strategy 

Scaling through 
technology 

Definition Introducing the 
community to formal 
market by introducing 
technology. 

Preparing for the 
implementation of 
technology in the 
deprived community, in 
terms of the lack of 
technology understanding 
but also in how it will 
disrupt current 
institutional logics.  

The company needs to 
focus resources on 
technology 
development. However, 
different approaches are 
used to manage 
technology, while also 
needing to grow their 
customer numbers.  

Technology 
creates 
opportunities for a 
business to scale. 

Examples • Introducing these 
deprived communities 
as potential customers 
to their tech savvy 
partners 

• International offices 
instead of local offices are 
more prone to understand 
the potential of new 
technologies. 

• The startups choose to 
either rapidly develop 
the technology or slowly 
until the tech is mature 
and rigorous, in 
consideration of speed 
to market and/or 
availability of tech 
competence and 
developers.  

• Technical 
transparency is a 
potential tool for 
the high tech 
entrepreneurs to 
develop the 
technology and 
the business 
opportunities that 
come with it. 

 • Startups discover 
similar key issues in 
different markets in 
the formal sectors, that 
their technical 

• When introducing high 
tech business in these 
communities, it is 
important to make sure 
that the business model 

• The companies either 
first focus on market 
growth, and building a 
customer base and then 
the development of the 

• Open innovation 
is a potential tool 
for the social 
entrepreneurs to 
scale technology 
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product/service also 
solves 

minimizes any risks of 
replacing any already 
established businesses or 
similar.  

product/service and 
technology, or the other 
way around. 

or the 
product/service. 

 • These social 
entrepreneurial 
companies use high 
technology to achieve 
social impact goals, 
and/or that the actual 
goal of the social 
impact they seek, is to 
implement a 
technological 
advancement within 
the community 

• People in deprived 
markets view high tech as 
potentially reducing job 
opportunities. 

• Using off the shelves 
technologies is a viable 
solution. 

• The technology 
selected needs to 
be scalable, or at 
least possible to 
drastically 
redesign or 
develop, for the 
company to scale 
up. 

 • Social entrepreneurs 
are either using high 
tech to increment and 
adapt or disrupt 

• People in deprived 
markets have a distrust in 
private companies’ 
intentions and as a 
consequence for instance, 
data collection is viewed 
with scepticism. 

  

  • Tech competence is rare 
in deprived communities. 

  

  • For high tech startups, a 
barrier is to find local 
employees and enter the 
market because there is a 
lack of technology 
knowledge in these areas. 

  

Why 
important 

Empowerment of 
community 

Community acceptance Growth strategy and for 
technology to not fail 

Company growth 

 

4.1.1 Technology is Not Just a Means but the Cause 

Some of the startups do not only utilize technology to succeed with creating a fruitful business 
model in deprived communities but see it as part of the social impact they wish to achieve in their 
targeted deprived community. They believe that technology development in the community will 
empower the people and they want to contribute by utilizing the people with technological tools, 
products and services. LearningVent2 expressed how they see themselves playing a large role in 
the technological development in Africa: 

“I think our role [in the African society as a small business] is to open up the industry” - 
LearningVent2 
 
Several of the startups target both deprived communities and other markets at the same time. Some 
of these startups do not differentiate between customer segments, meaning they do not differentiate 
if their customers are part of a deprived community or not, see Table 3. The other startups do 
differentiate these customer segments, and deliver different offerings dependent on market and 
customer. These last mentioned startups, often only have revenue streams from formal markets 
and have free offerings for the targeted users in the deprived community, see Table 3. It was by 
some of these expressed that having offerings in formal markets, was first and foremost for revenue 
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purposes. One respondent described that this was part of their idea to engage deprived communities 
into the formal market.  

Through the interviews with the respondents from these startups, who target multiple market 
segments, it became apparent that their technology plays an important role in the startups’ ability 
to adapt their offering to the different segments. For example, JusticeVent, who delivers three 
different offerings, to three different target groups, by utilizing the same AI. They adapt the AI 
algorithms to carry out different functions.  

FarmingVent however managed targeting multiple markets without technology adaption. The 
respondent said that they could sell their product to multiple customer segments by having so 
rigour, reliable and affordable technology that it was desirable by a multitude of different 
customers. 

4.1.2 Customer Understanding of How the Technology and Offering 
Works is Important to Handle at Implementation 
 

A multitude of respondents expressed a shortage of engineers and developers in their targeted 
markets. Continuously, also a lack of general engineering and computer science knowledge and 
understanding in the segregated areas. MicroFinanceVent2 expressed this as especially difficult 
when they do not have the financial means to give that employee salary: 
 
“In South Africa especially, there are still a very limited number of machine learning engineers. 
So the challenge was finding a machine learning engineer or data scientist that will work for free 
on a potentially highly scalable project. “– MicroFinanceVent2 
 
It was expressed further as a barrier of entry. A respondent explained how difficult 
commercializing their product was, when the customers do not understand the technology behind 
it: 

“The top [challenge] is awareness in education. That is, I think, the big for us. It’s awareness on 
technology in general, and then what technology means for consumers, and what it means for 
small business. And that takes up a lot of time in explaining firstly what the technology is.” - 
PrototypeVent 
 
Some of the respondents insinuated that people in deprived communities commonly have a distrust 
in private companies’ intentions. It was either expressed as fear or a belief that businesses utilize 
the existing social inequality for their own good. One respondent explained that in their targeted 
deprived communities, she believed the people distrust the outcomes of the business or believe the 
startup’s intentions are to save them: 

“I think many townships have a lot of prejudice about when you enter the community as a 
company. Like here they come again and think they’re saving us or they believe they won’t see 
anything happening.” - EntertainmentVent 

