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Abstract
Existing literature has shown that there is a link between entrepreneurs networks and the
success of crowdfunding campaigns (Kaur & Gera, 2017). Especially for sustainable
entrepreneurs crowdfunding can play an essential role to allocate funding and get in
contact with a wider community (Maehle, 2020). This study tries to find out how
crowdfunding campaigns affect the existing network of sustainable entrepreneurs?
Therefore four case study interviews with sustainable entrepreneurs have been
conducted. The study has found in all case studies an increase of network through the
crowdfunding campaign. Especially weak bounds of the network were supported as all
entrepreneurs increased their popularity.
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1. Introduction
When creating a business, it is important to pay attention to several important aspects.
One essential aspect is the funding. There are many ways to fund a new business, which
include using private savings and assets or asking for a loan to a bank or to a financial
company. However, there are also several new alternative ways to fund a business such
as crowdfunding methods.
But what actually is crowdfunding? Crowdfunding is a funding method for startups in
which money comes from fundraising activities (Belleflamme et.al, 2015). By using the
internet, crowdfunding has become one of the most popular funding solutions for people
who wish to start a business. There are currently several websites for crowdfunding,
such as Kickstarter and Indiegogo.
For sustainable entrepreneurs crowdfunding can especially be important as they want to
get non-financial support, in addition to financial support, through connecting with their
backers and other green adopters (Maehle, 2020).
As crowdfunding relies on the amount of backers who invest in their project, the
network component is closely connected to it. Bjorkman and Kock (1995) define a
network on the basis of three components: actors, resources, and activities. Existing
research (Kaur & Gera, 2017; Belleflamme & Schwienbacher, 2019) has proven a link
between the existing network of an entrepreneur and the success rate of their
crowdfunding campaign.
The focus in this paper is to analyze the impact that crowdfunding campaigns have on
the network of sustainable start-ups. In this regard, the following research question was
formulated: how do crowdfunding campaigns affect the existing network of sustainable
entrepreneurs? With the use of the data gathered through four semi-structured
interviews, this research hopes to prove that there is not only a positive link between
network and crowdfunding campaigns but also between crowdfunding campaigns and
network.
Our expectations are that crowdfunding campaigns do increase the overall network of
the entrepreneurs.
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2. Theory
2.1 Crowdfunding
Crowdfunding is a form of raising money for a business venture or a project. The
funding is sourced through small amounts of money from a large group of people
(so-called ‘backers’). This is typically done via crowdfunding platforms on the internet
(Belleflamme, Lambert & Schwienbacher, 2010, p.1-2).
The backers spend money on an idea they deem worthy of being supported. As
crowdfunding is not a form of investment, they do not expect financial rewards, but
rather wish to support an idea so that it can become reality. As an extrinsic motivator,
entrepreneurs can adopt one of four models. They may follow the reward-based model,
offering ‘rewards’ to their backers. This may e.g. include pre-sales of the supported
product or gift cards for a service. Alternatively, they may follow the “equity-based,
investment for a percentage stake, lending-based, peer-to-peer lending [or]
donation-based, charitable giving”, models (Forbes, Schafer, 2017, p.399).
Crowdfunding is mostly used during the initial phases of a business venture or project.
However, it is not limited to this stage, as businesses have been found to use
crowdfunding to fund certain projects at a later point in time. Crowdfunding can be used
to acquire first customers and to reach potential customers. Conducting a successful
campaign can also give some certainty for the entrepreneur(s) that the initiated project
or business venture is desired and will succeed.
Traditional sources of financing such as bank loans, can be unavailable for
entrepreneurs for several reasons, such as the inability to get bank loans due to low
credit rating. Therefore, crowdfunding can be a viable alternative, as the project itself is
in the focus, instead of e.g. an entrepreneur’s financial situation. This option is also less
risky, as the costs of launching a crowdfunding campaign are minimal and entrepreneurs
do not have to “release [...] equity” (Forbes, Schafer, 2017, p.399).
Sustainable entrepreneurs or projects can also profit from crowdfunding campaigns. In
their cases, a crowdfunding campaign is often not solely motivated by the financial, but
also by non-financial aspects, such as the interaction with their backers. This
engagement with their community also allows them to legitimize their project or
business venture in terms of sustainability claims / promises (Maehle, 2020).
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2.2 Network
This research focuses solely on business networks, but what is actually a business
network? Essentially, a business network is a social network that is developed for
entrepreneurs to meet and collaborate with peer entrepreneurs or other individuals. This
collaboration is done on the basis of mutual interest.
Bjorkman and Kock (1995) highlighted that network should be divided into two
different dimensions. The first dimension, the strength of the bond, is separated into two
different bonds: weak bonds and strong bonds. Although being different, both are
important for the network. On one hand, bonds that are based on trust and mutuality
within social interaction are referred to as strong bonds. In other words, these are bonds
created by people that believe in the idea and that are willing to trust it by investing
money into it. There is therefore a direct financial benefit to this bond. On the other
hand, bonds that are informal and that have a weak structure are referred to as weak
bonds. This bond can also lead to financial return but in an indirect way. As people
speak more about a project and the word goes around, it is likely that it will draw more
interest which overtime may transform into stronger bonds.
For the second dimension, Bjorkman and Kock (1995) explained that the centrality of a
business can be divided into global and local centrality. A business is locally central if it
has a large number of connections with other positions in its immediate environment,
while a position is globally central when it is strategically significant in the overall
structure of the network (Bjorkman and Kock, 1995). A central position indicates that
the individual has access to more information through stronger relationships to key
decision makers and informants.
2.3 Effect of Network on Crowdfunding
Now that an explanation of the business network has been provided, we must establish
how network and crowdfunding are linked. This link has already been researched upon
extensively. However, it has been mainly a one-way research in the sense that much
effort has been devoted to understanding how the network of entrepreneurs affects
crowdfunding campaigns. Kaur and Gera (2017), for example, focused on the link
between social media and the success rate of a crowdfunding campaign, showed that a
crowdfunding campaign relies tremendously on the social and networking skills of its
creator. In fact, crowdfunding creators that were more present on a particular social
media platform were more likely to reach the crowdfunding financial goal. Another
similar study is done by Belleflamme and Schwienbacher (2019), in which they proved
that crowdfunding campaigns that had more than one creator were more likely to be
successful. The reason behind this finding was that the more creators onboard, the
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bigger the enlargement of the network, which in turn positively affects the
crowdfunding campaign.
There is no doubt about the positive effect of a large network on a crowdfunding
campaign. However, no research has focused on the benefits that a crowdfunding
campaign can have on the network of an entrepreneur. This missing piece of
information does not allow us to close the theoretical loop (as seen on Fig. 1), which is
what our research focuses upon. Proving this link is of high importance for
entrepreneurs that are doubtful about the benefits of a crowdfunding campaign on their
business.

