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Abstract

Social enterprises follow the dual mission of achieving

social aims as well as attaining financial sustainability

and therefore elude easy categorization into either a

non-profit or for-profit organization. Consequently,

social enterprises might struggle with their image since

external stakeholders (e.g., job applicants and cus-

tomers) could hold back their support when the enter-

prise's dual aims seem unusual to them. Despite the

importance of the image to gain stakeholder support,

factors that determine how individuals perceive social

enterprises are underexplored, especially in their early

life stages before they have developed reputational cap-

ital and brand recognition. Following human value the-

ory, we propose that stakeholders' self-transcendence

(“other-oriented”) versus self-enhancement (“self-cen-
tered”) values explain how they evaluate social versus

commercial enterprises. In a vignette study with 945

individuals, we reveal that social enterprises are more

likely to attract self-transcendent individuals whereas

individuals with stronger self-enhancement values are

less likely to feel attracted to social enterprises.
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Moreover, our findings show that individuals' values

were more strongly related to the image of social enter-

prises than to the image of commercial enterprises.

Thus, external individuals' values lead to stronger and

more contrasting reactions regarding social compared

to commercial enterprises. The findings indicate that

the image of social enterprises is more equivocal and

distinct compared to commercial enterprises and there-

fore might require a different theoretical understanding

and careful management as it depends on stakeholders'

deep-seated values.

KEYWORD S

enterprise image, external perceptions, human value theory,
self-enhancement, self-transcendence, social enterprises

1 | INTRODUCTION

By harnessing market-based methods to solve social issues, social enterprises have received
great attention from researchers and practitioners (Asarkaya & Keles Taysir, 2019; Heinze
et al., 2016; Ip et al., 2021; Saebi et al., 2019). According to the literature, young social enter-
prises—defined as social enterprises younger than 12 years old (Hannan et al., 1996; Siqueira
et al., 2018)—often face legitimacy issues related to their image since they follow dual objectives
which are simultaneously profit and non-profit oriented (Costanzo et al., 2014; Ebrahim
et al., 2014; Vedula et al., 2022). An enterprise image is defined as the overall external impres-
sion, set of beliefs, feelings, and associations of the enterprise (Riordan et al., 1997; Zhu &
Chang, 2013). This image is vital for any enterprise as it represents the basis for any assessment
and evaluation of its actions and accomplishments (Barnett et al., 2006; Foroudi et al., 2020; Vil-
lena Manzanares, 2019). Young enterprises are particularly dependent on a positive image as it
can grant legitimacy to the enterprise that helps launch and grow the business by attracting cus-
tomers, investors, and employees (Bublitz et al., 2018; Lin-Hi et al., 2020; Younger &
Fisher, 2020). As young social enterprises straddle the binary organizational categories of non-
profit or for-profit, individuals often find it hard to grasp the concept of what a young social
enterprise entails, and hence may question their legitimacy (Austin et al., 2006; Barraket
et al., 2016; Dart, 2004; Grieco, 2018).

Although the image is critical and challenging for a young social enterprise's success (Dacin
et al., 2011; Goldberg et al., 2003; Riordan et al., 1997; Spear, 2006), a systematic understanding
of its antecedents is still limited. While some research has been conducted on how young social
enterprises use their image to attract individuals, such as customers in local communities and
investors (e.g., Ruebottom, 2013; Smith et al., 2010; Teasdale, 2010), it remains unclear which
factors influence the image of a young social enterprise. This study sets out to contribute to the
discussions on the legitimacy of early-stage social enterprises before they have developed their
reputation or any brand recognition (Kibler et al., 2018; Murphy et al., 2019; Weidner
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et al., 2019). We specifically investigate the characteristics that determine how external individ-
uals evaluate the image of young social enterprises.

Based on human value theory (Schwartz, 2003; Schwartz & Bilsky, 1987) and value congru-
ence (Ihm & Baek, 2021; Muchinsky & Monahan, 1987), we argue that the image of a young
enterprise depends on an individual's deeply rooted value system and that this relationship var-
ies for young social versus commercial enterprises. Human values are defined as a person's
desirable goals which guide the evaluation of actions, policies, people, and events (Agle & Cald-
well, 1999; Meglino, 1998; Schwartz, 2003). Human value theory argues that values are
arranged in a circular structure representing the corresponding and conflicting potential of each
type of value (Schwartz, 2003, 2012). In this vein, values concerning self-orientation (i.e., self-
enhancement) oppose values reflecting a fundamental orientation toward others (i.e., self-tran-
scendence) (Schwartz, 2003, 2012). In our study, we propose the conflicting self-transcendence
versus self-enhancement value dimension of individuals as being highly relevant to understand
differences between the image of young social versus commercial enterprises. A person's posi-
tive perception of an enterprise's image is determined by the congruence between his/her value
system and the value system that is expressed by the enterprise's main mission (e.g., social vs.
commercial) (Muchinsky & Monahan, 1987). Consequently, individuals' personally held values
and how they perceive the values of an organization and its founders should play a key role in
explaining why individuals perceive young social enterprises differently than commercial
enterprises.

For this paper, we conducted a vignette study with 945 university students entering the job
market. We presented a between-subject vignette design containing an interview with a founder
of a young social or commercial enterprise. The vignettes specifically include information on
the founders' goals and objectives for forming the enterprise. Compared to more established
enterprises, the founders of young enterprises develop the enterprises closely around their
meanings and values (Blake et al., 2015; O'Neil & Ucbasaran, 2016; Sieger et al., 2016). Hence,
using an interview with a founder who spoke about his/her enterprise, increased the external
validity of our vignette study. Additionally, in the enterprise's inception phase, where entrepre-
neurial teams are still small, the enterprises evolve around the founders' ideas, putting them at
the center of attention (e.g., Andersson & Walk, 2022). Especially in the context of young social
enterprises and non-profit organizations, founders use storytelling as a marketing approach
which helps gaining legitimacy from their stakeholders (Margiono et al., 2019). For instance,
founders use themselves as a main character in an engaging story of how they started the social
enterprise which can evoke the empathy of stakeholders and thereby enables their support in
terms of (non-)financial resources (Margiono et al., 2019). We regard students close to gradua-
tion as one of the most relevant populations of external individuals as they, depending on their
specific life course, will occupy a variety of roles relevant to social enterprises, such as business
founders, applicants, customers, investors, journalists, and politicians.

This study contributes to the literature along two lines. First, our study introduces human
value theory as an explanatory framework for understanding how external individuals generate
an image of young enterprises. We learn about the antecedents of the evaluation of young social
enterprises. Thus, we can point to particular human dispositions that result in a supporting or
deprecating stance toward newly founded social enterprises. This finding is particularly fruitful
since research thus far has considered a marketing perspective in non- and for-profit organiza-
tions (e.g., Michaelidou et al., 2015; Michel & Rieunier, 2012) but only tentatively investigated
the enterprise image of young social enterprises. Our research proposes that social enterprises
may suffer from having an enterprise image, which signals the role of the enterprise as a social
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contributor, but at the same time creates disinterest in individuals with opposing values, which
eventually leads to an equivocal image of social enterprises. Consequently, this equivocal image
could create difficulties when seeking to access economically driven resources and capabilities
needed for the young enterprise's survival, such as attracting potential customers, employees,
and investors—who may hold differing values.

Second, our research adds to the literature on social entrepreneurship by showing differ-
ences between young social and commercial enterprises. Particularly, the differences in the per-
ception of young social and commercial enterprises indicate that mechanisms, such as
investment seeking, networking activities, and decision-making, may vary systematically
depending on whether the young enterprise is of a social or a commercial type (Nicholls, 2010;
Riedo et al., 2019; Shaw & Carter, 2007; Wry & York, 2017). Hence, we extend research by
showing that social and commercial enterprises do not only differ regarding their structures
and the motivation of their founders (Beugré, 2014; Yitshaki & Kropp, 2016) but also differ
regarding the perception of the young enterprise itself. Our study demonstrates that a central
tenet of the human value theory (Schwartz, 2003), specifically, the proposition that individuals
cannot simultaneously hold contradictory self-oriented versus other-oriented values helps to
explain a plethora of human attitudes and behaviors relevant to the (social) entrepreneurial
process such as recruitment or investment decisions.

2 | THEORY AND HYPOTHESES

2.1 | Young social enterprises and their struggle for legitimacy

Social enterprises follow the dual mission of achieving social aims as well as attaining financial
sustainability and, therefore, blur our understanding of for-profit and non-profit organizations
(Dart et al., 2010; Doherty et al., 2014; Saebi et al., 2019). Social enterprises, for instance, strive
to improve the lives of disadvantaged people or secure biodiversity by implementing entrepre-
neurial methods that help generate revenues (Doherty et al., 2014; Saebi et al., 2019). In con-
trast to this dual mission, for-profit or commercial enterprises focus on maximizing
shareholders' financial returns while social aims are secondary (Battilana & Lee, 2014; Saebi
et al., 2019; Vedula et al., 2022). Likewise, the dual mission distinguishes social enterprises from
non-profit organizations, which may also generate income (e.g., donations). However, in non-
profit organizations, the revenue is typically bound to a specific project and is not included in
the organization's mission (Saebi et al., 2019). Although social enterprises differ in many ways
from commercial and pure non-profit organizations (e.g., governance structure, strategies,
norms; Dart et al., 2010), their dual mission is one of the most crucial distinguishing factors.
The dual mission is the guiding post for strategic decision-making (Doherty et al., 2014; Saebi
et al., 2019). Furthermore, it is part of the interaction with stakeholders, particularly in the early
emergence of social enterprises (Battilana & Dorado, 2010; Nielsen et al., 2021).