As a consequence of this distrust, it creates challenges for the startups who expressed their any 
form of co-dependency on the users. For example, data collection or product/services without 
instant gratification, i.e. product/services that provide results after some time. For instance, 
JusticeVent and MicroFinanceVent2 need customers to use their service to train their AI 
algorithms. For both these startups, the user must interact with the AI before the customer’s wanted 
outcome is given, i.e. correct legal advice and loan approval.  The respondent from 
MicroFianceVent2 said: 
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A lot of them are in disbelief. Some think it's a scam. In the beginning, one of the first things we’ll 
do is do a verification check where the user has to provide their ID and a selfie holding their ID. 
And we’ve had a lot of concerns where users assume if we don't have a branch, then we must be 
con artists of some sort. So it's almost disbelief.” - MiroFinanceVent2 

One startup even discussed that these community people further view high tech as potentially 
reducing job opportunities. They are scared that technology will substitute their jobs. But also their 
ways of doing things: 

"In most developing countries, technology is seen as a replacement for the people doing the job." 
- LearningVent2 
 
The startup continuously explained how problematic this was for them. Both in terms of 
stakeholder willingness and how it affects their service: 
 
“Teachers see technology as a replacement for them. So the teachers would opt to unionizing, to 
fight against the technology itself coming into the classroom.” - LearningVent2 
 
“One, the teacher is very reluctant to use technology. [...] So when you speak to people about it, 
they are somehow reluctant to engage beyond. [...] And it affects how we do our service, because 
we don’t get absolute data that we need.” - LearningVent2 
 
It was although discovered through some respondents that enablers of entry and customer interest 
were to adapt to the norms, ways and informal systems that exist in the deprived communities. 
One respondent explained how she had infiltrated these informal systems and obliged to the 
community norms, for her business to become accepted:  
 
“So then I went to [the] mall, there’s a whole lot of informal traders there. And they’re quite 
organized, you see. And that’s what in fact really made me realize. It’s very organized. There’s a 
working committee in that environment, so if someone misbehaves, they have to go to the working 
committee, and the working committee would pressurize this person to behave properly. And so 
that kind of works. I realize that these areas actually had a level of organization [...] And so it 
went.” - MicroFinanceVent3 
 
InformationVent however utilized crowdsourcing through customer interactive technology for the 
product to be adapted correctly to the -very many and complex- community ways, norms and 
informal systems.  
 
According to some startups, when introducing their high technology solutions, they had to 
introduce them carefully and needed to have dialogs with their customers for acceptance. The 
respondent from MicroFinanceVent1 expressed how continuous communication with potential 
customers even worked when they didn’t have their product ready on the market: 
 
“And the second enabler, it’s the proactive approach to customers. We’ve noted that it has created 
trust and a good customer engagement so far, even if we don’t have product. But it’s been good, 
it’s like feedback for us, that being proactive and creating good messaging is very important. [...] 
So that our customers feel like they are part of a community, the product is designed for them 
instead.”	- MicroFinanceVent1 
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4.1.3 Deciding the Technology Development Strategy, Especially in 
Concern of Customer Growth 
 

Several respondents made it clear that the company must both focus heavily on building a 
customer base but also on developing the technology. Further, for some startups it became an 
evaluation of focusing on the two activities one after the other, as both require a lot of resources. 
EntertainmentVent designed an app but had to focus on customer growth instead. Their app 
function and their customer base are supposed to have interdependencies, and they realized they 
needed to start with the customers, as both took up a lot of time and resources. 

“[The app] we have put it on ice at the moment. [...] We realized when we started working with 
the app, that we first needed to educate our market in what we are even doing, before we start 
introducing apps.” - EntertainmentVent 

FarmingVent did the complete opposite. They focused a lot on technology for some years before 
entering and introducing their product to their targeted markets: 

“This development is taking quite a few years, as it has to be as robust.That’s one of our key 
words. It has to be robust. [...] I have to always couple it with the customer experience or user 
friendliness. As I said, that’s why we’ve been working with the robustness. It has to withstand 
weathers and also the design is easy.” - FarmingVent 
 
For both these startups it was evident through the interviews, that developing the technology and 
building a customer base were done one at a time. 

Findings show how a multitude of the startups are using digital technologies have a business model 
that entails synergy effects between technology development and customer growth. The synergy 
effects have to do with either user data, having a business model that relies on a large customer 
base, and/or continuous testing of technology (such as bugs):  

Several of the startups use user data to understand the users' likes, dislikes and behaviours to 
develop the technology further, so that it tailors to the customers. For example, to develop the 
customer-interaction interfaces on their platforms, so that they are used correctly and adapted 
correctly to the users. One respondent described how they had changed their user interactable 
segments of the digital platform through user analysation: 

“We've made our psychometric evaluation. We ask more questions. We also added different 
categories to the platform. We’ve also shifted the build, the idea behind the build of our 
progressive web app. So we've made structural changes to the consumer approach, as well as the 
technological approach.” - MicroFinanceVent2 

They all expressed that this development was, when it comes down to the core, done to increase 
the customers’ acceptance and understanding of the product/service and technology. And such 
work will lead to a growing customer base. One respondent described how they restructured 
sections in their service to increase the number of users who stayed with on their platform. As their 
service requires information from the user, to provide the correct legal advice, the users have to 
interact with an AI first to receive the correct and wanted outcome (legal advice): 

So if it’s the first thing you look at on the website, for instance, the kind of “I accept” when they 
come on, that seems to push a lot more people away. The user flow on the back end of that became 
a lot lower because people are going “oh, well, shit, maybe I can’t trust this actually, and let me 
go search on the internet and see if there’s anything else”. Whereas if we put it right at the end 
and said … or halfway through and said “this is why we need to do it, are you still fine to 
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continue?” Then people went “okay, yeah, that’s fantastic”. From a behavioral perspective we 
understand why that is, but it still was interesting to gauge.” - JusticeVent 

 Further, obtaining many customers was especially expressed as important for the technology 
development by the respondents form the AI-using startups. They all explained that they train their 
algorithms on user data and hence they are in need of large amounts of it. However, in order to get 
more users, they need a fully functioning algorithm to be able to provide the expected service that 
they market.  