Figure 1: Theoretical Link between Network and Crowdfunding

3. Methodology
The study follows a qualitative research approach as most suitable to answer the
research question How do crowdfunding campaigns affect the existing network of
sustainable entrepreneurs?. Qualitative research is trying to interpret participations
meaning (Ruona, 2005, p.235).
Therefore four semistructured interviews with four different cases were conducted. The
cases will be presented in the Appendix 2. The cases were selected based on the criteria:
have successfully completed a crowdfunding campaign before the year 2020, have over
200 backers and have raised more than 10.000 EUR. The interviews were conducted by
four different students. To align on an interview agenda the interview partners were
interviewed based on the interview guide (see Appendix 1). To prevent response bias
within the interview , the interview guide was not handed out before.
All interviews were conducted between December 2020 and January 2021 by online.
The interviews were recorded and each interviewee has signed a Consent for
Participation (see Appendix 3 and Appendix 4).

6 › 59

.

To analyse the collected, qualitative data the researchers followed Ruona´s four stages
of data analysing: data preparation, familiarization, coding, and generating meaning
(Ruona, 2005, p.240). As a first step the data was prepared, which means the interviews
were transcribed using the tool “otter.ai” and the identity of participants was replaced
by company name. Afterwards the researchers were getting familiar with the transcribed
interviews. As a next step the data was coded, which means simplifying the data in
general categories (Ruona, 2005, p.241). For this study the research team selected
Theory-driven codes (Ruona, 2005) as the coding is based on the research question.
Each transcribed interview was coded by the respective interviewer and a second
researcher to make the coding more reliable. In figure 2 you can see the coding
categories for the qualitative data analysis. As a last step the researchers were
generating meaning out of the data through interpreting the coding. This part will follow
within the findings and discussion.
3.1 Coding Categories
Based on Bjorkman and Kock (1995) existing theory of social network the research
design of this study focuses on actors within the social network. This study mainly
focuses on the business ecosystem, which defines networks as providing the company
with resources, alliance partners, and important information about market conditions
(Zahra & Nambisan, 2012). Therefore we pre-selected the following network strings for
our interview guide: customers, suppliers, investors, and distributors (see Appendix 1).
During our semi-structured interviews we detected alliances as well as network sting
and included it within the interview guide.
The study tries to involve Bjorkman and Kock’s weaker and stronger bonds of network
within the research. The coding categories based on the transcribed interviews (see
Figure 2; see Appendix 5) show the influence of crowdfunding on weaker bonds like
overall experience with crowdfunding and stronger bonds like alliances, customer,
supplier, distributors and investors. Within the Discussion the effect of crowdfunding
on Bjorkman and Kock’s dimension of centrality of the network will be analysed.
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Figure 2: Coding Categories

4. Findings
The Findings are based on the answers coded with the ‘Post-Network’ tags seen in the
coding scheme in Figure 2. The findings within the four case study interviews are
presented based on the coding scheme (see Appendix 5). The transcripts can be found in
full length in Appendix 4.
4.1 Alliances
Especially SolarGaps could create through their crowdfunding campaign a
cross-marketing-promotion with another sustainable startup. In addition they got a lot of
direct inquiries from potential partners who offered to install their window blinds.
Kitchen Dates recognised through their crowdfunding campaign that “ other restaurants
who focus on health and sustainability, follow what we do and copy or adopt some of
our techniques” - these businesses could be potential alliances in the future. Two out of
our four interviewees did not have any direct increase within their alliances through
their crowdfunding campaign (Impact Bioenergy and LabFresh).
4.2 Customers
Even though the main purpose of using crowdfunding is to look for an alternative
funding, it also could help expand the network, especially in relation to the customer
base. All the interviewees mentioned that their crowdfunding campaigns contributed to
the increase of customers.
Interestingly, both LabFresh and SolarGap got their first customers from the
crowdfunding platform Kickstarter.
Kitchen Dates explained that a lot of media appearances resulting from the campaign
helped reach customer segments, which the company had not previously been able to
reach, e.g. TV morning shows attracted elderly people to the restaurant, who were
interested in eating at a restaurant which used techniques and ingredients from their
childhood.
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4.3 Distributors
For Impact Bioenergy, the distributor network has increased over the course of their
crowdfunding campaign. Afterwards, Impact Bioenergy was in contact with distributors
in the UK, Spain, Australia and the Philippines. Not all of the interviewed companies
were using distributors, Kitchen Dates and LabFresh e.g. do not work in cooperation
with distributors, as they are both B2C businesses. For Impact Bioenergy, who
increased their distributor network, it is difficult to measure whether the reason for the
distributors’ approach was the crowdfunding campaign or pure websearch.
4.4 Investors
Next to receiving funding from the backers of a crowdfunding campaign, companies
may decide to get ordinary investors on board. Impact Bioenergy was contacted by three
separate investors who wanted to buy the startup but none of the deals went through.
Different from SolarGaps, who raised some additional money from investors. Kitchen
Dates had discussed bringing an additional investor on board, but in the end decided
against it.
4. 5 Suppliers
All four interviewees mentioned no drastic changes in the size of their supplier network
following the campaign. Impact Bioenergy had a functioning network of suppliers, so
even when they were approached by potential suppliers, they decided to stick to their
existing ones. However, SolarGap mentioned that due to the financial backing they
received, they could extend their production and therefore their supplier network.
Kitchen Dates explained that without a yet functioning website at the time, they were
able to show the successful crowdfunding campaign to suppliers that they approached,
which helped them with their credibility. So, in conclusion, the crowdfunding campaign
had an indirect impact on the entrepreneurs supplier network.
4.6 Overall experience with crowdfunding
All four interviewed companies would use crowdfunding again to release a product on
the market. In addition they would all recommend it to other sustainable entrepreneurs.
SolarGap argued that it is beneficial for ideas with the potential to go viral, to be
introduced to a community of people, such as early adopters of green technology.
All interviews showed that crowdfunding is not only focusing on raising money, but
also on creating a community and spreading an idea:
“And so crowdfunding is really about not just raising money, but asking the world what
they think of your idea.” ( Impact Bioenergy)
Especially for sustainable entrepreneurs it is important to further develop sustainable,
innovative solutions and raising awareness. Crowdfunding campaigns can create an
international audience and can bring early adopters together:
“The focus was really on building up a community and to get people involved. We were
able to put attention on buzzwords such as Circular Economy, Zero Waste, Food
sourcing, by bringing these topics to the forefront of media discussions.” (Kitchen
Dates).
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These findings within all four case studies support that crowdfunding can enlarge a
network and is not only used by sustainable entrepreneurs to create financial resources.