The dual mission of social enterprises, however, entails the challenge of gaining legitimacy
from stakeholders (i.e., employees, potential customers, potential investors, and suppliers),
which is particularly necessary for young enterprises (Doherty et al., 2014; O'Neil &
Ucbasaran, 2016; Siqueira et al., 2018; Wiklund et al., 2010). Hence, legitimacy is a prerequisite
for young social enterprises' success, making it particularly important (Vedula et al., 2022).
Social enterprises, on the one hand, face the challenge that incorporating two missions can pro-
duce conflicting demands and implies a balance between social and economic means and aims.
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This need to balance both missions makes the categorization by stakeholders difficult (Doherty
et al., 2014; Suykens et al., 2019; Vedula et al., 2022). On the other hand, the effort to gain legiti-
macy is more intense during the enterprises' emergence phase. Notably, their liability of new-
ness, which implies that young social enterprises lack established routines and organizational
capabilities, hinders them from obtaining critical resources (Battilana & Dorado, 2010;
Uzuegbunam et al., 2021; Wiklund et al., 2010).

The legitimacy issues are further reflected in the young social enterprise's marketing strat-
egy (Mitzinneck & Besharov, 2019) since external individuals (e.g., potential customers) often
criticize a social enterprise when the impression arises that one of the two goals inherent in the
enterprise's mission might be overprioritized (Liu et al., 2015). Remarkably, this criticism arises
since the young enterprise's social mission is particularly relevant in the eyes of potential cus-
tomers and the general public (Doherty et al., 2014). Hence, current research stresses that
young social and commercial enterprises must distinguish marketing capabilities and
approaches, since an overemphasis on economic objectives endangers the possibility for social
enterprises to gain legitimacy (Liu et al., 2015). However, balancing both missions is particu-
larly challenging because social enterprises must implement commercial enterprise means
while also addressing social or environmental problems with their efforts (Liu et al., 2015).

The research underlines that being oriented toward a social mission calls for more market-
ing and branding efforts (Michaelidou et al., 2015; Michel & Rieunier, 2012). Notably, the social
enterprise's image is essential to its efforts to position itself in the market and has the power to
shape consumers' attitudes and actions (e.g., purchasing behavior) (Michaelidou et al., 2015;
Riordan et al., 1997; Younger & Fisher, 2020). Despite its importance, we know very little about
which factors shape the image of young social enterprises. When following a social mission, the
image of the enterprise relates not only to functional associations (e.g., functional benefits of
the product/service) but also to symbolic associations (e.g., associations with the values of the
organization) (Michel & Rieunier, 2012). Symbolic associations affect the enterprise's success
since they are closely related to stakeholders' values and behavior, such as their willingness to
donate to the organization's cause (Michel & Rieunier, 2012). Since young social enterprises
encompass elements of non-profit organizations and, at the same time, aspects of commercial
enterprises, creating a positive enterprise image is particularly challenging. Ultimately social
enterprises that incorporate a dual mission need to address external individuals from both
spheres (i.e., social/symbolic and commercial/functional) and hence need to align their market-
ing efforts with stakeholders' values.

2.2 | Human value theory

Values have become an important subject not only in psychological research but also in the
field of management. For instance, studies show that values influence engagement in corporate
social responsibility (Baumgartner, 2014), the formation of an organizational stigma (Devers
et al., 2009; Tracey & Phillips, 2016), work attitudes among employees (Arieli et al., 2019; de
Hoogh et al., 2005), customer intention and decision making (Ahmad et al., 2020) and also
employer attractiveness (Chatman, 1989). We draw on Schwartz's human value theory
(Schwartz, 2003; Schwartz & Bilsky, 1987) because it captures the different foci of human values
and provides an overarching structure showing the pattern of conflict and congruity among
values. Schwartz (2012, p. 17) states that “values are one important, especially central compo-
nent of our self and personality, distinct from attitudes, beliefs, norms, and traits. Values are
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critical motivators of behaviours and attitudes”. Furthermore, Bardi and Schwartz (2003, p.
1208) claim values to be “relatively stable motivational characteristics of persons that change lit-
tle during adulthood”. Schwartz (2003) proposes a set of 10 values that reflect the most funda-
mental foci: universalism, benevolence, tradition, conformity, security, power, achievement,
hedonism, stimulation, and self-direction.

As values imply similar classes of specific goals and standards, some values will be congru-
ent with others of similar classes of goals (e.g., striving for power and striving for achievement).
In contrast, values may stand in conflict with each other when the underlying goals imply con-
flicting ends (e.g., serving oneself versus serving others). Figure 1 is an illustration of values in a
circumplex structure according to human values theory (Schwartz, 2003, 2012); which helps to
delineate the contradictory or compatible nature of values and their two orthogonal dimen-
sions. Although an individual's values regarding the dimension of openness to change versus
conservation might affect all kinds of innovation and entrepreneurship topics, we propose that
an individual's values regarding the dimension of self-enhancement/self-transcendence hold
explanatory value for differences in their evaluation of the image of a young social or commer-
cial enterprise.

Self-transcendence is reflected by values that transcend an individual's striving for his/her
personal benefit (Schwartz, 2012). This dimension concerns values of universalism and benevo-
lence, which are connected to the welfare and interest of others (Schwartz, 2012).
Schwartz (2003, p. 268) defines universalism as the “understanding, appreciation, tolerance and
protection for the welfare of all people and for nature” and benevolence as the “preservation
and enhancement of the welfare of people with whom one is in frequent personal contact”. In
contrast, self-enhancement is concerned with the pursuit of one's own interest and success
(Schwartz, 2012). Self-enhancement consists of the values power and achievement.
Schwartz (2003, p. 267) defines power as a value that aims for “social status and prestige, con-
trol or dominance over people and resources” and achievement as “personal success through
demonstrating competence according to social standards”. The pursuit of self-enhancement and

FIGURE 1 Theoretical circular structure of human values (own illustration based on Schwartz, 2003, p.270)
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self-transcendence are motivational opposites and, therefore, individuals are unlikely to endorse
both sets of values to an equal extent (Schwartz, 2012).

Although the theory of human values stresses the compatible versus the conflicting poten-
tial of different sets of values, we argue that this postulate can be generalized to a potential com-
patibility versus conflict between a person's value and the actual or signaled values of other
persons or collectives. This generalization implies that the image of a firm should be a function
of the degree of congruence between the values of an individual and the values that an enter-
prise signals (Hoffman & Woehr, 2006; Kristof, 1996; O'Reilly et al., 1991). For instance,
research shows that job applicants regard the similarity between their own and the perceived
values of a potential employer as an important basis for their intention to apply (Judge &
Bretz, 1992). Furthermore, research suggests that value congruence is a determinant of job satis-
faction and organizational identification (Ihm & Baek, 2021; van Vianen, 2018). We propose
that the subjective value congruence between the individual's values and those values expressed
by the young enterprise through its stated mission, marketing strategy, or the explicit behavior
visible to the individual provides the basis for image generation. For instance, if an individual
with strong other-oriented values perceives an enterprise and its founders to have those same
values, he/she will be more likely to positively evaluate the enterprise's image. Conversely, if
the same individual perceives the enterprise and its founders to hold strong self-enhancement
values, we expect the individual to evaluate the enterprise's image more negatively. This propo-
sition does not require that these expressed values are actually held by the organization nor that
the person validly and correctly observes the behavior of the enterprise.

2.3 | The role of values for the perception of the Enterprise image

Following human value theory (Schwartz, 2003, 2012), we propose that self-transcendence
values result in a more positive evaluation of the image of young social enterprises. Within
social enterprises, the aim to benefit the collective interest is seen as outweighing the impor-
tance of economic value creation (Bacq et al., 2016; Peredo & McLean, 2006; Shaw & Car-
ter, 2007). Young social enterprises are founded by compassionate people, who have a high
sense of empathy with their (typically deprived) target group(s) (Forster & Grichnik, 2013;
Miller et al., 2012). Thus, social enterprises focus on creating value for the benefit of society or
the environment (e.g., reducing poverty, and carbon emissions), while they capture value to
sustain their primary social welfare objective (Costanzo et al., 2014; Doherty et al., 2014;
Michaud & Tello-Rozas, 2020). Based on human value theory, we propose that self-transcen-
dence values will positively affect an individual's appreciation of the social welfare goals of
young social enterprises to the extent that an individual perceives the enterprise and its foun-
ders' goals and motivations to match his/her value system.

In contrast, we further propose that self-transcendence values are likely to negatively relate
to the image of young commercial enterprises. Although commercial enterprises may also seek
to contribute to the collective interests of a specific target group or wider society (van de Ven
et al., 2007), they are more strongly connected with a commercial logic and the enterprise is
expected to act in a profit-generating manner (Ebrahim et al., 2014; Riedo et al., 2019; Yitshaki
& Kropp, 2016). High self-transcendence values will lead to a less positive evaluation of young
commercial enterprises due to the enterprise's striving for financial success and, thus, self-
enhancement aims. This notion is strengthened through findings from prior research on per-
son-organization fit suggesting that individuals are likely to identify with an enterprise if the
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values portrayed by the enterprise are congruent with their own values, and more likely to dis-
tance themselves when they cannot connect to the enterprise's values (Hoffman & Woehr, 2006;
Kristof, 1996; O'Reilly et al., 1991).

Hypothesis 1. Individuals' self-transcendence values interact with the type of enter-
prise (i.e., social vs. commercial) such that, the higher one's self-transcendence values,
the more positive one's image of social enterprises compared to commercial enterprises.

Next, we suggest that individuals with high self-enhancement values are more likely to have
a less positive image when being confronted with a young social enterprise that they associate
with having a strong orientation toward others. Due to the prominence of the social mission in
social enterprises (Austin et al., 2006; Miller et al., 2012; Nicholls, 2010), an individual with
strong self-enhancement values should have a less positive evaluation of the image of young
social enterprises due to signaling standards and goals that are in conflict with their own self-
enhancing goals.

Analogously, we argue that individuals' values of self-enhancement lead to the generation
of a more positive image when being confronted with a young commercial enterprise since the
individuals perceive that the enterprise shares those values. Although social enterprises priori-
tize their social mission over economic aims (Saebi et al., 2019; Santos, 2012), commercial enter-
prises represent the realization of needs such as the need for income, status, and prestige,
which in turn match the motivational objectives of self-enhanced individuals (Hirschi &
Fischer, 2013; Holland & Shepherd, 2013). Hence, the image of young commercial enterprises
should be evaluated more positively by individuals with high self-enhancement values due to
the matching goals of the enterprises and self-enhancement-oriented individuals. According to
human value theory (Schwartz, 2003), self-enhancement values and self-transcendence values
are in conflict with each other. Thus, we propose that strong self-enhancement values are con-
gruent with young commercial enterprises' goals, and less congruent with values reflected in
young social enterprises (e.g., enhancing the overall societal well-being) (Riedo et al., 2019).
Following the previous and following hypotheses, the research model of our study is depicted
in Figure 2.