One startup has a business model that is based on having a large customer base. However, they 
need to have their technology and offering in place to be able to offer their service to a customer. 
Lastly, several of the startups use customer usage data as a continuous rapid development strategy 
of the technology, solving minor issues that appear along the way, such as bugs for example. The 
more users, the more issues can be found and solved. In exchange, the product offering becomes 
much more rigid and attractive to customers/end-users.  

A respondent from a startup, not using AI expressed the same issue. However, for them it was 
rather due to the business model design, being based on having a large customer base. Yet, they 
need to have their technology in place to be able to offer their service to their customers: 

“What we may have challenges with, is getting the users to be active and stay, because when we 
started with [one customer segment], we did not have [another customer segment]. And it is the 
[customer interdependencies] that makes it really useful for the user. [...] But since we have a 
platform technology that must work for both [customer segments] there are many pieces that must 
be played for this push-pull effect to be desired. So it's important to try to stick to the key features 
as much as possible, and for quite some time, to really get to that point. - InformationVent 

InformationVent solved this through time, and making sure the key features of their service 
worked. Some of the AI using startups used for example alpha and/or beta testing to receive enough 
user data to start creating their service. However, they too all insinuated that this issue needed 
time. 

Some of the startups use customer usage as feedback loops and as a continuous rapid development 
strategy of the technology. This entails solving minor issues that appear along the way, for example 
bugs. The more users they had, the more issues could be found and solved. LearningVent1 
explained how they work in small iterative development circles, testing with users, and adjusting 
afterwards: 

You kind of need to make a lot of mistakes along the way, to learn and improve. I mean, we’ve 
been continuously testing with users and so on. So we’ve been getting continuous feedback on how 
we can get better. And I don’t think you can just decide on doing one way, then just do it. I think 
you have to kind of test yourself. Especially when it is a market that is a little bit unknown. There 
isn’t really any research on tech business-to-consumer products in this market. There’s very little 
that we can base it on. So we can basically just try ourselves” - LearningVent1 
 

Regarding pure technology strategy, one startup, in the spirit of utilizing local resources, promoted 
junior developers from the neighbourhood to create the basis of the technology. With fast 
prototyping in mind and that the technology was a side part operation, the startup created a not-
so-rigid tech product. Unfortunately, the tech was not rigid enough to cope with continuous 
changes that needed to be done to adapt and refine the technology. This side product was put on 
hold as it took too much time and resources which were needed to grow the customer base.  
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4.1.4 Technology is an Enabler to Scale Up 

Respondents from almost all startups utilizing digital technology, insinuated that their technology 
enables scaling of the business. Four startups expressed how their digital technology makes scaling 
possible cost-effectively and easier to handle large numbers of users, without needing to invest in 
a lot more resources: 

“The enabler [with AI technology] would be scale. We can scale and reach a large number of 
users, customers, with a very small team.” - MicroFinanceVent2 
 
“To be able to grow quickly and cost-effectively, it is clearly valuable to use cloud services and 
platform services.” - InformationVent 
 
“And the good thing about technology is, you know, if you’re gonna deliver books, you need to 
make copies of books and it costs money for material and production, and so on. But technology, 
once you’ve created it, somehow it’s basically free to copy to any scale. As many as you can. So, 
I mean, that’s the win of technology. As long as people have the device, then you can basically 
make anything accessible to them. So scalability and that’s because of the increasing use of 
smartphones”. - LearningVent1 

“For maybe 300 [users]. [...] So that's the advantage of using online. We can literally charge 
close to nothing”. - HealthVent 

One startup has a collaborative approach to doing business and utilises technical transparency for 
both collaboration effectiveness with their partners but also because they want to make use of 
crowdsourcing. It was described as a solution to grow their ecosystem and their digital platform, 
platform content and the size of their product offering. This had only been done at a small scale, 
but the respondent saw potentials of continuous growth through open innovation, collaboration 
and transparency. Open innovation was discussed by another startup but it did not seem utilized.  

According to the employee at a corporate venture who was also interviewed, to solve the core 
problems and needs of targeted customers, the offering has to acknowledge customers’ local 
situation, environment and way of living so that it solves what social issues the startup strive to 
tackle. He expressed that it often means that social entrepreneurs address small and local problems 
and their ideas are not scalable due to the local nisch. Similarly, according to a startup respondent, 
economy of scale is not reachable for any local business, with the poor current state of 
infrastructure of deprived communities. The respondent however continued with expressing how 
digital technology creates the potential of reaching more people, implying those that have 
accessibility to the internet.  
 
Another startup respondent also expressed that their intentions with implementing a digital 
platform is to be able to both grow in customer numbers but also sustain larger numbers of 
customer relationships. They believe that on a larger scale, their product becomes more reachable 
(accessible and available) to more people when it is digitized.  
 
 
4.2 Adapting the Technology and Technology Usage 
 

When deep diving into issues of the startups in relation to the technologies in use, certain elements 
were continuously, yet independently brought up by the respondents. The findings acknowledge 
how technical elements are configured or adapted in order for the potential users in the deprived 
community to accept the business offerings. Yet these factors are also found to be used to enhance 
their business activity. For example, what type of technology they are using to get resources, e.g. 
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open source software. Many of these findings are specific for digital technologies, as can be seen 
in Table 1.  
 
Four specific approaches to adapt technology are presented, see Table 4. These are further 
presented individually in following subchapters.  
 

Table 5. Second four set of findings 
 

Type Minimum data usage Data integrity Personalisation Internet usage 

Definition The product/service 
should require minimum 

amount of data for the 
users from deprived 

communities  

Handling of distrust in 
technology/data usage 

Adapting the 
offering to the 

customers liking 

Digital technology such 
as internet and platforms 
create opportunities for 
local startups to use free 

available accessible 
resources 

Examples • Use light versions of all 
social media 
communication   

• User data privacy 
requires diligence.  