5. Discussion
A common trend among the different findings was that the overall network of the
different entrepreneurs had definitely increased following their crowdfunding campaign.
For what concerns, the weaker bonds both SolarGap and Impact BioEnergy explained
that they received and still receive nowadays multiple inquiries through mail which was
not the case before the crowdfunding campaign. In the words of the SolarGap founder,
their crowdfunding campaign made them “popular”. A reason behind the popularity of
their crowdfunding campaigns is explained by the founder of Impact BioEnergy
founder who stated that “the largest success [ of the crowdfunding campaign] is the fact
that the story lives forever on the internet”. This free billboard created an enormous
advantage and public exposure. This was further agreed upon by the founder of Kitchen
Dates who explained that after the crowdfunding campaign TV channels and
newspapers talked about their project which led to an increase in people getting
interested in them. The LabFresh founder also acknowledged that as a result of the
crowdfunding campaign there was more word to mouth and that helped them to gain in
popularity. The fact that the businesses became popular following the crowdfunding
campaign did not directly impact them in the sense that there was no financial benefit
attached to it. However, as Match and Weatherston (2014) highlight, the increase in
publicity and public exposure can only be beneficial for the business and will eventually
be converted into stronger bonds.
As they received more public attention, we expected that this would have in turn
increased all the components of their network. However, our expectations were wrong.
The findings show that the only aspect that has strong proof is the increase in customer
base. All of the interviewees had an increase in their customer base, although only
Kitchen Dates and LabFresh could actually state that their client base was actually as a
direct result of the crowdfunding campaign. The others interviewee noticed an increase
in their customers as well, but could not explicitly say that this was as a result of the
crowdfunding campaign.
The first component of the network that we were unable to prove is distributors. two of
the four interviewees do not currently collaborate with distributors. Out of the two that
do collaborate with distributors, only one entrepreneur (Impact BioEnergy) increased
his distributors network following the crowdfunding campaign, but again, he couldn’t
say for sure that this was as a result of the crowdfunding campaign and the public
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attention it got.
The investor network also did not increase following the crowdfunding campaign. We
strongly expected that a successful crowdfunding campaign would have attracted
investors as being able to attain the financial goals set for the crowdfunding campaign is
a sign of a good opportunity. This was however, not the case. The firms all received
inquiries about potential investors, but apart from SolarGap that actually took investors
onboard, none of the inquiries for the other entrepreneurs were converted into actual
deals.
Interestingly, the supplier network was the one that was the least impacted by the
crowdfunding campaign. Some of the businesses such as ImpactBio BioEnergy and
SolarGap got inquiries from potential suppliers, but declined their proposition. The
founder of LabFresh, who also remained with the same suppliers that she was
collaborating with prior to the crowdfunding campaign, explained that she decided not
to collaborate with new suppliers for security reasons as she felt more comfortable
collaborating with people that she had already been collaborating with in the past.
The last component, alliance, was also not affected by the crowdfunding campaign.
Only the founder of SolarGap referred to an increase in alliance as a result of the
crowdfunding campaign, which took the form of cross-marketing strategy with one of
his competitors.
For the second dimension of the network, namely centrality, it was noticeable that all
the entrepreneurs were already well embedded into their local community prior to the
crowdfunding campaign, however, an increase was still noticed after the campaign. The
local centrality of Impact BioEnergy increased following the crowdfunding campaign
as they started attracting major local customers such as Microsoft. Kitchen Dates which
were already relatively established locally explained that the crowdfunding campaign
created a community around them and got people involved, which further expanded
their central locality. In addition, SolarGap moved to Silicon Valley prior to the
crowdfunding campaign and became more embedded within the local community
following the crowdfunding campaign, such as by collaborating with their competitor,
as mentioned earlier.
However, no improvement was noticed for the global centrality. None of the
entrepreneurs became strategically significant in the overall structure of the network.
We had two assumptions for this finding. The first one is that a business can only find
itself being strategically significant on the overall structure of a network when it is at the
base of the production pyramid, such as suppliers of raw materials on which other actors
strongly depend. Our second assumption was that for a firm to be strategically
significant, they would need to be considered a “big” actor, which was not the case for
any of the entrepreneurs. All of them are growing organically, but not at a stage
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whereby they could be considered as a “big” business.
Based on the above-stated findings, the following graph is proposed. The striped lines
represents links that we were not able to prove while the full lines represents links that
we were able to prove.

Figure 3: Increased network through crowdfunding

6. Conclusion and Limitations
The interest of this study was to understand how crowdfunding campaigns impacted
the network of the entrepreneurs that initiated it. The ultimate aim was to seal the
theoretical loop by proving that there is not only a positive link between network and
crowdfunding campaigns but also one between crowdfunding campaigns and network
expansion.
Data gathered from four semi-structured interviews was used in the attempt to respond
to our research question. The components: alliance, distributor, investor, customer, and
suppliers were judged as the central part of an entrepreneur's network. It is fair to say
that our results were unexpected. Our findings show that the overall network of the
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entrepreneurs has drastically improved since their respective crowdfunding campaigns,
however, only due to their increase in customers and an increase in local centrality. By
successfully completing their crowdfunding campaigns, the entrepreneurs created a
huge (and free) billboard for themselves on the internet. Their story is available for
anyone to have a look at at any time. The fact that all the entrepreneurs were pioneers
with their innovative business idea created a fuss around them. This fuss took the form
of people continuously inquiring about them, newspaper articles being written about
them, people speaking about them, etc. Essentially, the crowdfunding campaigns made
them “popular”. The results of their popularization was that these initially weaker bonds
eventually created an increase of the stronger bonds, their customer base. Our findings
were further supported by Macht and Weatherston (2014) that state: “The hype [that the
crowdfunding campaign creates] also increases publicity and as such enables businesses
to obtain access to more contacts, which can be useful for their future development”.
The centrality of the entrepreneurs also increased following the crowdfunding
campaign. We proved that the crowdfunding campaign enabled the entrepreneurs to be
embedded within their respective local communities to a greater extent than prior to the
crowdfunding campaign.
These above-stated findings allow us to close (to some extent) the theoretical loops and
declare that crowdfunding campaigns will improve the customer base of an entrepreneur
and increase his/her embeddedness with the local community.
Inevitably, this research was met with a number of limitations. The most important one
that was already discussed previously is that the interviewees were not able to quantify
how much of their changes in network was due to the crowdfunding campaign. The
second limitation is the fact that we only interviewed four entrepreneurs who only used
two different crowdfunding platforms, which is not representative of all the other
entrepreneurs that also used other crowdfunding platforms. Further research could
potentially focus on the impact a failed crowdfunding campaign can have on a network
or how different types of crowdfunding campaigns, such as crowd loaning or equity
crowdfunding can have on a network. Lastly, we used a very narrow and business
oriented understanding of a network. Unquestionably, other understanding of networks
could be applied to the same research. Future researchers should take these limitations
into account and attempt to include them in their research.