Hypothesis 2. Individuals' self-enhancement values interact with the type of enter-
prise (i.e., social vs. commercial) such that, the higher one's self-enhancement values,
the less positive one's image of social enterprises compared to commercial enterprises.

FIGURE 2 The research model based on human value theory (Schwartz, 2003, 2012)
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3 | METHOD

To test our hypotheses, we conducted a vignette study. A vignette study provides a realistic set-
ting and enables the manipulation of factors of interest (Aguinis & Bradley, 2014). To this end,
we randomly assigned participants to different versions of a scenario in which variables of inter-
est such as the enterprise's mission are varied. In our case, the scenario consisted of the descrip-
tion of a fictitious interview with the founder of an enterprise. Presenting an interview
resembles real-life examples since founders tend to underline their enterprise's mission by esta-
blishing marketing approaches aimed at pro-social motives (e.g., image movies incorporating
the disadvantaged group, positioning themselves as heroes, etc.) (Ruebottom, 2013). In particu-
lar, research shows that in young enterprises, the founders and their backgrounds can be reg-
arded as a proxy for the enterprise itself (e.g., Blake et al., 2015; Breugst et al., 2015), making
their own statements particularly important. Hence, we increased our study's validity by con-
fronting participants with the description of a fictitious interview with the founder of an
enterprise.

We randomly assigned the participants to one of two forms of the scenario (social vs. com-
mercial enterprise) in a between-subject design. The first form consisted of the presentation of a
young commercial enterprise developing coffee with a prolonged awakening effect. The second
form consisted of a description of a young social enterprise selling fair coffee. Both scenarios dif-
fered in four characteristics. First, the social enterprise's idea was generated due to the experi-
ence with a disadvantaged group (i.e., coffee farmers in South America without access to clean
water), whereas the commercial enterprise's idea was generated based on the founders' self-
interest in studying for long hours. Second, the social enterprise focused on the disadvantaged
group (i.e., the coffee farmers), whereas the commercial enterprise was oriented toward external
consumers. Third, in the social enterprise scenario, the long-term goal of the enterprise aims at
improving the overall living conditions of the disadvantaged group. In contrast, the long-term
goal of the commercial enterprise aims at increasing the enterprise's sales. Fourth, the social
enterprise's founders guaranteed a reasonable salary for coffee farmers, whereas the commercial
enterprise was solely concerned with the quality of the coffee (see Appendix A).

3.1 | Participants

Our study was conducted with 969 students from various disciplines at three German universi-
ties, which had on average 1.76 years of studies left until graduation (54% females; mean
age = 22.9, SD = 2.9). Sampled participants were enrolled in business (n = 56%), engineering
(n = 13%), informatics and information systems (n = 7%), media (n = 8%), psychology
(n = 4%), humanities (n = 5%), and other studies (n = 4%).

Whereas some scholars criticized the use of student samples in business research (Peterson
& Merunka, 2014), we regard students as the relevant target population because they face the
major decisions in their early career decision phase that might result in an occupation relevant
for young social enterprises. In particular, students are an appropriate sample to test our
hypotheses due to three theoretical considerations. First, students who are in a career develop-
ment context, are or become customers and employees that shape interactions with commercial
and social enterprises either because they decide on whether to purchase at, work for/with, or
start these types of enterprises (Grégoire et al., 2019; Türk et al., 2020). Second, we investigate
human values which are shown to remain relatively stable over time (Ahmad et al., 2020;
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Schwartz, 2003). Third, in the realm of entrepreneurial motivation, there are no substantial
empirical differences between student and non-student samples (Steinmetz et al., 2021). For
instance, a recent meta-analysis predicting entrepreneurial intention based on over 260,000
individuals showed no differences between student samples, samples comprised of specific
occupations, and broad, probability-based population samples (Steinmetz et al., 2021).

3.2 | Procedure

The participants were randomly assigned to one vignette that either presented an interview
with a founder of a social enterprise or a commercial enterprise (see Appendix A). We described
the young social enterprise by presenting its mission to enhance well-being in society, whereas
the economic mission of the young commercial enterprise solely referred to making profits.

Each vignette was constructed in an iterative process, which was based on discussions with
actual founders and comparisons to other experimental studies on related issues (e.g., Diekman
et al., 2011; Gupta et al., 2008). The goal was to stylistically design the vignette such that it
resembles an interview with a real founder (Aguinis & Bradley, 2014). We based the content of
the interview on real-life examples such as BeanZ & Co., an enterprise with a socially focused
mission (www.beanzandco.com) versus Cometeer, an enterprise with a commercially-focused
mission (www.cometeer.com). We used the following guidelines to create the vignettes: To
achieve comparability in all respects despite the manipulated factors and the generated clear
and distinct presentation, we presented all missions as targeting the creation and distribution of
coffee. However, we varied the vignettes in specific details to capture the enterprise's mission
(e.g., “selling coffee to make profit versus selling fair-trade coffee to support local farmers,” or
“running a café for profit reasons” versus “running the café to employ people with disabilities”).
In this way, we kept the main characteristics of the context identical while varying essential fea-
tures across treatments. After reading the vignette, participants responded to measures of the
main constructs.

3.3 | Measures

The image was measured with three items and the participants were asked how interesting they
perceived the portrayed enterprise to be, how successful they thought the enterprise is, and
how likable they perceived the founder of the enterprise presented in the vignette. The three
items were evaluated on a seven-point rating scale ranging from 0 (“not interesting at all/ not
likable at all/ not successful at all”) to 6 (“very interesting/ very likable/ very successful”). To
assess the reliability of our measures, we calculated McDonald's omega, which is recommended
in contrast to the traditional measure, Cronbach's alpha (Cho & Kim, 2015; Deng & Chan, 2017;
Sijtsma, 2009). The reason is that Cronbach's alpha relies on the assumption of essential tau-
equivalence (i.e., equal factor loadings) which in case its violated, underestimates the true reli-
ability. McDonald's Omega, in contrast, results in correct estimates even in cases where factor
loadings are unequal which is most often the case (Cho & Kim, 2015; Deng & Chan, 2017;
Sijtsma, 2009). McDonald's omega for the image measure was .90 (Cronbach's α = 0.81), which
is considered excellent (Gadermann et al., 2012).

Self-transcendence and self-enhancement values were measured with the Portrait Value
Questionnaire (PVQ; Schmidt et al., 2007; Schwartz, 2003). The PVQ presents a series of
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statements about the value orientations of a fictitious person and respondents are requested to
indicate how similar they were to that person prompted by the question “how similar are you
to the person described below?”. Within the PVQ each statement describes a different random
person's goals and what he/she deems to be important in life (e.g., “He/She believes it is impor-
tant that everyone in the world should be treated equally. He/She believes that everyone should
have equal opportunities in life”). By rating their similarity to the fictitious person, the respon-
dent's own value orientation was indicated. For self-transcendence values, four items represent
statements that indicate the importance of “helping people,” “caring for their well-being,”
“being loyal,” “caring for the environment” and “treating everyone fairly” (Schwartz, 2003).
Respondents rated their similarity to the person mentioned in each item on a seven-point Likert
scale ranging from 0 (“very dissimilar”) to 6 (“very similar”). McDonald's omega for self-tran-
scendence was 0.79 (Cronbach's α = 0.74) and thus indicates good reliability regarding the mea-
surement of self-transcendence (Gadermann et al., 2012). Self-enhancement values were
assessed with four items, which included asking how relatable the participants were to a person
that “is aiming for being wealthy,” “likes taking the lead,” “demonstrates his/her abilities,” and
“aims to be successful” (Schwartz, 2003). McDonald's omega for our self-enhancement scale
was 0.90 (Cronbach's α = 0.82), which is considered excellent (Gadermann et al., 2012). The
type of enterprise represented the assigned scenario. Hence, it was a binary variable coded with
0 for a commercial enterprise and 1 for a social enterprise.

3.4 | Pretest

To maximize comprehensibility and validity, we conducted cognitive probing interviews
(Alaimo et al., 1999; Willis, 2005) to test the comprehension of the vignettes and the appended
questionnaire. In such interviews, techniques including thinking aloud, and comprehension
probing are applied to identify elements of improvement. The pre-test was conducted with 18
persons from different disciplines who faced career decisions in the near future (mean
duration = 49.81 min/interview, SD = 20.65 min). Interviews were conducted iteratively:
Whenever a participant indicated comprehension problems, the problem was discussed within
the team of authors and the construction of the scenario or the questioned wording was
adjusted. Afterwards, the updated questionnaire went into a new round of interviews until no
further problems occurred.

3.5 | Checks of implementation quality

The length of the vignettes was comparable (403 to 417 words). Nevertheless, we included ques-
tions that measured the implementation success of the scenarios to test whether understanding
the content of the scenarios was hampered by unintended difficulties (Shadish et al., 2002). To
this end, we measured the participants' need to concentrate while reading the scenarios, their
level of tiredness, and the vignette's closeness to reality. Regressing these three implementation
measures on the type-of-scenario variable resulted in non-significant relationships regarding
the need for concentration (β = 0.05, p > 0.10), the level of tiredness (β = 0.10, p > 0.10), and
the closeness to reality (β = �0.01, p > 0.10). Thus, the scenarios did not deviate systematically
according to these factors. Finally, we administered a manipulation check that tested whether
the participants had grasped the social versus commercial mission of the presented enterprise.
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The manipulation check questions were placed right at the beginning of the questionnaire fol-
lowing the description of the enterprise. In particular, we tested participants' understanding of
the overall content of the scenario (e.g., whether the venture opportunities had arisen from pre-
viously insufficient products/services or bad living conditions). We eliminated 24 participants
who incorrectly answered either one of the three questions. Thus, our final sample size
amounted to 945 responses.