• The business 
offering needs to 
have elements 
that feel familiar 
to the customers 
in the deprived 
markets. 

• Multiple social 
entrepreneurs use 
Youtube, Linkedin 
learnings and other open, 
free and digital 
informative resources for 
self studies, to build their 
business and afford and 
access the competencies 
needed for certain 
operations. 

  • Data usage is an 
expensive cost for people 
living in strained 
financial conditions and 
hence cannot use 
technology that requires 
larger than very small 
amounts of data.  

• People in informal 
markets have a distrust 
in private companies’ 
intentions and as a 
consequence for 
instance, data collection 
is viewed with 
scepticism. 

• AI can use data 
recognition to 
understand how 
to proceed with 
the optimal 
communication 
service for a 
specific 
customer and 
hence 
personalize the 
offering. 

• Crowdsourcing is a 
potential, possible 
solution to create 
accessible resources in 
developing markets. 

  • The technologies must 
be adapted to using 
minimum or no data.   

• Deprived 
communities are 
vulnerable markets and 
lack trust in data 
integrity. Data 
protection and privacy 
becomes important.  

• Immersive 
technologies 
interprets the 
users visual 
surrounding and 
fits the 
experiential 
service to that 
surrounding, 
hence is 
personalizes the 
customer 
experience. 

• Free online resources 
are available to anyone -
with good enough 
internet- such as open 
data and open source 
increases accessibility 
and affordability, and 
disrupts the idea of lack 
of information and tech 
resources in informal 
areas.  

  • When high tech 
solutions are available, 
many extra features are 
unfolded. However, in 
these vulnerable markets 
it is important that the 
tech solutions solve the 
core problem and that 

• Privacy can be built in 
by design and default 

• Web 
technology and 
apps can be 
adaptable and 
configured to the 
customers own 
liking, and hence 
personalized to 

• The AI-using social 
entrepreneurs are finding 
data to train their 
algorithms through other 
ways than through 
customer bases, such as 
publicly available data 
sets and potentially 
lending anonymous 
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extra unnecessary 
features are edited out. 

their specific 
wants and needs. 

customer data from other 
organisations. 

  • People living in 
deprived communities are 
sparse with technical 
resources due to cost. 

• Feedback loops show 
a larger entrust in 
Swedish organisations 
than national 
organisations (incl. 
government) when it 
comes to saving data. 

• By using open 
source software 
modularisation, 
web technology 
can personalize 
the offering 
through 
localization, not 
only in terms of 
language but 
also cultural 
“look-and-
feels”, that suit 
that certain 
locations. 

• The social, high tech 
entrepreneurs can both 
use publicly available 
software programs and 
applications to integrate 
and make use of in the 
product/service or open 
source resources and 
engines as reachable, 
affordable tools to build 
their products with.  

  • Adapting technical 
systems requires a careful 
process of understanding 
customers’ own resource 
accessibility and 
willingness to pay. 

• People in informal 
markets view high tech 
as potentially reducing 
job opportunities. 

• The business 
model needs 
build on a 
closely 
interaction with 
the customers in 
deprived 
markets over 
time to enable 
empowering. 

  

  • Technology needs to be 
tailored to very local 
needs that may hinder 
scaling up to other 
settings. 

• The business offering 
needs to have elements 
that feel familiar to the 
customers in the 
informal markets. 

• Technology 
needs to be 
tailored to very 
local needs that 
may hinder 
scaling up to 
other settings. 

  

  • Adapting digital 
solutions to less data 
usage is difficult but 
needed. 

• Physical prototypes to 
teach customers of 
technology is an 
effective way to 
increase understanding 
and acceptance of the 
business offering. 

    

  • As people in deprived 
communities are sparse 
with where they entrust 
their resources, they are 
more keen on turning 
themselves to offerings 
that are exact in terms of 
what value they want and 
need.  

      

Why 
important 

Consumer willingness User acceptance, 
secureness, reassurance 
and safety of vulnerable 
people 

Consumer 
willingness 

Smart resourcing 
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4.2.1 Solving Issues through Internet Usage 

A multitude of the startups use free educational sites and tend to self learn, instead of hiring 
employees, to manage the different competencies lacking in the startup. A good example of this is 
HealthVent that learned how to create a digital platform himself: 

“There was a technology challenge, right? I knew that I wanted it to be a digital platform. ...I 
wasn’t a computers person. [...] So basically the website that I have and all what I have there is 
basically me doing it now. So that was the other big challenge.” - HealthVent 
 
Many startups have described learning business management through and content creation (such 
as films and virtual environments) and building their own websites through available sites on the 
internet such as Youtube. A respondent from LearningVent2 expressed how they had not have 
come as far as they have without learning through Youtube and LinkedIn: 

 “So I discovered that UCT have a subscription of LinkedIn learning, which has a lot of learning 
tutorials. And also using YouTube. So I would go on YouTube and learn a specific thing, then do 
that. Because the best way for me to learn is to do something practical. So that has been relatively 
easy because of [partner] and the internet. And if that would not exist it would have been ten times 
harder.” - LearningVent2 

Some platform using startups explained that their platforms was built by using online tools and 
services. For example, one startup said theyir core technology is built on Google platforms and 
Google cloud services.  

Furthermore, two startups also explained how they are providing free, online tools and services 
themselves. One of these startups explained how they are creating free online tools for business 
management and education learnings in business management. They are creating these digital tools 
and learning opportunities through their business, to support their targeted users in the deprived 
communities and to empower them. Another startup has created open source software and APIs, 
accessible through the internet, in order for others to make use of their technology. 