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Appendices
Appendix 1: Interview guide
Information Interview
➔ Thanking
➔ What this research is about
➔ What is a network (It incorporates suppliers, customers, third-party developers,
distributors, and others.)
➔ How the interview will be divided
➔ Reminder that the interview will be recorded zoom + phone
Introduction
➔ What type of company do you own?
➔ When did you found your company?
➔ What type of product / service did you start with?
➔ Why did you decide to do a crowdfunding campaign?
➔ Why did you choose Kickstarter as a crowdfunding platform?
➔ How much did you ask for? How many backers did you have?
Main Body
➔ How has your network changed after the campaign? Has it grown or decreased?
How have the relationships changed?
➔ Has the size of your overall network changed and how?
◆ Customers
◆ Suppliers
◆ Distributors
◆ Investors
◆ Companies within the common industry
Conclusion
➔ Which of the relationships is influenced the most?
➔ Would you recommend conducting a crowdfunding campaign to other young
sustainable startups?

Appendix 2: Interview partners
Impact Bioenergy
The sustainable entrepreneur Impact Bioenergy builds organic-waste recycling systems
to reduce food waste. The company manufactures portable bioenergy systems that
convert organic waste materials into energy and biofertilizer with zero waste.They are
located in Washington and sell their biodigesters focusing on business to business
(Impact Bioenergy, 2021). The company used 2015 Kickstarter as a crowdfunding
campaign to finance their system “Horse” and successfully collected $36.753 through
334 backers (Kickstarter, 2021a).
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SolarGaps
The sustainable entrepreneur SolarGaps creates photovoltaic window blinds which
generate electricity and at the same time keep the room cool. The blinds can be
connected to an App to track their energy generation (SolarGaps 2021). SolarGaps
presented 2017 a prototype on Kickstarter to start their crowdfunding campaign and
raised $102.354 from 331 backers (Kickstarter, 2021b).
LabFresh
LabFresh is a sustainable entrepreneur within the fashion industry supporting the
movement: “Buy less, wash less and wear longer is our way to reduce waste”
(LabFresh, 2021). Labfresh produces menswear by using innovation in the material
which are eco-friendly, easy to maintain, and odour repellent. Labfresh raised 2019 with
their Kickstarter campaign 192.538€ from 2.617 backers (Kickstarter, 2021c).
Kitchen Dates
Kitchen Dates is a Zero Waste restaurant in Lisbon. The restaurant's philosophy is based
on zero waste, circularity, locality / regionality and transparency. In addition, the
restaurant gives online workshops for zero-waste cooking (Kitchen Dates, 2021). In
2019, Kitchen Dates used PPL Crowdfunding (a Portugese crowdfunding platform) to
raise 12.086€ from 225 backers (PPL, 2021).
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Appendix 3: Interview consent
Appendix 3.1: Form of Consent Impact Bioenergy
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Appendix 3.2: Form of Consent SolarGap
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Appendix 3.3: Form of Consent LabFresh
Labfresh was asked orally before the interview, whether they accept to be recorded.
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Appendix 3.4: Form of Consent Kitchen Dates
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Appendix 4: Transcript of Interviews
Appendix 4.1: Transcript Impact Bioenergy
Interviewer 0:01
Okay, so once again, thank you. And just as a first question, could I please ask you to
perhaps, present yourself and tell me a little more about your background prior to
becoming the president of Impact Bioenergy?
Impact Bioenergy 0:21
Yeah, my name is Impact Bioenergy Allen. I'm located in Seattle, Washington on the
West Coast of the United States. The company is Impact Bioenergy, and my personal
background- I went to school at Purdue University in Environmental Engineering, and
spent most of my career in organic- Well, my entire career in organic waste conversion,
starting and infrastructure and wastewater and water systems and then going into
composting and soil manufacturing and digesters. So, really, I've spent my entire career
taking some sort of organic waste and making it into a commercial product. That
touches on soil issues, it touches on the food issues, touches on odor control. But it's
generally making a new resource out of waste.
Interviewer 1:25
Okay, so did you did you work in another company that was doing also this, this sort of,
I mean, that was recycling, food waste into energy, prior to working in Impact
Bioenergy.
Impact Bioenergy 1:44
Yeah, I worked for a regional waste company. They wanted- They were in the business
of taking garbage to the landfill. And they expressed an interest in going into
composting for organic waste. And I designed and built their compost facility, and then
they had nobody to operate it. So I stayed with the company and operated that facility
for 10 years, and then went to a global consulting company to do the same thing. But I
still supported them for another 10 years as a consultant, and then started doing organic
waste projects on a global basis. And eventually found my way to a startup to take food
waste energy in urban areas. And that company was quite ambitious. It ended up having
some trouble with managing their money and cash flow. So I left that company and
started my own. That's when Impact Bioenergy energy was started because the larger
company had financial problems and nobody wanted to do small facilities. So we so
impact is about small facilities.
Interviewer 3:09
Okay, so just just to make your case, so you're the president of Impact Bioenergy
Energy, and that makes you as well the founder, I'm guessing?
Impact Bioenergy 3:20
Yeah. That's correct.
Interviewer 3:20
Okay. And therefore, the main shareholder of Impact Bioenergy?
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Impact Bioenergy 3:25
Yeah that's right.
Interviewer 3:27
Okay. And so this company was founded in 2013. If I'm not wrong, right?
Impact Bioenergy 3:33
Right. Right. At Christmas time of year. Yeah.
Interviewer 3:37
Okay. And your crowdfunding campaign? You did it in 2015?
Impact Bioenergy 3:42
Huh I think so. Yeah. Yeah.
Interviewer 3:45
Okay. So you created your company prior to actually doing the crowdfunding
campaign?
Impact Bioenergy 3:53
Yeah, the crowdfunding was for a specific digester in a specific location so we focused
on a brewery in Seattle, to put a digester at the brewery in Seattle. And we talked about
the potential for how it could be replicated, but it was really to fund that particular
project.
Interviewer 4:16
Okay, because actually, I was wondering, because I went on your website in a saw the
horse biodigester. And it was in a in a container. And then I saw on your campaign that
it was more like a trailer based biodigester. And so I was wondering why there was like
this difference in between the two products, but I think that you explained it...
Impact Bioenergy 4:39
Well, the trailer, the trailer was the prototype. And that was sold to an entrepreneur in
British Columbia, Canada in Vancouver. The crowdfunding was for the next
commercial unit, and that was in a container. So the blue one, that's in a blue container
was the one that was funded by the crowdfunding.