3.6 | Analytical procedure

To analyze differences in the effects of values on the image of young social versus commercial
enterprises, we followed Frederiks et al. (2019), Hsu et al. (2019), and Nagel et al. (2019) by
opting for a regression analysis rather than an AN(C)OVA. Both analytical procedures are sta-
tistically equivalent models and reflections of the same statistical model (i.e., the general linear
model) with the AN(C)OVA being a special case of regression analysis. Hence, both types of
analyses lead to the same results (King, 1986). Regression analysis allows us to observe the
direction of the interactions by interpreting the regression coefficient (Shepherd &
Zacharakis, 2019). We conducted a moderated regression analysis in which the effect of each of
the type-of-scenario variable (i.e., social vs. commercial enterprise) on the dependent variable (i.
e., image) interacted with self-enhancement versus self-transcendence values. As previous studies
provide evidence for gender differences within the Schwartz value theory (i.e., females show
higher self-transcendence values and lower self-enhancement values Borg, 2019), we further
included the respondents' gender (female = 1, male = 0) as a covariate in the regression. In
contrast, the vignettes were formulated in a gender-neutral form.

The selected research design and analytical procedure allow testing for the differences in
the role of a certain value dimension (e.g., self-transcendence) for the evaluation of the image
of the respective type of enterprise being either a young social or a commercial enterprise. The
product terms in the regression indicate the change in mean differences in the image between
both enterprise types along the respective value dimension. Beyond the interaction analysis, we
conducted a simple slope analysis for each type of enterprise (i.e., social vs. commercial) to
examine the exact relationship between a respective value and the image of the type of
enterprise.

4 | RESULTS

Table 1 presents the means, standard deviations, and correlations of the study variables. As
illustrated, young social enterprises were, on average, more positively evaluated than young
commercial enterprises (r = 0.11, p < 0.01). Likewise, respondents' self-transcendence values
correlated positively with their evaluation of young social versus commercial enterprises
(r = 0.23, p < 0.01), whereas respondents' levels of self-enhancement values, showed a slightly
negative relationship with their perceptions of social enterprises (r = �0.07, p < 0.05). The
non-significant and close-to-zero correlations between both value dimensions and whether the
organization in the vignette was a social enterprise supports the success of the randomization
procedure.

The results of our regression analysis are presented in Table 2. The results of the main effect
show a significant effect of the treatment variable (i.e., the type of enterprise) on the dependent
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variable (i.e., enterprise image; β = 0.19, p < 0.01). The results indicate a significant interaction
of self-transcendence values and the treatment (i.e., type of enterprise) (β = 0.22, p < 0.01). This
positive interaction shows that the positive effect of the type of enterprise treatment was stron-
ger (i.e., more positive) for individuals with greater self-transcendence values. This result pro-
vides support for hypothesis 1. Figure 3 illustrates the interaction. The figure shows the means
for one standard deviation below (“low self-transcendence”) versus one standard deviation
above the mean of self-transcendence values (“high self-transcendence”). The interaction is visi-
ble in the change of the differences between both enterprise types for low versus high self-tran-
scendence. The results of the simple slope analysis are depicted in Table 3. Table 3 shows the
significant effect of self-transcendence on the social enterprise image (β = 0.28, p < 0.01). This
effect is visible in Figure 3 in the form of the mean difference in the right panel (i.e., the image
of young social enterprises). As Figure 3 illustrates, individuals with high self-transcendence

TABLE 1 Means, standard deviations, and correlations of model variables

Mean SD 1 2 3 4

1. Type of enterprise 0.49 0.50

2. Female 0.54 0.50 0.03

3. Image 3.68 1.45 0.11** 0.23**

4. Self-transcendence values 4.22 1.12 0.03 0.25** 0.23**

5. Self-enhancement values 3.14 1.36 �0.04 �0.06 �0.07* �0.14**

Note: Means, standard deviations, and correlations of model variables are reported. N = 945. Type of enterprise is dummy-
coded (1 = social enterprise, 0 = commercial enterprise); gender is dummy-coded (1 = female, 0 = male).
**p < 0.01 (two-tailed); *p < 0.05 (two-tailed).

TABLE 2 Results of the moderated regression analysis

Dependent variable: Enterprise image
Model 0 Model 1 [H1] Model 2 [H2]
β (SE) β (SE) β (SE)

Independent variables

Type of enterprise 0.19 (0.06)** 0.19 (0.06)** 0.19 (0.06)**

Female 0.35 (0.06)** 0.36 (0.06)** 0.35 (0.06)**

Moderator variables

Self-transcendence values 0.17 (0.04)** 0.06 (0.05) 0.17 (0.04)**

Self-enhancement values �0.03 (0.03) �0.03 (0.03) 0.06 (0.05)

Product terms

Self-transcendence values � Type of enterprise 0.22 (0.07)**

Self-enhancement values � Type of enterprise �0.17 (0.06)**

F (df1, df2) 23.08 (5, 940)** 20.75 (5, 940)**

R2 0.11 0.10

Note: β = unstandardized coefficient; SE = standard error; N = 945. Type of enterprise is dummy coded (1 = social enterprise,
0 = commercial enterprise); gender is dummy coded (1 = female, 0 = male).
**p < 0.01 (two-tailed);
*p < 0.05 (two-tailed).
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values, as well as individuals with low self-transcendence values evaluated young commercial
enterprises similarly.

Hypothesis 2 predicted a significant interaction between individuals' levels of self-enhance-
ment values and the type of enterprise treatment on the enterprise's image, which was
supported (see Table 2; β = �0.17, p < 0.01). As expected, the coefficient of the product term
variable indicated that the positive image effect of the type of enterprise treatment (i.e., if the
assigned organization was a social enterprise) is weaker for individuals with higher levels of
self-enhancement values. Figure 4 shows the means for low self-enhancement versus high self-
enhancement. The interaction is visible in the change of the differences between both enter-
prise types for low versus high self-transcendence. Figure 4 shows that individuals with low
self-enhancement values evaluate young social enterprises more positively than young commer-
cial enterprises. However, the effect of the type of enterprise treatment (i.e., if the assigned orga-
nization was a social enterprise) is actually expected to be negative for individuals with the
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FIGURE 3 Interaction effect between the type of Enterprise and self-transcendence values. Low self-

transcendence = 1 SD below the average; high self-transcendence = 1 SD above the average.

TABLE 3 Results of the simple slope analysis

Dependent variable: Enterprise image β t

Self-transcendence values

Social enterprise 0.28 8.95**

Commercial enterprise 0.06 1.11

Self-enhancement values

Social enterprise �0.12 �3.64**

Commercial enterprise 0.06 1.04

Note: Based on a two-way interaction. N = 945. Type of enterprise is dummy-coded (1 = social enterprise, 0 = commercial

enterprise); gender is dummy coded (1 = female, 0 = male).
**p < 0.01 (two-tailed);
*p < 0.05 (two-tailed).
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highest levels of self-enhancement values resulting in a negative evaluation of young social
enterprises. The results of the simple slope analysis showed a significant effect of individuals'
levels of self-enhancement values on their image of young social enterprises (β = �0.12,
p < 0.01). Furthermore, the findings of the simple slope analysis showed a non-significant rela-
tionship for the effect of an individual's self-enhancement values on the evaluation of the image
of young commercial enterprises (β = 0.06, p > 0.10). A post hoc simple comparison of the
means of the evaluations of the enterprises reveals that young social enterprises are generally
perceived more positively than their commercial counterparts (p < .01). However, as explained
above, this warm glow effect on the image of social enterprises depends on an individual's levels
of self-transcendence and self-enhancement values. Figure 4 demonstrates the effects of individ-
uals' self-enhancement values on their image of young social enterprises with the pillars to the
right, while the effect of individuals' self-transcendence values on young commercial enterprises
is demonstrated with the pillars to the left.

5 | DISCUSSION

Social enterprises elude easy categorization into either a non-profit or for-profit organization, in
turn, posing a challenge for external individuals to fully grasp the concept of social enterprise
and to fully evaluate those enterprises compared to commercial (or non-profit) organizations
(Austin et al., 2006; Bacq & Alt, 2018; Barraket et al., 2016; Peiffer et al., 2020). This study
extends our understanding of individual-level factors that explain external stakeholders' evalua-
tion of social enterprise image compared to their perceptions of commercial enterprises operat-
ing in the same industry. The results show that self-transcendence values (i.e., other-oriented
values) positively influence individuals' evaluation of the image of young social enterprises,
whereas self-enhancement values (i.e., self-centered values) are negatively related to social
enterprise image. Surprisingly, our findings also reveal that high self-transcendence values
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FIGURE 4 Interaction effect between the type of Enterprise and self-enhancement values. Low self-

enhancement = 1 SD below the average; high self-enhancement = 1 SD above the average.
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positively relate with the image of young commercial enterprises, whereas self-enhancement
values were not related with the image of commercial enterprises.

5.1 | Theoretical implications

First, this study shows the fruitfulness of using human value theory for social entrepreneurship
research to investigate the evaluation of the image of young social versus commercial enter-
prises by external individuals. Viewing social enterprises from a values perspective lends an
important and understudied lens to understand the roots of motivations, perception, affective
responses, and actions of humans (Kruse, Wach, Costa & Moriano, 2019). Although we focused
on the role of values for the evaluation of external individuals, values further concern the aspi-
rations, goals, and strategies of founders and, their employees, or consumers. Human values do
not only act as guiding principles but also function as antecedents of actions and behavior
(Schwartz, 2003, 2012). In line with previous research on the importance of values for pro-social
behavior and intentions (Ahmad et al., 2020; Ip et al., 2021; Sastre-Castillo et al., 2015) we sug-
gest that implementing human value theory contributes not only by acknowledging which
aspects are positively related to social enterprises (Bacq & Alt, 2018; Mair & Noboa, 2006; Rus-
kin et al., 2016), but also adds an explanation for which aspects might deteriorate the image of
social enterprises.