“I mean, our platform is open source. All our partners don’t have to open source, don’t have to 
open source their games, but we’re open source, so we’re also kind of … We want to build up a 
community around it. An open-source community. We haven’t gotten that far. [...] I would say 
community people. It’s people who have contacted us because they just found us interesting...” - 
LearningVent 1 
 
Crowdsourcing and crowdfunding through the internet and social media were activities continually 
mentioned by a few different startups. The respondent from InformationVent discussed the 
opportunities and enablers they saw for them, with crowdsourcing: 
 
“Can you crowdsource this [local] information in any way? [...] We realised we had to 
crowdsource the solution in some way. If it’s to be good, if it’s to work for all users, if people are 
to take it to heart too.” - InformationVent 
 
Crowdfunding however was often only mentioned in terms of what they could do, but not actually 
something they have used, apart from one startup who had several crowdfunding videos: 
 
“I mean, what I’ll do after this call is send you a video, a crowdfunding video, and that just 
packages everything. We were trying to look for money to build this online platform, but we’re 
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struggling to seek investment to do it.” - LearningVent3 
 
All of the startups have digitalised traditional functions in their business. For example, almost all 
of the startups use social media platforms for marketing and spreading awareness of their 
existence. In multiple interviews, it was mentioned that the best way to grow in users was to 
“spread the word” and focus on “word-of-mouth”-marketing. Some insinuated that using social 
media, is the new and fairly well known way of marketing in deprived communities. Facebook 
Light and especially WhatsApp were the most commonly mentioned social medias used by the 
startups. 

The AI-using startups specifically, all expressed the scarcity and difficulty of obtaining the user 
data needed to train their algorithms. Several of these startups solved the issue of lacking data 
resources through free available data sets online.  

 

4.2.2 New Technology Has the Potential to Personalize the Customer 
Experience; a Requirement from Their Side 

Another finding is that people in deprived communities are sparse with where they entrust their 
resources. Several of the respondents expressed that their technology solutions make it possible to 
personalize the product/service to the customer therefore increasing its value to the customer.  

One startup realized during initial feedback testing that the personalisation of the offering is 
essential for the offering to accurately work as intended. This was due to the complexity of 
informality in deprived communities that the offering needed to be adapted to. It was also so that 
the customer would understand the product/service, its values and how the digital service platform 
worked: 

“In [African city] you have the [Name] informal settlement. And that’s over 100 000 inhabitants 
and paved streets and how many alleys and … like so much commerce in there. And up until last 
year, according to Google it was just like Sahara, basically. [...] This is where you have [the 
current system]. And this is where we stand out. We also show the individual [on the digital 
platform] how to learn to use it [certain type of information]. And then we complement it with 
what is needed to make it usable. Often the challenge when you then implement this [type of 
information] in [African city], then maybe the areas around don’t have it. And that makes it really 
hard for them to communicate. There is no good way to communicate around this [type of 
information]. Because you don’t have the knowledge about how it works either, so it takes some 
time to cement it.” – InformationVent 

Several of the startups have touched upon the importance of personalisation in order for the 
offering to fully and accurately deliver its value proposition. One startup solves this through 
consultancy hours, i.e. face-to-face meetings with their customers to discuss the desired results 
and value. Yet almost all the other startups adapt their technology to personalise the offering and/or 
customer experience. This is done differently by the startups. The AI using startups all explained 
how they use uses data recognition to understand how to proceed with the optimal service for a 
specific customer. Several of the startups who have platforms and apps, have created customer 
interactive features so that the service adapts after the user’s way of working on the platform.  

One startup has specifically seen how their product is being used in vastly different places, and 
modified in different ways depending on location. The respondent said that this is due to how 
adaptable their digital service is to the user. 
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4.2.3 Through Digital Technology User Data Can be Collected Which 
Leads to the Issue of Data Integrity 

Multiple respondents expressed how user data could support the startup in developing their 
offerings further and modify it better to potential users and customers' liking. One respondent 
explained what type of information her startup is looking at right now: 

“In the beginning we’re mostly interested in statistics when it comes to where do people … where 
do the users get stuck? How is the usage of different games in the application? And so on. That 
kind of information. So that’s where we’re starting. Eventually we might want other types of data, 
just to be able to compare, for example, if children in rural areas or in cities … what are the … 
yeah, other … can we see those kind of differences and what we need to do to improve either the 
product or how to reach different segments” - LearningVent1 

The startups that used AI technologies expressed a need for large amounts of user data for their 
actual product and tech solution to work, since their AI algorithms train and learn through user 
data. These AI using startups further described that is currently a challenge, not having enough 
data to train their algorithms and further use in their products. One startup managed this firstmost 
with test-pilots, potential users who have agreed to let the startup train their algorithms with their 
user data. Yet, all the AI-using startups have tackled this problem also by finding data through 
other channels. One of the startups lends user data from their partner, who has a lot of anonymous 
user data. Others are using online available data sources from different public data sets and open 
access data sources, where different types of data is available for anyone: 

“Access to quality data. That has been our biggest challenge. [...] So we have opted to use the US 
… because … lending the data open, just to try and play around with it and change it into some 
form of feature engineering.” - MicroFinanceVent 1 

“…a proof of concept model. Which, once trained on data from Lending Club, so public data set, 
and it looked at demographic, geographic and a bit of other data variables” -MicroFinanceVent 
2 

Some of the startups expressed how much data they received from each individual user. 
MicrofinanceVent3 described what type of data they receive from their users: 

“If you trade in chicken, if that’s what you do every day, what that income would give you. And 
what your level of profitability is, actually. How much you buy the chicken for, how much you sell 
it for. We know where they are, where they train. We know where they live, we know how long 
they’ve lived there, we know how many children they have, we know if they’re on social grants, 
we have a sense of their banking capabilities ... Yeah, so we do, we get quite a lot of information.” 
– MicroFinanceVent3 

MicroFinanceVent3 further mentioned that the user information belongs to them and not their 
partners. MicroFinanceVent2 described how they utilize what data they can receive in non-
traditional ways. They expressed that since their users in deprived communities have little 
information to provide, they have issues with getting bank accounts and financial security through 
traditional banks: 