Interviewer 5:03
Okay. All right. And so, I mean, I went on your website, I saw that you're selling a
biodigesters. I mean, you have four types, I think if I'm not wrong.
Impact Bioenergy 5:15
So there is seven types...
Interviewer 5:18
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Ah seven types, okay. Okay, I was I wasn't aware of that. I saw four on your website,
there was the Horse, the Natalius, the Buffalo, the OX ED 517.
Impact Bioenergy 5:29
No, you're right, there are four categories like that. So the horse is the smaller one in a
container. The Nautilus is a larger, the same technology but larger. And then the buffalo
is just the bio gas control equipment that we use to sell to partners and then the Ox is a
is a collaboration with an Austrian company to take landscape paper, wood, food
altogether. It's a little it's a different kind of digester.
Interviewer 6:03
Okay. And apart from the bio digesters, do you do sell any other products? Or perhaps,
maybe services, like consultancy, also for, I don't know, communities or businesses?
Impact Bioenergy 6:20
Yes, we have a we have two divisions in our company. The the main division
manufactures the equipment: the digesters. The sister company is concentric solutions.
It's a company that sells consulting services. And it also sells the output from the
digester, the fertilizer and the energy. So it's involved in selling information and
products that come out of digesters.
Interviewer 6:51
Okay, well, that's quite interesting. I think that the fact that you make two outputs out
of- , I mean, on one hand, the electricity and the fertilizer, it's just great. I love that idea,
that concept. Could I ask you why you decided to do a crowdfunding campaign for that
specific horse trailer or prototype, but not any other type of funding?
Impact Bioenergy 7:26
Well, we wanted, we knew that people were excited about the idea we had, but we want
to do have a larger audience, so that the reason was to get a larger audience, and to and
to really test the market to see how the market would respond to this idea. And so
crowdfunding is really about not just raising money, but asking the world what they
think of your idea. And it's really about: tell us if you like this, and so we were
successful, we raised the money we needed. But the bigger, the largest success, is the
fact that story lives forever on the internet, it's still out there and you found it, you know,
five years later. We still get emails every week, because of a crowdfunding for not very
much money, it was like $35,000. But even now, five years later, we're still getting
emails every week of somebody just saw it and they want to know more about it. So it
seems like the value of the social media and as a communication tool is huge. It's really
a big benefit.
Interviewer 8:57
Okay, so it was also a way to use this campaign as sort of billboard advertisement or I
mean, not really adverstisement, but like is a big billboard on the internet.
Impact Bioenergy 9:10
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Exactly. Again, it's it's so global. These these emails come from South America from all
parts of Europe from Asia, they're everywhere. So it's really a huge billboard.
Enormous.
Interviewer 9:28
Okay, this is great, actually. And another question is, why exactly did you use
Kickstarter? Because I mean, there's so many different crowdfunding platforms. And so
why exactly Kickstarter?
Impact Bioenergy 9:46
Yeah, we looked at three or four. I think the second one that was most likely was
Indiegogo, was the one we almost chose. We chose Kickstarter because we thought it
had the biggest billboards because there were more people looking at Kickstarter, and
there was more activity on Kickstarter. Kickstarter has- there were some things we
didn't like about it. I mean, they I think they took 8% of the money.
Interviewer 10:23
That's quite alot!
Impact Bioenergy 10:24
I think it was an all or nothing proposition. So if you don't reach your target, you get
zero. So you either get zero or you make, or you make your target.
Interviewer 10:38
The funding platforms are different in that sense?
Impact Bioenergy 10:42
Yeah, some of them, some of them are not like that. Some of them if you reach 50%,
you still get the funding, but Kickstarter at that time, five years ago, if you fail to hit the
target figure, you're gonna get nothing.
Interviewer 10:59
Okay, so I saw that on Kickstarter, you. So you collected $36,753, exactly. 334 backers,
but, I wasn't able to find exactly what amount you initially asked for.
Impact Bioenergy 11:21
I think it was 33 or 34, something like that.
Interviewer 11:25
Okay.
Impact Bioenergy 11:26
It was in the low. It was right, just below 35,000.
Interviewer 11:30
Okay, great. And just as the last question for the introduction. So how big is the
company at the moment? And I mean, I'm asking that in terms of employees. So how
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many employees do you currently have? Or how many people are working in the
company at the moment?
Impact Bioenergy 11:47
Yeah, seven,
Interviewer 11:48
Seven. Okay. Great. So now, I will move on to the part that concerns your network prior
to the crowdfunding campaign. So I mean, you explain to me your background, and I
feel that through your background, you probably gained a lot of network and you
probably are already in contact with, perhaps, suppliers for the parts to construct the
biodigesters. Is that the case?
Impact Bioenergy 12:29
Yeah, that is the case. And because of my experience and my network, I looked at the
market and the market- everybody wanted- all the people in the digester business want
to build big digesters, they say the bigger the better. We want to build big ones. Nobody
was saying: Let's build a community scale machine. But because of my network and my
experience, I knew that we could build that, we were able to do that, which is
microscale technology. So it was my network that I had that allowed me to start the
company. And it's still been difficult, because everything has to be small. I mean, it's
most digesters costs, you know, 20 million, 50 million, 100 million dollars. So this is a
challenge to build one that costs about what it costs to buy a car, it's a lot less money.
Interviewer 13:33
So how much do you sell the horse biodigester at moment for?
Impact Bioenergy 13:38
The smallest one, I think right now is $135,000. The one in the container $185,000.
Interviewer 13:46
Okay, well, and so prior to the crowdfunding campaign. So did you already have a
prototype or did you already build different biodigesters?
Impact Bioenergy 14:03
We built, well, I had in my experience, I had built many larger facilities. But the only
micro digester was the one you saw on the trailer. So that had been built before we
started and we actually sold that before we started the crowdfunding.
Interviewer 14:24
Okay. And but prior to the crowdfunding funding, you told me that you sold that one but
did you have any other clients that were potentially interested in that biodigester? And
maybe ask you if it was possible to buy one of these biodigesters from you?
Impact Bioenergy 14:41
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No, no, we just we just we wanted to say that we're doing this, we're gonna do it here
you can help us and then we had the faith or the belief that would start people asking
We didn't know, didn't we didn't have other people ready to buy.
Interviewer 15:04
Okay. And what about concerning the investment? Did anyone apart from you invest in
the company? Or were you the full owner of the company?
Impact Bioenergy 15:19
At the time of crowdfunding, I was the full owner. Do you use the term bootstrap
company? Do you know what the bootstrap means?
Interviewer 15:28
I've heard it. But I'm gonna say that I'm not totally confident about what it means.
Impact Bioenergy 15:34
Bootstrap means you start a company without formal funding. You started with an idea
and hard work, and you only use what money you have. But there are no investors.