Furthermore, our findings suggest that values play a crucial role in explaining phenomena
connected to social enterprises. According to our results, social enterprises are more likely to
attract self-transcendent individuals whereas individuals with stronger self-enhancement values
are less likely to feel attracted to social enterprises. As values are fairly stable and explain atti-
tudes and behaviors (Schwartz, 2003; Vecchione et al., 2016), they might also determine the
extent to which social enterprises attract employees, customers, and investors. As we discuss,
this can be especially important for young social enterprises as they seek investment, donations,
customers, and other support to grow and sustain their operations (Ihm & Baek, 2021;
Lee, 2021). Research has already shown that welfare versus commercial orientation in the way
human resource practices by social enterprises are crafted, influences the acquisition of
employees (Moses & Sharma, 2020). Our study adds the importance of individual-level factors
that influence the effects of such organization-level actions and attributes. As our findings
show, individuals with high self-enhancement values hold less favorable views of social enter-
prises which might affect the behavior of potential job candidates, customers, and investors.
Particularly in areas where self-enhancement values might be more inherent in everyday prac-
tices (e.g., profit-seeking in investment and business), social enterprises could face problems,
such as disinterest, and negative expectations relative to commercial enterprise counterparts.

Moreover, past research has shown that self-enhancement values such as achievement and
power are likely to arise in combination with openness to change values such as stimulation
and self-direction (Steinmetz et al., 2012), which are crucial drivers for entrepreneurial activities
(Hirschi & Fischer, 2013). By solely focusing on the social mission, social enterprises might run
the risk of signaling non-enhancement-related goals and characteristics. Thereby, they might
fail to attract individuals with high self-enhancement values and, thus, might miss out on
leveraging crucial entrepreneurial characteristics, such as the motivation for growth and profit-
ability (Giones et al., 2020; Gorgievski et al., 2011; Tykkyläinen et al., 2016). On the other hand,
emphasizing the economic similarity to commercial enterprises could be expected to deter indi-
viduals with self-transcendence values. However, we find self-transcendence values to have a
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positive (rather than a negative) effect on the image of young commercial enterprises as well,
implying that self-transcendent individuals are not deterred from commercial enterprises. A
possible reason for this unexpected effect could be that individuals with high self-transcendence
values associate concern and empathy for others with emergent enterprises independently of
the type. Empathy for others is required to understand customers' problems and increase their
interest in a product or service (Gabbott & Hogg, 2001; Wieseke et al., 2012). Furthermore, par-
ticularly self-transcendent individuals might regard commercial enterprises as socially desir-
able, despite their economic orientation, since they also provide a societal value (e.g., creating
potential job opportunities). We encourage future research to further investigate other self-ori-
ented personality traits that might explain the relationship between self-transcendence values
and the positive image of commercial enterprises. External individuals could associate a more
profound meaning with commercial enterprises beyond achievement and power-oriented goals.
Hence, different personality traits might be more relevant for evaluating young commercial
enterprises.

Last, this study adds value to the debate on the distinction between social and commercial
enterprises (Austin et al., 2006; Dacin et al., 2010; Peredo & McLean, 2006). Thus, this study
provides insights by investigating factors explaining why and to which degree the two types of
enterprises are perceived differently. Our findings suggest that perceptions of social and com-
mercial enterprises differ depending on value profiles. Our findings further suggest that young
social enterprises are on average evaluated more positively, regardless of which values individ-
uals hold. Thereby, we add to the literature on the legitimacy of social enterprises (Dart, 2004;
Nicholls, 2010; Ruebottom, 2013) by showing that the concept of social entrepreneurship is reg-
arded positively by externals, despite the controversies on its dual missions, which is discussed
in the literature (Doherty et al., 2014; Moss et al., 2011). Future research should aim at investi-
gating which consequences may result from a stronger reaction to social versus commercial
enterprises and if these reactions are related to an enterprise's survival.

5.2 | Practical implications

The study points to two important practical implications. First, our results indicate that social
enterprises mainly attract self-transcendent individuals, while it also indicates that individuals
with stronger self-enhancement values might be less attracted to social enterprises. When
aiming to employ self-enhanced people, social enterprises may benefit from portraying not only
self-transcendence values regarding their image but also self-enhancement values. Accordingly,
social enterprises might benefit from tailoring their outward communications to the audience
that they are trying to reach. Thereby, these enterprises may benefit from attracting a higher
number of candidates with the desired and needed human values.

Second, our results suggest individuals' self-transcendent values have a positive impact on
the image of both social and commercial enterprises. This finding strengthens the notion that
for enterprises' engagement with social value creation as their business model, it pays to project
self-transcendent values, which would result in the enterprise having a positive image and
hence give them better access to resources. Communication of values related to enhancing over-
all societal well-being carries an important value for either type of enterprise. Our results pro-
vide further evidence that commercial enterprises benefit from highlighting the social
orientation of their business practices.
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5.3 | Limitations and future research

This study is subject to at least four main limitations. First, we limited our research to the sim-
plified dichotomy between social and commercial enterprises. However, social enterprises take
a variety of hybrid forms (Aileen Boluk & Mottiar, 2014; Hota et al., 2019; Mair & Martí, 2006).
While the social enterprise's mission is undoubtedly one of the most distinguishing elements
between social and commercial enterprises, there are further distinguishing factors (e.g., differ-
ences in governance structures and differences regarding the beneficiaries and potential inves-
tors and how to address them). Future research could extend our findings by integrating other
hybrid organizations that follow mixed missions to investigate more nuanced differences. Fur-
thermore, our study focuses on social versus commercial enterprises. Hence, we did not include
non-profit organizations in the analysis as non-profit organizations differ from social enter-
prises because they do not aim at economic goals. Future research could enhance our under-
standing by investigating all three types of organizations.

Second, the participants of our study were restricted to university students and we did not
investigate the differences in the effect of values on enterprise image for explicit stakeholder
groups (e.g. investors, customers, and the general public). Given that individuals' values are
generally stable throughout their life (Schwartz, 2003; Vecchione et al., 2016), we propose that a
student-sampled study provides insights into a wider context. Nevertheless, future research
could benefit from an assessment of individuals' perceptions of enterprises under topic-related
circumstances (e.g., venture capitalists, politicians).

Third, our sample was restricted to a German population. Germany provides an interesting
and salient context to study social entrepreneurship, as it can be regarded as representative for
countries with a poor entrepreneurial culture (Bosma & Kelley, 2019; Foreman-Peck &
Zhou, 2013). As values have been proven to be closely related to culture (Schwartz &
Bardi, 2001), future research could extend our findings in other contexts or on an international
level and investigate differences and commonalities between the effects of values and enterprise
image perceptions in a cross-national or cross-cultural comparison.

Fourth, we focused on the role of human values in the perception of organizations' image in
our study. Although the human values that we investigated are closely linked to the perceived
legitimacy of the organizations represented in our study and strongly affect stakeholders' sym-
bolic associations, other relevant factors might also affect external stakeholders' perceptions of
social and commercial enterprises. Within our study, we controlled for any differences by gen-
der since entrepreneurship research demonstrates that women tend to have a greater orienta-
tion toward social motives than men (Chandler et al., 2022). Our study also supports this
finding. Hence, future research could benefit from investigating the role of sociodemographic
factors in greater depth. For example, in addition to controlling for other socio-demographic
factors, future research could benefit from analyzing which elements of an enterprise's image
might be more relevant for female than male stakeholders. Future research could also go
beyond socio-demographic aspects and explore which other personality traits (e.g., big five per-
sonality traits) might affect individuals' evaluation of an enterprise's image. Since previous
research underlines the prosocial characteristics of social entrepreneurs and shows that entre-
preneurs in general imprint their enterprises with their characteristics and values (Blake
et al., 2015), other traits might be highly relevant for future research to investigate.

ACKNOWLEDGEMENT
Open Access funding enabled and organized by Projekt DEAL.

772 YAHYAOUI ET AL.



CONFLICT OF INTEREST
The authors declare no potential conflict of interest.

DATA AVAILABILITY STATEMENT
The data that support the findings of this study are available from the corresponding author
upon reasonable request.

ORCID
Yasmine Yahyaoui https://orcid.org/0000-0003-0261-6960
Eva A. Jakob https://orcid.org/0000-0001-7369-7396
Holger Steinmetz https://orcid.org/0000-0001-5052-4214
Marius C. Wehner https://orcid.org/0000-0002-1932-3155
Rodrigo Isidor https://orcid.org/0000-0002-9717-0561
Rüdiger Kabst https://orcid.org/0000-0003-3897-0670
REFERENCES

Agle, B. R., & Caldwell, C. B. (1999). Understanding research on values in business. Business & Society, 38(3),
326–387.

Aguinis, H., & Bradley, K. J. (2014). Best practice recommendations for designing and implementing experimen-
tal vignette methodology studies. Organizational Research Methods, 17(4), 351–371.

Ahmad, W., Kim, W. G., Anwer, Z., & Zhuang, W. (2020). Schwartz personal values, theory of planned behavior
and environmental consciousness: How tourists' visiting intentions towards eco-friendly destinations are
shaped? Journal of Business Research, 110, 228–236.

Aileen Boluk, K., & Mottiar, Z. (2014). Motivations of social entrepreneurs. Social Enterprise Journal, 10(1),
53–68.

Alaimo, K., Olson, C. M., & Frongillo, E. A. (1999). Importance of cognitive testing for survey items: An example
from food security questionnaires. Journal of Nutrition Education, 31(5), 269–275.

Andersson, F., & Walk, M. (2022). “Help, I need somebody!”: Exploring who founds new nonprofits. Nonprofit
Management and Leadership, 32(3), 487–498.

Arieli, S., Sagiv, L., & Roccas, S. (2019). Values at work: The impact of personal values in Organisations. Applied
Psychology, 9(1), 92.

Asarkaya, C., & Keles Taysir, N. (2019). Founder's background as a catalyst for social entrepreneurship. Non-
profit Management and Leadership, 30(1), 155–166.

Austin, J., Stevenson, H., & Wei-Skillern, J. (2006). Social and commercial entrepreneurship: Same, different, or
both? Entrepreneurship Theory and Practice, 30(1), 1–22.