“The un-banked typically don't have bank accounts or have dormant bank accounts. So we look 
at non-traditional data points. [...] That includes your social media activity, your geographic 
information, your device, your mobile money.” - MicrofinanceVent2 
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According to two respondents, people in deprived communities are vulnerable people who are not 
especially keen on lending out their personal information. An issue for several startups is that 
potential users are careful with signing up with businesses that require their personal information. 
Some have expressed this as an issue of trusting the company’s intentions and that the user 
information will not be used without the user consent. A respondent discussed how important data 
integrity is: 

“We also knew that personal integrity is very central for people and that it sometimes has been 
abused in civil war and genocide etc. And that we were forced to do everything in our power to 
make sure the user’s safety was always in focus, that the users always had the power to control 
their own data”. - InformationVent 

One startup had however, through their own piloting and feedback loops, received the feedback 
that potential users may use their product/service even though they do not trust them with their 
personal information, because they are in need of the actual service/offering so much that they will 
sign up anyway. The respondent said that this situation made them realise how important it was to 
remember their social goal of empowerment, and not overlook this feedback. 

Another respondent brought up, in consideration of not just data security but persuading trust in 
the community of data integrity, the idea of privacy by design and default. She explained that 
privacy by design and default is a solution where the product/service is designed in a way that data 
privacy is apparent by the way the technology is configured. 

4.2.4 Adapting the Solution so that Minimum Data Usage is Needed 

Findings show that there is a lack of internet connectivity for the targeted markets and that data is 
expensive for the users. Instead of this being a barrier of entry, several of the startups have adapted 
their offerings so they function without data or with minimum data usage. Concepts such as zero-
rated and offline versions are continuously stated by these types of startups. For example: 

“In many of these countries data is expensive, so you want things to work offline as much as 
possible, and not be too big when you download it, and things like that.” - LearningVent1 

All digital-using startups acknowledged this as a large issue that needs to be considered. 
EntertainmentVent explained how their app would be configured to be zero-rated and use an 
absolute minimum amount of data possible for the users: 

“The plan is that a lot will go through this app. Foremost that it should then be zero-rated, that 
you don’t need data to access it. That’s the goal with the app in the future”. - EntertainmentVent 

All the startups market and interact with their present consumers through social media. Multiple 
of the startups have throughout their social media work however realized that social media light 
versions are what work best. A respondent from EntertainmentVent explained what Facebook light 
is and that they adapt their marketing so that it works for offline solutions:  

“Almost all people have access to social media anyway. It’s not always through the phone, its 
sometimes through like some computer. Then it’s, well mainly through Facebook because it’s 
pretty low on data. It is also interesting that it works best, for example when you only write because 
so many use Facebook light. Facebook light means that you don’t need any data to be on 
Facebook, because then you only see text, you can’t see pictures or videos. So you have to adapt 
to that a lot. But most people have access to internet in some way or another.” - EntertainmentVent 

EntertainmentVent and several other startups also mentioned WhatsApp as one of their biggest 
marketing platforms, and how they most often communicate with their customers. It was explained 
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by some respondents that WhatsApp doesn’t take up as much data as for example Instagram. Some 
startups manage minimum data usage through applied solutions through data on off solutions. 
Other startups are designing their technology so that the service requires minimum data usage by 
default, for example JusticeVent: 

“So it’s pushing … it’s a little nudge around it and it actually makes sense because it is low data. 
But it was also a part of how we designed our system. So we’ve intentionally done it so that it’s 
very much non-content heavy, that our delivery mechanism is housed on a separate platform. And 
all it’s doing is pulling on the APK between them from a technology perspective, []… So we’ve 
got pretty much a library on our database, on our local, and it pulls information whenever 
someone wants that from that space as opposed to housing it completely on the app. So… []”. - 
JusticeVent 

Though, all startups work actively to solve their solution to the situation of expensive data for their 
users.  
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5  DISCUSSION AND CONCLUSIONS 
A discussion of the results in comparison to literature, along with the study’s contributions to 
literature are presented in this chapter, followed by the conclusions. 
 
5.1 Discussion 

This study contributes to research in the field of both social entrepreneurship and technology 
innovation. 
 
This study contributes to research within social entrepreneurship as it addresses the management 
of new technology by social enterprises targeting deprived communities. Implementing business 
or any organisational activity in deprived communities is difficult (Mair and Marti, 2009). For 
example, it is expressed how basic infrastructure and institutional voids, are barriers that needs to 
be solved or at least improved before the market is manageable (Ahuja and Chan, 2016; Colovic 
and Schruoffeneger, 2021b). Yet this study shows how companies target these markets 
nevertheless and instead adapt to these barriers. For example, Data is an expensive cost for 
customers in deprived communities according to several of the respondents interviewed. Due to 
this, the startups have adapted technology to need minimum data by the user. This finding is similar 
to what a frugal innovation is. Frugal innovations are solutions created in terms of affordability, 
accessibility and adaptability to a certain situation (Nilsson et al., 2020). Which is comparatively, 
what technology adaptation to minimum data usage is, if data is considered a resource. Frugal 
innovations have a large focus on adapting solutions for resource scarcity (Dencker et al., 2021). 
Hence, speculatively speaking, when the startups have adapted their technologies do that they 
require minimum amount of data from the users, is in this perspective, frugal innovation.  
 
Furthermore, the findings show a lack of technology knowledge in deprived communities. Yet, 
users need to be able to grasp new knowledge and adopt technological skills in order for advanced 
technology to successfully be implemented in deprived communities (Gupta et al., 2020) However, 
this study shows how some of the startups manage, independently of the potential users being 
technically knowledgeable or not. For example, one of the startups using digital technology used 
end-customer crowdsourcing through their customer interactive platform to adapt the offering to 
the customer. This way neither they nor their customers were hindered by any lack of technology 
knowledge.  
 