There's no debt, there's no loan. It's very, it's basically you started with very little
money. Bootstrapping means we grow organically, we start very small. And then with a
little success, we get a little bit bigger. So you're growing the company organically. So
when people say bootstrapping, I mean, no investors and no debt. And then, so we were
bootstrapped, and then we did the crowdfunding, and then we did have a few- I think we
had three small investors that helped us with small investments. We brought in three
shareholders, but it was still less than $100,000. And then, and we grow organically.
Until now, we have another crowdfunding campaign underway right now that is for
equity. So the first one, you didn't you didn't get any shares. But the one we have on the
street that's offering right now you actually can get shares for your for crowdfunding
Interviewer 16:58
And is that one on Kickstarter as well?
Impact Bioenergy 17:02
No, that's on Fundable.
Interviewer 17:06
Okay
Impact Bioenergy 17:07
So, if you search fundable and look for impact bio energy, you'll see it.
Interviewer 17:12
Okay. Great. I will check that afterwards then. Because I didn't see it on on Kickstarter.
And I was asking myself the question concerning perhaps, were you thinking of
distribution prior to the crowdfunding campaigns? Are we thinking that perhaps you
could you could create these biodigesters and then you could sell them to distributors,
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which would then be the one kind of like expanding or like, selling your biodigesters
around the USA or potentially in different continents?
Impact Bioenergy 17:58
Yes, yeah. We actually, we do have a network. Now we did that. It was a good idea. We
have one in Australia. We have one in the Philippines, one in the UK, and one in Spain
at this point.
Interviewer 18:14
Okay. But you weren't in contact with distributors prior to the crowdfunding campaign?
Impact Bioenergy 18:22
No, I came out with the one in the Philippines. No, they were all generated later.
Interviewer 18:28
Okay. Okay, so now, we're going to move towards the change of your network after the
crowdfunding campaign. So could you explain me or tell me if your overall customer
base has increased since the crowdfunding campaign?
Impact Bioenergy 18:55
Uh, well, we're making digester number 20 right now. So in five years, we've made 20
digesters. So we have 20 customers, some of those customers are going to buy more
than one. We have one of the customers is Microsoft. And they have as a large
corporation, they have many campuses. We've sold three to universities. So what we're
doing is we're trying to move to sell machines where we can have a relationship and sell
more than one. So we have a partner with Microsoft, we have a partner in California that
we could sell more than one. And that's, that's going to help grow the company.
Interviewer 19:48
Okay, so if I understand well, your main customer base is businesses, rather than
individuals?
Impact Bioenergy 19:58
Yeah, that's right. Yeah. We are not looking for residential or individuals. And we are
not looking for farmers that put for it's not for manure, it's only for food waste. So you
can use it for manure, but usually we are too small because when you have animals,
there's just too much waste. So we're in the commercial space, and we're selling to
businesses
Interviewer 20:35
Okay, and why not also focusing on individuals that could perhaps buy one of your
buyer digesters and and put it next to their house which could electrify their home?
Impact Bioenergy 20:52
The cost of the transaction, the transactional costs of having a discussion, winning some
trust, making a deal, closing the deal, supporting the operation, answering questions,
dealing with supporting the customer. The transactional costs for selling the individuals
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is is way too high, it's very high. So there there are high maintenance customers. And
we we don't think that's a good business model.
Interviewer 21:35
Okay, and so the transaction costs with business is less in that case.
Impact Bioenergy 21:41
Oh, yeah, well, it's less because people are a little more capable, they're more they do a
little more due diligence, they do a little more homework. So they're more
knowledgeable about what they're doing. Individuals might be emotional and love the
idea, but may not be very capable to do it. They might have money, and they might have
the emotions to do it, but they might not have the skills they need it's higher risk. I don't
know if in your research, are you going to talk to home bio gas in Israel?
Interviewer 22:22
No, we are not, because right now for our research, we are focusing on one main
platform, which is Kickstarter. And so we contacted different sustainable companies
that have done a crowdfunding campaign through Kickstarter.
Impact Bioenergy 22:40
All right. Well, there is another company in Israel that that decided to sell to individuals
and we just made a decision not to do that.
Interviewer 22:52
Okay. And what about your suppliers, has your network with suppliers increased after
the crowdfunding campaign? So perhaps did suppliers approached you to propose you
their services or certain parts that you could use any biodigesters or as your as your
supplier network remained the same prior and after the crowdfunding?
Impact Bioenergy 23:20
No, it has grown quite a bit. So we have a we have a larger, we have a larger universal
of suppliers now.
Interviewer 23:27
Okay. And you think that this is mainly due to the crowdfunding campaign?
Impact Bioenergy 23:38
I don't think so. I would say no, I would say it's because we have done more searching.
And we have, we have found more local and it's probably not because of Kickstarter.
Interviewer 23:52
Okay. So no new suppliers, as I approach you on the basis of the fact that they saw your
crowdfunding campaign on Kickstarter and they maybe thought: oh, well, this company
is great, let's approach them and let's try to sell them some parts.
Impact Bioenergy 24:09
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Well, yes, we have suppliers that call or send an email, but I don't think any of our
suppliers. I don't think we've purchased anything from suppliers that approached us that
way. I think we found suppliers other ways. So yes, we get those proposals all the time,
but we don't we don't act on them.
Interviewer 24:36
Okay and what about investors? I mean, you told me right now, but the fact that you are
now doing another crowdfunding campaign, I mean, I don't know if you can call it
crowdfunding, but so that people can receive a certain equity, but have other people
approach you to invest in your company and potentially become shareholders.
Impact Bioenergy 25:07
There have been three, three separate investors that wanted to actually buy the company
by controlling interest. All three of them failed because they couldn't finish the deal.
They didn't have the money to finish the deal. So, we have had some people say: I want
to buy the company. But they weren't strong buyers.
Interviewer 25:39
And did these people get to know about your company through the Kickstarter
campaign? Or was it just separate? They just get to know you through different
channels?
Impact Bioenergy 25:51
That's a good question. I think Kickstarter was a factor, but I can't say it was the only
factor. It was probably, partially because of Kickstarter again.
Interviewer 26:08
And now I'm moving on to distribution. So you talk to me about the fact that now you
have distribution channels in Australia, the Philippines, UK, Spain. So did these
distributors approach you or is it more the other way around? Did you approach these
different distributors?
Impact Bioenergy 26:33
They, the UK, and Spain approached us. And Australia approached us, we approached
the one in the Philippines, we had a personal connection with the Philippines. So yes,
they found us and they asked if they could be involved.
Interviewer 26:50
Okay. And my typical question again, do you think that they got to know about you
through the Kickstarter campaign, and thought your product was great, and that
therefore, your product could also sell in their specific countries?