Bacq, S., & Alt, E. (2018). Feeling capable and valued: A prosocial perspective on the link between empathy and
social entrepreneurial intentions. Journal of Business Venturing, 33(3), 333–350.

Bacq, S., Hartog, C., & Hoogendoorn, B. (2016). Beyond the moral portrayal of social entrepreneurs: An empiri-
cal approach to who they are and what drives them. Journal of Business Ethics, 133(4), 703–718.

Bardi, A., & Schwartz, S. H. (2003). Values and behavior: Strength and structure of relations. Personality and
Social Psychology Bulletin, 29(10), 1207–1220.

Barnett, M. L., Jermier, J. M., & Lafferty, B. A. (2006). Corporate reputation: The definitional landscape. Corpo-
rate Reputation Review, 9(1), 26–38.

Barraket, J., Furneaux, C., Barth, S., & Mason, C. (2016). Understanding legitimacy formation in multi-goal
firms: An examination of business planning practices among social enterprises. Journal of Small Business
Management, 54(1), 77–89.

Battilana, J., & Dorado, S. (2010). Building sustainable hybrid organizations: The case of commercial
microfinance organizations. Academy of Management Journal, 53(6), 1419–1440.

Battilana, J., & Lee, M. (2014). Advancing research on hybrid organizing—Insights from the study of social enter-
prises. The Academy of Management Annals, 8(1), 397–441.

YAHYAOUI ET AL. 773

https://orcid.org/0000-0003-0261-6960
https://orcid.org/0000-0003-0261-6960
https://orcid.org/0000-0001-7369-7396
https://orcid.org/0000-0001-7369-7396
https://orcid.org/0000-0001-5052-4214
https://orcid.org/0000-0001-5052-4214
https://orcid.org/0000-0002-1932-3155
https://orcid.org/0000-0002-1932-3155
https://orcid.org/0000-0002-9717-0561
https://orcid.org/0000-0002-9717-0561
https://orcid.org/0000-0003-3897-0670
https://orcid.org/0000-0003-3897-0670


Baumgartner, R. J. (2014). Managing corporate sustainability and CSR: A conceptual framework combining
values, strategies and instruments contributing to sustainable development. Corporate Social Responsibility
and Environmental Management, 21(5), 258–271.

Beugré, C. D. (2014). Exploring the motivation to create social ventures: A model of moral engagement. Interna-
tional Journal of Entrepreneurial Venturing, 6(1), 37.

Blake, M. D., Williams, D. W., & Smith, A. R. (2015). Entrepreneurial inception: The role of imprinting in entre-
preneurial action. Journal of Business Venturing, 30(1), 11–28.

Borg, I. (2019). Age- and gender-related differences in the structure and the meaning of personal values. Person-
ality and Individual Differences, 138, 336–343.

Bosma, N., & Kelley, D. (2019). Global entrepreneurship monitor: 2018/2019 global report. https://www.
gemconsortium.org/report/gem-2018-2019-global-report

Breugst, N., Patzelt, H., & Rathgeber, P. (2015). How should we divide the pie? Equity distribution and its impact
on entrepreneurial teams. Journal of Business Venturing, 30(1), 66–94.

Bublitz, E., Nielsen, K., Noseleit, F., & Timmermans, B. (2018). Entrepreneurship, human capital, and labor
demand: A story of signaling and matching. Industrial and Corporate Change, 27(2), 269–287.

Chandler, J. A., Short, J. C., Hasan, M. K., & Fan, G. (2022). Founding team characteristics and the pursuit of
social motives: A role theory perspective. Journal of Business Venturing Insights, 17, e00289.

Chatman, J. A. (1989). Improving interactional organizational research: A model of person-organization fit.
Academy of Management Review, 14(3), 333–349.

Cho, E., & Kim, S. (2015). Cronbach's coefficient alpha. Organizational Research Methods, 18(2), 207–230.
Costanzo, L. A., Vurro, C., Foster, D., Servato, F., & Perrini, F. (2014). Dual-mission management in social entre-

preneurship: Qualitative evidence from social firms in the United Kingdom. Journal of Small Business Man-
agement, 52(4), 655–677.

Dacin, M. T., Dacin, P. A., & Tracey, P. (2011). Social Entrepreneurship: A Critique and Future Directions. Orga-
nization Science, 22(5), 1203–1213.

Dacin, P. A., Dacin, M. T., & Matear, M. (2010). Social entrepreneurship: Why we don't need a new theory and
how we move forward from here. Academy of Management Perspectives, 24(3), 37–57.

Dart, R. (2004). The legitimacy of social enterprise. Nonprofit Management and Leadership, 14(4), 411–424.
Dart, R., Clow, E., & Armstrong, A. (2010). Meaningful difficulties in the mapping of social enterprises. Social

Enterprise Journal, 6(3), 186–193.
de Hoogh, A. H., Den Hartog, D. N., Koopman, P. L., Thierry, H., van den Berg, P. T., van der Weide, J. G., &

Wilderom, C. P. (2005). Leader motives, charismatic leadership, and subordinates' work attitude in the profit
and voluntary sector. The Leadership Quarterly, 16(1), 17–38.

Deng, L., & Chan, W. (2017). Testing the difference between reliability coefficients alpha and omega. Educational
and Psychological Measurement, 77(2), 185–203.

Devers, C. E., Dewett, T., Mishina, Y., & Belsito, C. A. (2009). A general theory of organizational stigma. Organi-
zation Science, 20(1), 154–171.

Diekman, A. B., Clark, E. K., Johnston, A. M., Brown, E. R., & Steinberg, M. (2011). Malleability in communal
goals and beliefs influences attraction to stem careers: Evidence for a goal congruity perspective. Journal of
Personality and Social Psychology, 101(5), 902–918.

Doherty, B., Haugh, H., & Lyon, F. (2014). Social enterprises as hybrid organizations: A review and research
agenda. International Journal of Management Reviews, 16(4), 417–436.

Ebrahim, A., Battilana, J., & Mair, J. (2014). The governance of social enterprises: Mission drift and accountabil-
ity challenges in hybrid organizations. Research in Organizational Behavior, 34, 81–100.

Foreman-Peck, J., & Zhou, P. (2013). The strength and persistence of entrepreneurial cultures. Journal of Evolu-
tionary Economics, 23(1), 163–187.

Foroudi, P., Nazarian, A., Ziyadin, S., Kitchen, P., Hafeez, K., Priporas, C., & Pantano, E. (2020). Co-creating
brand image and reputation through stakeholder's social network. Journal of Business Research, 114, 42–59.

Forster, F., & Grichnik, D. (2013). Social entrepreneurial intention formation of corporate volunteers. Journal of
Social Entrepreneurship, 4(2), 153–181.

Frederiks, A. J., Englis, B. G., Ehrenhard, M. L., & Groen, A. J. (2019). Entrepreneurial cognition and the quality
of new venture ideas: An experimental approach to comparing future-oriented cognitive processes. Journal
of Business Venturing, 34(2), 327–347.

774 YAHYAOUI ET AL.

https://www.gemconsortium.org/report/gem-2018-2019-global-report
https://www.gemconsortium.org/report/gem-2018-2019-global-report


Gabbott, M., & Hogg, G. (2001). The role of non-verbal communication in service encounters: A conceptual
framework. Journal of Marketing Management, 17(1–2), 5–26.

Gadermann, A. M., Guhn, M. A., & Zumbo, B. D. (2012). Estimating ordinal reliability for Likert-type and ordi-
nal item response data: A conceptual, empirical, and practical guide. Practical Assessment, Research & Evalu-
ation, 17, 1–13.

Giones, F., Ungerer, C., & Baltes, G. (2020). Balancing financial, social and environmental values: Can new ven-
tures make an impact without sacrificing profits. International Journal of Entrepreneurial Venturing, 12
(1), 39.

Goldberg, A. I., Cohen, G., & Fiegenbaum, A. (2003). Reputation building: Small business strategies for success-
ful venture development. Journal of Small Business Management, 41(2), 168–186.

Gorgievski, M. J., Ascalon, M. E., & Stephan, U. (2011). Small business owners' success criteria, a values
approach to personal differences. Journal of Small Business Management, 49(2), 207–232.

Grégoire, D. A., Binder, J. K., & Rauch, A. (2019). Navigating the validity tradeoffs of entrepreneurship research
experiments: A systematic review and best-practice suggestions. Journal of Business Venturing, 34(2),
284–310.

Grieco, C. (2018). What do social entrepreneurs need to walk their talk? Understanding the attitude-behavior
gap in social impact assessment practice. Nonprofit Management and Leadership, 29(1), 105–122.

Gupta, V. K., Turban, D. B., & Bhawe, N. M. (2008). The effect of gender stereotype activation on entrepreneurial
intentions. Journal of Applied Psychology, 93(5), 1053–1061.

Hannan, M. T., Burton, M. D., & Baron, J. N. (1996). Inertia and change in the early years: Employment relations
in young, high technology firms. Industrial and Corporate Change, 5(2), 503–536.

Heinze, K. L., Banaszak-Holl, J., & Babiak, K. (2016). Social entrepreneurship in communities. Nonprofit Man-
agement and Leadership, 26(3), 313–330.

Hirschi, A., & Fischer, S. (2013). Work values as predictors of entrepreneurial career intentions. Career Develop-
ment International, 18(3), 216–231.

Hoffman, B. J., & Woehr, D. J. (2006). A quantitative review of the relationship between person–organization fit
and behavioral outcomes. Journal of Vocational Behavior, 68(3), 389–399.

Hota, P. K., Subramanian, B., & Narayanamurthy, G. (2019). Mapping the intellectual structure of social entre-
preneurship research: A citation/co-citation analysis. Journal of Business Ethics, 27(7), 621.

Hsu, D. K., Burmeister-Lamp, K., Simmons, S. A., Foo, M.-D., Hong, M. C., & Pipes, J. D. (2019). “I know I can,
but I don't fit”: Perceived fit, self-efficacy, and entrepreneurial intention. Journal of Business Venturing, 34
(2), 311–326.