Overall, consumer willingness is important yet difficult to achieve (Gupta et al., 2020). The 
findings nonetheless show how important it is to adapt the products and services to the each users’ 
liking. It is striking since a common approach to implementing innovation in deprived 
communities is that it is only important that the solutions are create social value for the community 
or users and be affordable (Agnihotri, 2015), i.e. targeting only their needs and not their wants. 
Findings rather show that people living in deprived communities require much more sophisticated 
solutions than this. For example, the findings indicating that personalisation is important for user 
acceptance, insinuates that the targeted users want solutions that are professionally tailored to their 
liking.  
 
This study contributes to research within technology innovation as it addresses technology 
innovation in a new context. Though many technologies were first created and used in established 
markets and developed countries (Ahuja and Chan, 2016), this study shows that many of the 
startups are able to apply innovative business solutions in deprived communities with the use of 
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these new technologies. Further the study presents implications that are specifically due to the 
context of applying technology in deprived communities. Local adaption is needed for products 
and services to be accepted and utilized by the community users (Westley, 2013). The results show 
how the startups adapt to their local contexts and some typical characteristics of people in deprived 
communities. For example, the AI-using startups all expressed a scarcity and difficulty of 
obtaining the user data needed to train their algorithms. They expressed that there exists little data 
on people in deprived communities. Further that the people are not especially keen on lending out 
their personal information. This is not peculiar as they are excluded from social security nets that 
would support a person if their personal information is misused (Gerard et al., 2020). This finding 
exemplifies how technology entrepreneurs need to adapt when targeting deprived communities. 
 
Technology is challenging traditional ways of doing business (Hervé et al, 2020). The findings 
show that this is no different in the context of deprived communities. According to a respondent, 
many people in deprived communities have access to the internet in some way or another. Internet 
access means access to an abundance of information (Storm et al., 2016). It also enables 
accessibility to large amounts of other resources such as tools for communication, marketing, 
learning (Tarik et al., 2020). Which is supported by the findings, that show how several of the 
startups use the internet to self learn in areas of business management and software development. 
Internet accessibility further was showed in the results to enable open innovation and 
crowdsourcing. This supports theory on how technology and ICTs are creating possibilities for 
knowledge and idea sharing between new people from completely different places and industries 
(Tarik et al., 2020).  
 
The findings show how a few of the startups have designed their digital platforms to enhance open 
innovation and crowdsourcing, both targeting the people in deprived communities and “any” 
crowds on the internet. These findings contribute to research on how digital technology creates 
less structural boundaries between different actors (Nambisan, 2017) and introducing end-
customers in product development (Hervé et al., 2020).  

5.2 Conclusions 

This study identifies critical factors when new technologies are the means to both building 
profitable business models and supporting people living in deprived communities. The analysis 
shows how social entrepreneurs deal with the many challenges of implementing and making use 
of new technologies in markets where many advanced technologies are less familiar. Even though 
some are found to succeed in adapting their solutions to existing infrastructure limitations and user 
requirements, by for example minimizing data usage, this adaption also requires a sophisticated 
handling of several issues, e.g. users’ fear of being tricked due to not understanding the technology 
or finding local employees, due to lack of technology knowledge. The findings also show that 
entrepreneurs find publicly available resources such as data sets to train their algorithms on. This 
also reveals a business strategy, where these entrepreneurs are using information from formal 
markets through digital technology, to create solutions for the deprived communities. 
 
The cross-case analysis further investigated what strategies and with what tactics the social 
entrepreneurs used new technology to manage implementation and growth; and that with complex 
business models, and difficult external factors, such as limited technology infrastructure and 
informal institutional logics. 
 
The study contributes to social innovation and entrepreneurship knowledge by analysing how new 
technology can be utilized and managed for commercial and social interests in deprived 
communities. The study also contributes to technology innovation knowledge by introducing new 
environments and contexts to innovate accordingly. 
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6  PRACTICAL IMPLICATIONS AND FUTURE RESEARCH 

In this chapter, practical implications and future research in this field are presented.  
 

6.1 Practical Implications 
The findings derived from this study show concrete suggestions and knowledge which will be of 
good support for companies with social and commercial interest in deprived communities 
worldwide. How new technology and in particular, digital technology can be utilized and adapted 
to vulnerable groups is knowledge that can support any technologically innovative company, as it 
both enlighten new factors to consider but also shows new ways of thinking when innovating. 
Additionally, obtaining customer and context information from these markets is a great source of 
knowledge for what to continuously consider even in other markets, where these solutions are 
found to be attractive as well, for example like built in data privacy by default. 

6.2 Future Research 

As this research was of exploratory kind, future studies should continue the work of both exploring 
but also collecting quantitative data on how high tech social enterprises manage in deprived 
communities. Such research would collect more important knowledge on how to innovate 
technology in new contexts but also how to create sustainable business models in deprived 
communities and informal markets. This study was limited to studying only startups, i.e. young 
companies who are still working in their implementation phases. To strengthen research and 
knowledge on new technology utilization in deprived communities, larger firms should be 
analysed. Longitudinal research would also strengthen the literature, as it could analyse what long 
term effects that technology would have on both the communities, the businesses and foremost on 
tackling social issues. As tackling social issues is one of our most important collective goals 
worldwide (United Nations, 2015), supporting research on future solutions on doing so is of great 
importance. 
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APPENDIX A: INTERVIEW GUIDE 
The original interview guide used in this study is presented below.   

 

 

Julia Mortensen          2020  
Master Thesis - Social Innovation 

Interview questions 

Introduction (5 min) 
 

Present myself, the aim of the research, the categories of questions that I will ask + I want it to 
be an interactive conversation with the use of a timeline, how I am treating the data and how I 
am going to use and communicate the result. Ask if (s)he is interested in taking part of the result 
from the project.   

Explain and ask if the interviewee wants to be anonymous.  
 Any questions?  

Ask for permission to perform a recording of the interview.  

 

The company, the business offering, the market and the ecosystem (20 min) 

Business background: 
Please, tell me shortly about yourself and your background. 
When did you come up with the initial idea of your business? What was the initial idea? And 
when did the company start? (and what was the event of the “start”?) 
How would you describe your company and its mission/vision/desired impact?  
   