Impact Bioenergy 27:08
I think it was, again, was a factor. But I can't tell you. We have a web, you know, the
website is on. When people go up to Google and they they search for digesters. I can't
tell you if it's Kickstarter or our website. It's a combination of our website and
Kickstarter, but I don't know what percent is because of Kickstarter.
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Interviewer 27:32
Okay. So on the overall, would you say the crowdfunding campaign has increased or
grown your network? Or it has just been neutral?
Impact Bioenergy 27:52
No, it's been a positive bit of positive benefit.
Interviewer 27:55
Okay. That's very clear. And I mean, this is quite a broad question and it's very
subjective. But would you suggest to any company or young startup that wants to
increase the or expand the network to do a crowdfunding campaign?
Impact Bioenergy 28:23
I would say yes, I would say yes. Because if you have an idea that people have, well- I
think people need to realize that Kickstarter, there's an emotional element. It's not just
about business and making money. People will buy, they'll spend money on Kickstarter,
because they have an emotional, hum... They like what they see, they like the idea. So
they have an emotional connection with the idea. So we were talking about zero waste
and renewable energy, and fertilizer, growing food locally. People like that idea. So they
really spent the money, but not to be an investor, they spent the money because they
thought this is good. This is a good idea. I want to support this. So I would say
Kickstarter is great, if you have an idea that people would respond in an emotional way
to support you. I think it's great. I think we would do it again.
Interviewer 29:38
Okay, but what you say makes sense because prior to this interview, I was really
wondering how does a company that sells to enterprise can actually raise money on
Kickstarter, because when I saw different companies that sells for example bags, to
consumers, they're able to say, for example, invest, I don't know, $100 in a company,
and you will receive a free bag, for example, but for example, your company, it's
difficult to say, invest this amount, and we'll give you a free, I don't know, biodigester.
So I found it difficult to understand how people will actually invest in a company that
sells to businesses. But I think that what you are saying actually totally makes sense.
Like, people feel attached to the idea, they think it's great, and therefore they're willing
to, to give some of the money in order for that project to flourish.
Impact Bioenergy 30:41
Yeah, in a way it's a mixture of charity and capitalism, because they're giving us capital,
but they're doing it in a way of charity of you know, they're doing it as a nonprofit, they
don't expect much. They don't expect anything back except, they expect us to be
successful. So... But they're giving us capital, so it's a really, it's really a mix of charity
and capital.
Interviewer 31:12
All you keep in touch with the people that invested in your company.
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Impact Bioenergy 31:22
That's a good question. And you make me think we should do, we should post
something to tell everybody what's happening right now. So I think maybe I'll talk to my
team. And we should we should go back to Kickstarter and say: Hey, this is where we
are now. So I think we'll do that.
Interviewer 31:43
Yeah
Impact Bioenergy 31:44
It's a good idea. So you gave the idea
Interviewer 31:47
(Laugh) I'm glad they did. Because I mean, I always like to on to the, I mean in French
it is called l'acutalité, but in English, I guess it's called the feed. I don't know how it is
called on the English Kickstarter, but where you see all the information, the news that
the company invested in, posted, and I think it's always nice to see the news this posted
and how the business is going. So I'm sure that the people that invest in your company
will also be super glad to know that you guys are doing good. And that now, you have
produced more than 20 by biodigesters.
Impact Bioenergy 32:27
Yeah, so so check our check Kickstarter. Next week, we'll put up an we'll put up an
update.
Interviewer 32:33
Okay. I'm glad to know about this. Well, Mr. Allen, that was actually it for me, I'm very
grateful that you took the time and that you did this interview quite early in the morning.
It is very kind of you. I will now spend some time in transcribing all this interview. So
my, my colleagues are also doing different interviews with different sustainable
entrepreneurs that funded a company or funded a part of the company on Kickstarter.
And so we'll gather up all the results. And when we write the paper, I will as I
previously informed you, I will send it to you.
Impact Bioenergy 33:30
Yeah, that'd be great. So when you finish the paper? Would it be done?
Interviewer 33:35
I think that we I think that the deadline for paper is around the second week of January,
which did I likely I'm not too sure. But around the the second week of January you have
our final paper in your inbox.
Impact Bioenergy 33:51
Okay. Well, thanks. Yeah, I would love to see the the final paper.
Interviewer 33:57
Oh, well, I will probably send it to you.
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Impact Bioenergy 34:00
Okay, well, good luck.
Interviewer 34:01
Well, thank you so much for your time once again, and have a good day.
All right.
Impact Bioenergy 34:06
Thank you. Bye
Interviewer 34:07
Bye.
Appendix 4.2: Transcript SolarGaps
Interviewer: I would like to start with a bit more about your person and whether you
could present yourself and tell me a bit more about your background.
SolarGaps:
I'm started my like first entrepreneurial career about five years ago. It is my second
project, my first was in real estate a little bit connected with eco-techniques,
eco-technologies. And the last project that I'm currently working on, it's a company
called solar gaps, which produces smart blinds that generate electricity. I came up with
this idea when I work for the real estate for many years and I figure out that our like
buildings are not efficient. And we need to do something with that because a lot of
energy wasting on air conditioning, and the blinds are generating electricity solves this
problem like beautifully and can engage a lot of people to use them and to supply
energy to them and to geen to use right away. So I started thinking about Kickstarter,
and my colleagues, like, involved me to do that campaign, because they say: okay, it's
quite viral idea and you need to share your thoughts, with community of people like
early adopters of the green technologies, who can understand the benefits of such type
of implementation of photovoltaic on windows. We did a lot of like preparing and like
research about it, we involved from also agencies to help us to make a successful
Kickstarter campaign. We had to move to United States and we live for more than one
year in Silicon Valley, just to understand, and also to communicate with people who are
in this business for like many years. For instance, a company who proposed us some
help of this Kickstarter campaign was based in Los Angeles.
The company name is agency 2.0. and they did previous lists, like a few successful
campaign. Now, one of them with electric bikes, they raised around like $3 million, and
so on. So it looks like quite relevant at the beginning. So we select from three
companies who wasn't in our like shortlist. And decided to work with agency 2.0, we
did a lot of some kind of live shots of our product on not only in Europe, but also in, in
California, in San Francisco and Los Angeles. So to show how our technologists can
also feed to some kind of nature of US customers. So because this little bit different
from Europe, which mostly, like energy efficient, we are more energy efficient than
Americans, so that's why we need [..]
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Interviewer: Sorry, Were was your company located? Where did you started?