Ihm, J., & Baek, Y. M. (2021). Why do participants in voluntary organizations leave? Exploring the relationship
between value congruence and length of stay. Nonprofit Management and Leadership, 31(3), 505–524.

Ip, C. Y., Liang, C., Lai, H. J., & Chang, Y. J. (2021). Determinants of social entrepreneurial intention: An alter-
native model based on social cognitive career theory. Nonprofit Management and Leadership, 31(4), 737–760.

Judge, T. A., & Bretz, R. D. (1992). Effects of work values on job choice decisions. The Journal of Applied Psychol-
ogy, 77(3), 261–271.

Kibler, E., Salmivaara, V., Stenholm, P., & Terjesen, S. (2018). The evaluative legitimacy of social entrepreneur-
ship in capitalist welfare systems. Journal of World Business, 53(6), 944–957.

King, G. (1986). How not to lie with statistics: Avoiding common mistakes in quantitative political science.
American Journal of Political Science, 30(3), 666.

Kristof, A. L. (1996). Person-organization fit: An integrative review of its conceptualizations, measurement, and
implications. Personnel Psychology, 49(1), 1–49.

Kruse, P., Wach, D., Costa, S., & Moriano, J. A. (2019). Values matter, Don’t They?–combining theory of planned
behavior and personal values as predictors of social entrepreneurial intention. Journal of Social Entrepre-
neurship, 10(1), 55–83.

Lee, Y.-J. (2021). Liked on Facebook, liked for real?: Nonprofits' online popularity and financial performance.
Nonprofit Management and Leadership, 31(3), 609–621.

Lin-Hi, N., Kempen, R., Petrushevska, M., & Hattrup, K. (2020). The new competitive environment of social
enterprises: An experimental study on perceptions and consumer intentions for social vs. traditional enter-
prises. International Journal of Entrepreneurial Venturing, 12(1), 58.

YAHYAOUI ET AL. 775



Liu, G., Eng, T.-Y., & Takeda, S. (2015). An investigation of marketing capabilities and social enterprise perfor-
mance in the UK and Japan. Entrepreneurship Theory and Practice, 39(2), 267–298.

Mair, J., & Martí, I. (2006). Social entrepreneurship research: A source of explanation, prediction, and delight.
Journal of World Business, 41(1), 36–44.

Mair, J., & Noboa, E. (2006). Social entrepreneurship: How intentions to create a social venture are formed. In J.
Mair, J. Robinson & K. Hockerts, (Eds.), Social Entrepreneurship (pp. 121–135). Palgrave Macmillan.

Margiono, A., Kariza, A., & Heriyati, P. (2019). Venture legitimacy and storytelling in social enterprises. Small
Enterprise Research, 26(1), 55–77.

Meglino, B. (1998). Individual values in organizations: Concepts, controversies, and research. Journal of Manage-
ment, 24(3), 351–389.

Michaelidou, N., Micevski, M., & Cadogan, J. W. (2015). An evaluation of nonprofit brand image: Towards a bet-
ter conceptualization and measurement. Journal of Business Research, 68(8), 1657–1666.

Michaud, V., & Tello-Rozas, S. (2020). Integrating normative values and/in value creation: A strategic manage-
ment decision aid tool for social enterprises' values practices. Nonprofit Management and Leadership, 30(3),
377–398.

Michel, G., & Rieunier, S. (2012). Nonprofit brand image and typicality influences on charitable giving. Journal
of Business Research, 65(5), 701–707.

Miller, T. L., Grimes, M. G., McMullen, J. S., & Vogus, T. J. (2012). Venturing for others with heart and head:
How compassion encourages social entrepreneurship. Academy of Management Review, 37(4), 616–640.

Mitzinneck, B. C., & Besharov, M. L. (2019). Managing value tensions in collective social entrepreneurship: The
role of temporal, structural, and collaborative compromise. Journal of Business Ethics, 159(2), 381–400.

Moses, A., & Sharma, A. (2020). What drives human resource acquisition and retention in social enterprises? An
empirical investigation in the healthcare industry in an emerging market. Journal of Business Research, 107,
76–88.

Moss, T. W., Short, J. C., Payne, G. T., & Lumpkin, G. T. (2011). Dual identities in social ventures: An exploratory
study. Entrepreneurship Theory and Practice, 35(4), 805–830.

Muchinsky, P. M., & Monahan, C. J. (1987). What is person-environment congruence? Supplementary versus
complementary models of fit. Journal of Vocational Behavior, 31(3), 268–277.

Murphy, P. J., Pollack, J., Nagy, B., Rutherford, M., & Coombes, S. (2019). Risk tolerance, legitimacy, and per-
spective: Navigating biases in social enterprise evaluations. Entrepreneurship Research Journal, 9(4), 995.

Nagel, H., Rosendahl Huber, L., van Praag, M., & Goslinga, S. (2019). The effect of a tax training program on tax
compliance and business outcomes of starting entrepreneurs: Evidence from a field experiment. Journal of
Business Venturing, 34(2), 261–283.

Nicholls, A. (2010). The legitimacy of social entrepreneurship: Reflexive isomorphism in a pre-paradigmatic field.
Entrepreneurship Theory and Practice, 34(4), 611–633.

Nielsen, J. G., Lueg, R., & van Liempd, D. (2021). Challenges and boundaries in implementing social return on
investment: An inquiry into its situational appropriateness. Nonprofit Management and Leadership, 31(3),
413–435.

O'Neil, I., & Ucbasaran, D. (2016). Balancing “what matters to me” with “what matters to them”: Exploring the
legitimation process of environmental entrepreneurs. Journal of Business Venturing, 31(2), 133–152.

O'Reilly, C. A., Chatman, J., & Caldwell, D. F. (1991). People and organizational culture: A profile comparison
approach to assessing person-organization fit. Academy of Management Journal, 34(3), 487–516.

Peiffer, M., Villotti, P., Vantilborgh, T., & Desmette, D. (2020). Stereotypes of volunteers and nonprofit organiza-
tions' professionalization: A two-study article. Nonprofit Management and Leadership, 31(2), 355–372.

Peredo, A. M., & McLean, M. (2006). Social entrepreneurship: A critical review of the concept. Journal of World
Business, 41(1), 56–65.

Peterson, R. A., & Merunka, D. R. (2014). Convenience samples of college students and research reproducibility.
Journal of Business Research, 67(5), 1035–1041.

Riedo, V., Kraiczy, N. D., & Hack, A. (2019). Applying person-environment fit theory to identify personality dif-
ferences between prospective social and commercial entrepreneurs: An explorative study. Journal of Small
Business Management, 57(3), 989–1007.

Riordan, C. M., Gatewood, R. D., & Bill, J. B. (1997). Corporate image: Employee reactions and implications for
managing corporate social performance. Journal of Business Ethics, 16(4), 401–412.

776 YAHYAOUI ET AL.



Ruebottom, T. (2013). The microstructures of rhetorical strategy in social entrepreneurship: Building legitimacy
through heroes and villains. Journal of Business Venturing, 28(1), 98–116.

Ruskin, J., Seymour, R. G., & Webster, C. M. (2016). Why create value for others? An exploration of social entre-
preneurial motives. Journal of Small Business Management, 54(4), 1015–1037.

Saebi, T., Foss, N. J., & Linder, S. (2019). Social entrepreneurship research: Past achievements and future prom-
ises. Journal of Management, 45(1), 70–95.

Santos, F. M. (2012). A positive theory of social entrepreneurship. Journal of business ethics, 111(3), 335–351.
Sastre-Castillo, M. A., Peris-Ortiz, M., & Danvila-Del Valle, I. (2015). What is different about the profile of the

social entrepreneur? Nonprofit Management and Leadership, 25(4), 349–369.
Schmidt, P., Bamberg, S., Davidov, E., Herrmann, J., & Schwartz, S. H. (2007). Die Messung von Werten mit

dem “Portraits Value Questionnaire”. Zeitschrift für Sozialpsychologie, 38(4), 261–275.
Schwartz, S. H. (2003). A proposal for measuring value orientations across nations: Chapter 7. The Questionnaire

Development Package of the European Social Survey, 259, 261.
Schwartz, S. H. (2012). An overview of the Schwartz theory of basic values. Online Readings in Psychology and

Culture, 2(1), 1–20.
Schwartz, S. H., & Bardi, A. (2001). Value hierarchies across cultures. Journal of Cross-Cultural Psychology, 32(3),

268–290.
Schwartz, S. H., & Bilsky, W. (1987). Toward a universal psychological structure of human values. Journal of Per-

sonality and Social Psychology, 53(3), 550–562.
Shadish, W. R., Cook, T. D., & Campbell, D. T. (2002). Experimental and quasi-experimental designs for general-

ized causal inference. Houghton Mifflin.
Shaw, E., & Carter, S. (2007). Social entrepreneurship: Theoretical antecedents and empirical analysis of entre-

preneurial processes and outcomes. Journal of Small Business and Enterprise Development, 14(3), 418–434.
Shepherd, D. A., & Zacharakis, A. (2019). Chapter 6 conjoint analysis: A window of opportunity for entrepre-

neurship research. In J. A. Katz & A. C. Corbett (Eds.), Advances in entrepreneurship, firm emergence and
growth: volume 20 Reflections and extensions on key papers of the first twenty-five years of advances (pp. 149–
183). Emerald Publishing.

Sieger, P., Gruber, M., Fauchart, E., & Zellweger, T. (2016). Measuring the social identity of entrepreneurs: Scale
development and international validation. Journal of Business Venturing, 31(5), 542–572.

Sijtsma, K. (2009). On the use, the misuse, and the very limited usefulness of Cronbach's alpha. Psychometrika,
74(1), 107–120.

Siqueira, A. C. O., Guenster, N., Vanacker, T., & Crucke, S. (2018). A longitudinal comparison of capital struc-
ture between young for-profit social and commercial enterprises. Journal of Business Venturing, 33(2),
225–240.

Smith, B. R., Knapp, J., Barr, T. F., Stevens, C. E., & Cannatelli, B. L. (2010). Social enterprises and the timing of
conception: Organizational identity tension, management, and marketing. Journal of Nonprofit & Public Sec-
tor Marketing, 22(2), 108–134.