Business offering:     
What values would you describe that your product/service/business offering is delivering? What 
problem(s) does it solve or needs does it meet?     

How are you delivering these values i.e. how does your product/service offer look like as well as 
your value chain (stakeholders involved, production, distribution channels, sales, marketing 
etc.)?    

What is your revenue stream today? How does your desired revenue stream look like? Who are 
the end users? Paying customers? Beneficiaries? 
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What are your reasons for having/striving to have a revenue stream that is not based on external 
financiers? 

Market and Eco-system (stakeholders): 
What market(s) have you at present entered? Please describe. (e.g. if working between or 
inbetween very different markets..). 

How do you go about to attain new customers in the different market? 

How new would you say your business offering/product/service is in this market(s)? Or in what 
way would you describe your business offering is being innovative? (technology, BM, working 
in the environment, style (branding)?) 
What barriers and enablers related to the different markets you have entered have you 
experienced? 

What do you believe are the underlying reasons to the barriers and enablers experienced?  

Who are you collaborating with? Who are involved? About what? Any dependencies?  

Coping with external stakeholders, institutions, policies? Competitors non-profit? Corruption? 

What barriers and enablers related to different stakeholders have you experienced? What do you 
believe are the underlying reasons to the barriers and enablers experienced? 
      

The technologies in use (15 min)  

What technologies are you using and what reasons do you have for using it? (ex. to support 
digitalisation in emerging markets?). They might use certain tech as part of their product/service 
and others for creating, delivering and/or marketing the product/service. 

If not obvious: Does the technology come in direct contact with the customers? How are they 
affected by it? formal and informal sectors? 
If not answered before: How new is the tech on the market? This market? What similar 
technologies are in use? 
 
What barriers and enablers related to the technologies in use have you experienced? What do you 
believe are the underlying reasons to the barriers and enablers experienced? (Many times they 
will discuss this in conjunction to the first question)     

In different perspectives: your own knowledge/usage, when identifying/incorporating the 
technology, with customers, with partners or external stakeholders like institutions? 
(Infrastructure?)) 

What has been the different approaches and reactions (by your customers and/or stakeholders) 
towards the use of this technology? Or the way they are approached due to this technology? 
(presumptions? feelings? resistance?) 

Different in different markets, segmentations or sectors? 
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Timeline (30 min) 
 
 
     DEVELOPED MARKETS / FORMAL SECTOR 
 
 
 
 
 
 
/\/\/\/\/\/\/\/\/\/\/\/\/\/\/\/\/\/\/|-------------------------------------------------------------------------------> 
     START                                    TODAY 
 
  
 
 
 
     EMERGING MARKETS /INFORMAL SECTOR 
 
 
 
 
I would very much want you to just walk me through your journey with this company. I will 
support with some questions…  

So the growth of the company from start to now: constant? Exponential? Highs and lows? Draw 
“ a flow” on the timeline.    

Customers: 
When was your first paying customer? In emerging and developed markets respectively? And 
how many involved paying and using customers do you have today? In emerging and developed 
markets respectively?   

Draw a flow of the “amount of customers” from start to now 

Where (on the timeline) have you adapted your business offering in use? What and how 
adaptions/shifts were made? What were the underlying reasons (e.g. to adapt to very local needs, 
for other reasons)? 

What positive and negative consequences did this adaption/shift have? (e.g. major 
development/adaptations/directions) 
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Technologies: 
Was using the technologies you are using today always part of the plan or idea? If no: When was 
the idea of the technologies implemented? When was the techologies actually implemented in 
the business? (e.g. if the tech was an app, when was it fully done or launched?) 

Where (on the timeline) have you adapted your technologies and/or shifted technologies in use? 
What and how adaptions/shifts were made? What were the underlying reasons (e.g. to adapt to 
very local needs, for other reasons)? 

What positive and negative consequences did this adaption/shift have? (e.g. major 
development/adaptations/directions) 

When was your first user of the product/service after implementing the tech? In emerging and 
developed markets respectively? 

Draw a “flow” of highs and lows on the timeline 

    

Revenues: 
Did you have investments in the beginning or how were you funded? What was the primary 
focus in the beginning? To focus on developing the technology or other? 

When did you first implement a revenue model? – mark on timeline. 

Where (on the timeline) have you adapted your revenue model and/or shifted the revenue model 
in use? What and how adaptions/shifts were made? What were the underlying reasons? What 
positive and negative consequences did this adaption/shift have? (e.g. major 
development/adaptations/directions).   

Draw a “flow” of highs and lows on the timeline 

When did you have/do you expect to have break even? What actions do you think led/will lead to 
that? 

      

BMC Overall and the present of the timeline (final set of questions) (10 min) 

Throughout your journey, what do you consider to have been most challenging and what have 
been most rewarding? (reactions?, technical difficulties?, stakeholders?) 

      

What role do you believe that technology has had throughout your journey? 

What issues/challenges related to your company (business) are taking most of your time and/or 
attention at present? What is the background to these issues/challenges?    
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In general, please reflect upon what you think so far has been your most important/successful 
actions?     

What do you consider are the most important actions to take today when it comes to achieving 
the goal of (helping people in need) creating the desired impact of your business? 
 
If not obviously already answered: Where have you needed to adapt? And to what? Was this 
difficult or easy to do?      

How adaptable are you to external (foremost negative) changes that occur? For example, how 
have you been able to adapt to the COVID-19 situation(s)? Both for your company but also your 
end customers? 

 

Ending the interview (5 min) 

Would you like to add something that is important for us to know related to the subjects we have 
talked about? 
 
How did you perceive the interview situation? Do you have any questions to us? 
      

Thank you. Repeat how data will be treated and result communicated + ask for permission to 
come back if we have any additional questions.  
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APPENDIX B: MIRO 
Representations and snapshots of the 1st order coding in MIRO is shown below. The entire 
representation is too large to show in its total, with the possibility to read the text.  
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