Spear, R. (2006). Social entrepreneurship: A different model? International Journal of Social Economics, 33(5/6),
399–410.

Steinmetz, H., Isidor, R., & Baeuerle, N. (2012). Testing the circular structure of human values: A meta-analytical
structural equation modelling approach. Survey Research Methods—Special Issue on the Theory of Human
Values, 6(1), 61–75.

Steinmetz, H., Isidor, R., & Bauer, C. (2021). Gender differences in the intention to start a business: An updated
and extended meta-analysis. Zeitschrift für Psychologie, 229(1), 70–84.

Suykens, B., De Rynck, F., & Verschuere, B. (2019). Nonprofit organizations in between the nonprofit and mar-
ket spheres: Shifting goals, governance and management? Nonprofit Management and Leadership, 29(4),
623–636.

Teasdale, S. (2010). Explaining the multifaceted nature of social enterprise: Impression management as (social)
entrepreneurial behaviour. Voluntary Sector Review, 1(3), 271–292.

Tracey, P., & Phillips, N. (2016). Managing the consequences of organizational stigmatization: Identity work in a
social enterprise. Academy of Management Journal, 59(3), 740–765.

YAHYAOUI ET AL. 777



Türk, S., Zapkau, F. B., & Schwens, C. (2020). Prior entrepreneurial exposure and the emergence of entrepre-
neurial passion: The moderating role of learning orientation. Journal of Small Business Management, 58(2),
225–258.

Tykkyläinen, S., Syrjä, P., Puumalainen, K., & Sjögrén, H. (2016). Growth orientation in social enterprises. Inter-
national Journal of Entrepreneurial Venturing, 8(3), 296.

Uzuegbunam, I. S.-P., Ofem, B., & Nambisan, S. (2021). When do donors and investors unite? Entrepreneurial
ecosystems and the financing of hybrid ventures. Academy of Management Proceedings, 2021(1), 11982.

van de Ven, A. H., Sapienza, H. J., & Villanueva, J. (2007). Entrepreneurial pursuits of self- and collective inter-
ests. Strategic Entrepreneurship Journal, 1(3–4), 353–370.

van Vianen, A. E. (2018). Person–environment fit: A review of its basic tenets. Annual Review of Organizational
Psychology and Organizational Behavior, 5(1), 75–101.

Vecchione, M., Schwartz, S., Alessandri, G., Döring, A. K., Castellani, V., & Caprara, M. G. (2016). Stability and
change of basic personal values in early adulthood: An 8-year longitudinal study. Journal of Research in Per-
sonality, 63, 111–122.

Vedula, S., Doblinger, C., Pacheco, D., York, J. G., Bacq, S., Russo, M. V., & Dean, T. J. (2022). Entrepreneurship
for the public good: A review, critique, and path forward for social and environmental entrepreneurship
research. The Academy of Management Annals, 16(1), 391–425.

Villena Manzanares, F. (2019). Export performance of SMEs: An empirical analysis of the mediating role of cor-
porate image. Journal of Small Business Management, 57(2), 386–399.

Weidner, K., Weber, C., & Göbel, M. (2019). You Scratch My Back and I Scratch Yours: Investigating inter-part-
ner legitimacy in relationships between social enterprises and their key partners. Business & Society, 58(3),
493–532.

Wieseke, J., Geigenmüller, A., & Kraus, F. (2012). On the role of empathy in customer-employee interactions.
Journal of Service Research, 15(3), 316–331.

Wiklund, J., Baker, T., & Shepherd, D. (2010). The age-effect of financial indicators as buffers against the liability
of newness. Journal of Business Venturing, 25(4), 423–437.

Willis, G. B. (2005). Cognitive interviewing: A tool for improving questionnaire design. Sage.
Wry, T., & York, J. G. (2017). An identity-based approach to social Enterprise. Academy of Management Review,

42(3), 437–460.
Yitshaki, R., & Kropp, F. (2016). Motivations and opportunity recognition of social entrepreneurs. Journal of

Small Business Management, 54(2), 546–565.
Younger, S., & Fisher, G. (2020). The exemplar enigma: New venture image formation in an emergent organiza-

tional category. Journal of Business Venturing, 35(1), 105897.
Zhu, D.-H., & Chang, Y.-P. (2013). Negative publicity effect of the business founder's unethical behavior on cor-

porate image: Evidence from China. Journal of Business Ethics, 117(1), 111–121.

AUTHOR BIOGRAPHIES

Yasmine Yahyaoui is a research assistant at the University of Bayreuth. Her research
investigates challenges and opportunities in the context of young social enterprises and
(social) entrepreneurial teams. She explores research questions centering around the role of
deep‐level characteristics and psychological well‐being in an entrepreneurial context.

Eva A. Jakob is an assistant professor of Social Entrepreneurship at the University of Bay-
reuth. Her research focuses on individuals’ perceptions and intentions in the context of
(social) entrepreneurship as well as team processes and team composition in social ventures.
Moreover, her research includes work on Corporate Social Responsibility.

Holger Steinmetz is a postdoctoral researcher at Trier University. He is an organizational
psychologist with a focus on methodology. His focus is on structural equation modeling and

778 YAHYAOUI ET AL.



causal inference, meta‐analysis, and machine learning. In addition, he deals with issues of
organizational psychology, entrepreneurship, and cross‐cultural research.

Marius C. Wehner is a professor of digital management and digital work at Heinrich
Heine University Düsseldorf. He dedicates his work to researching and teaching in the field
of algorithmic decision‐making, human resource management, and entrepreneurship.

Rodrigo Isidor is a professor of Human Resource Management and Intrapreneurship at the
University of Bayreuth. His research focuses on the interface between human resource man-
agement, international management, and entrepreneurship.

Rüdiger Kabst is a professor of International Business at Paderborn University. His
research interests include technology and start‐up management, business model innova-
tions, digitization, and disruptive innovations, young technology companies, international
and evidence‐based human resource management, internationalization of medium‐sized
companies, and challenges of corporate management at the interface between efficiency,
added value, and sustainability.

How to cite this article: Yahyaoui, Y., Jakob, E. A., Steinmetz, H., Wehner, M. C.,
Isidor, R., & Kabst, R. (2023). The equivocal image of young social enterprises—How self-
versus other-oriented values influence external perceptions. Nonprofit Management and
Leadership, 33(4), 755–781. https://doi.org/10.1002/nml.21552

YAHYAOUI ET AL. 779

https://doi.org/10.1002/nml.21552


APPENDIX A: VIGNETTE TEXTS

In the following, you will find a short report of a person who has just finished his/her studies
and set up his/her own, now 3-year-old company. S/he explains how s/he experienced
that move.

A.1. | Scenario—Commercial enterprise

“I developed coffee that really keeps you awake”

Founders magazine December 1, 2017

How did you come up with the idea of starting a business?

The idea was born during our studies. I have always had a lot of coffee, especially in the learning periods
as a student. When I was late learning again, I was dependent on caffeine. Unfortunately, the effect of
coffee was always very short. At first, I thought it was because of the type or the brand. Then, I tested
everything—without any notable success. In between, I tried drinking energy drinks. But the taste was
horrible. At some point I thought to myself, “There has to be another way!”. Then I started to develop a
coffee, with an effect that lasts much longer than the one of standard coffee.

How did you start your business?

It all started with an experimental setup in the kitchen. I ordered different beans and roasted them in
different ways. To get feedback on the effect and taste, I gave my products to others for testing. I also
found that a lot of people are looking for something to keep them awake longer. With a very good type
of bean and a slow roasting process, I now make the coffee with the best wake-up function. Now, of
course not at home in my kitchen anymore. I officially founded the business after I completed my
studies. With tasting stands at street food events and a big Facebook campaign, I received my first orders
for my product. Despite initial skepticism, I was able to convince a private investor to finance my wake-
up coffee concept.

How do others perceive your product?

I now receive orders for my product on a regular basis, so I am busy with production and handling. I can
pay myself a salary and the business is growing. I am in close contact with my suppliers and am
currently discussing further financing with my investor. I would like to expand my product range to
increase my sales.

How do you evaluate being self-employed?

At the beginning, I was on my own. That meant a lot of work, but I could also decide faster what to do.
With my company, I have the freedom to achieve my own goals. I am very satisfied. With my coffee I
managed to offer people a real wake-up call. It offers a real alternative to standard coffee.
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A.2. | Scenario—Social enterprise

“I developed a fair coffee with really good taste”

Founders Magazine December 1, 2017

How did you come up with the idea of starting a business?

The idea was born during my studies. I did a long backpacking tour through South America. There I saw
how bad the living conditions were for coffee farmers. The families lived in a confined space without
access to clean water. The children of the farmers asked me for food. The prices for coffee beans were
simply so low that the families could hardly keep themselves above water. At some point, I thought to
myself, “There has to be another way!”. Then I developed a fair coffee with really good taste.

How did you start your business?

It all started with some fresh coffee beans I took back from South America. I roasted the beans at home.
That's when I discovered that when the beans are so fresh, they have a very intense coffee taste. I told
many friends about my experiences with the coffee farmers. I found out that many people want to do
something about these side effects of their coffee consumption. With the help of a local organization, I
established contact with a network of fair coffee farmers. With the best coffee beans, I now produce fair
coffee with really good taste. Now, of course, I do not fly in the beans myself anymore. I officially
founded the business after I completed my studies. With tasting stands at street food events and a big
Facebook campaign, I received my first orders for my product. Despite initial skepticism, I was able to
convince a private investor to finance my wake-up coffee concept.

How do others perceive your service?

I now receive orders for my product on a regular basis, so I am busy with production and handling. I can
pay myself a salary and the business is growing. I am in close contact with the coffee farmers'
association and talk to my investor about further financing. In this way, I want to reach more customers
in order to improve the living conditions of the coffee farmers.

How do you evaluate being self-employed?

At the beginning, I was on my own. That meant a lot of work, but I could also decide faster what to do.
With my company, I have the freedom to achieve my own goals. I am very satisfied. With my coffee I
have managed to guarantee a reasonable salary for the coffee farmers. A real alternative to standard
coffee.
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