Solar Gaps: We started around three years ago. And after that, we start like preparing
for Kickstarter campaign. It takes for us maybe around four to six months to do that, to
make videos, to make first prototypes of the product and also how Jordan starts with
finding good PR specialist in Silicon Valley, who was, she was responsible for
communication, careers and tech media. And we ship our samples, we created and ship
samples of our product to journalists and it was some kind of deadline, they were they
able to start the publishing. So we postponed for like around one month just to give
some possibility to test product to wrote articles, and then they start publishing. And
then we start a Kickstarter campaign. So it was like organized so it's not like
strategically, like started but yeah, campaign should be organized. Yeah.
Interviewer: Did you had so you just said it, but to make sure, you had like a prototype
before but you didn't have like you had the idea, but you didn't have the proper company
before you did the campaign, right?
SolarGaps: Yes. So this campaign should give us possibility to create product from idea
stage to small, like small quantity manufacturing, or just to pass the prototype stage.
And as I mentioned, so the we produced, maybe, if you maybe not feeling [thinking]
about 30 units we already produced and shipped to, like, to journalists to write
testimonials and also for some customers we use this prototype for, like photo shooting,
and video shooting, and also for testing proposals, which gives us the possibility to
improve from like, characteristics of the product about generation about communication
with different software platforms, like
Amazon, Alexa and Google a Google Home. So we did that. And our blinds can be
controlled by this some appliances.
Interviewer: So you were selling photovoltaic solar panel window blinds from the
beginning, right? This was your main product?
SolarGaps: Yeah, yeah. And the main difference is this blinds cannot be like one
standard sizes, it's the main problems that was faced during Kickstarter campaign,
because it was practically
impossible to create some kind of [thinking] standard size products, we try to do that
and Kickstarter did not allow us to make some kind of customizable size. So we can
only use like, standard size, like one by one meter, one by two meter and so on. It
dramatically reduces the amount of potential customers for us. So when we start, like
with agency 2.0, promoting our Kickstarter campaign, it was a lot, a lot of people who
liked technology, who subscribe to news about us but then when we realized, as they
figured out that we don't have like, customized product, we need, we like can ship only
standard samples and maybe in the future, some kind of companies, customization will
come out. That was the problem with our Kickstarter campaign. So we supposed to raise
much more but that was the limitation for our technology. And also some, we figured
out that the standard check for Kickstarter campaign, it's around like 200 to 300 Dollars.
If it goes through to like 1000 Dollars, it was very hard to raise this amount of money
from one customer.
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So but you understand that if we talk about the big size, like Windows and big size
units, it's dramatically much higher pricing than 200 to 300 Dollar.
Also about shipping, so shipping gets another problems that we was faced, and during
the campaign and afterwards, that when we talk about the small product that easy to ship
and very cheap to ship, if you talk about the big samples, which are very high dimension
and also weight, it dramatically increase the shipping cost in even like it can be shipping
can be twice as much as the price of the product.
So as a result, I see that we spend on Kickstarter campaigns much more than we raised.
And from my point of view, this campaign was more like marketing activities than a
possibility to raise funds.
Interviewer: Yeah. One question about that. I saw that you completed the campaign with
102 thousand Dollar, right? From totally 331 backers. How much did you initially asked
for? Was it more or less?
Solar Gaps: Also, for good strategy we initially asked about a small amount. I'm not
sure but maybe it's around like 20 thousand Dollar, just to just to be able to reach target,
as much quick as possible. That's the main also strategy for a lot of Kickstarter
campaigns to lower the goal, just to make it, you will be faster.
Interviewer: Okay, and why did you decided it for a crowdfunding campaign and not for
another type of funding?
SolarGaps: In our case, we didn't know about another type of the funding, like can you
develop products. So we know that it was Indiegogo [another crowdfunding platform]
and Kickstarter and that's it.
Interviewer: And this is why you also decided for Kickstarter is a crowdfunding
platform?
SolarGaps: Yeah.
Interviewer: Okay, um, one other question we had a bit more related about the network.
You said you like created prototypes before and our question about that was, did you
have already prior clients before the crowdfunding campaign. B2C or B2B?
SolarGaps: Maybe a few, like friends who were in charge of testing or product, not like
real clients. And before the campaign, and only after campaign, we started producing
units and headlines. So basically, as a Kickstarter backers was our first clients.
Interviewer: Okay. And were you already in contact with suppliers?
SolarGaps: Yes. [thinking] For the time, we already started to produce small amount
locally, without involving global players. So we already did some kind of
handwork/made samples or even like, units of our product. So it was some if not a
problem for us, in the future, as long as we will raised more money to scale
manufacturing. So we understand that all like necessary like problems that we need to
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overcome about infection, quantity, and so on.
Interviewer: And, in addition, did you had any investors already before the campaign?
SolarGaps: Yes, for the time, we have two investors, one of them was IT Hub, who
focused on IT integration of our technologies, and also like friends and family money.
So it's also convenient for like, as an investor. And then during campaign, we raised
additional funds from the [unknown] who see the progress that we achieved in concern.
Interviewer: And in addition to the existing network, did you had already potential
distributors?
SolarGaps: I'm not sure. For the time I think no, so only after Kickstarter. So basically,
Kickstarter makes us like - some kind of popular, and we start to get a lot of inquiries
about the dealership all from around the world. It also sometimes was a challenge,
because we didn't have like, partners who in charge of installation, and maintenance and
so on, or because just dealers, sometimes it was entrepreneurs, who want to, to make
money from the new products and didn't know how to work with them, or how to
interconnect or how to mount and so on. So just a lot of entrepreneurs who like an idea
and want to become a part of it, so it's not just professional dealers that we get from
Kickstarter that they want to like mentioned.
Interviewer: So, yeah, this would be also a bit our next question: in which kind of
network has increased the most if you look at suppliers, investors, and customers or
distributors.
SolarGaps: [Thinking] We tried to develop dealership network after Kickstarter. So a lot
of media wrote about us like CNET, Mashable, like Wearable TechCrunch wrote about
us and one second [phone is ringing] , and after that, we started to get requires about
dealership and we start to negotiating about terms and ship our product to them and so
on. So at the beginning kickstart, is just the promotion not like getting real dealers only
like early adopters.
Interviewer: Okay. And would you recommend a crowdfunding campaign to other
young sustainable startups for them to enlarge their network?
SolarGaps: we start doing some kind of cross-marketing-promotion with another
startup. Another startup who was also running a Kickstarter campaign with us. So we
make some kind of made may listen for their customers, and then do that for our
through the Kickstarter platform. So it was it was, like possible and even recommended
by Kickstarter to make cross promotion between eco-products.This was quite
successful.
Interviewer: Ah, so in this case, for example, you also get improved your network there.
SolarGaps: I hope so. So we add to our CRF weights maybe around 2000 contacts from
that we get from cross promotion.
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Interviewer: Oh, okay. This is quite interesting. So yeah, this is mainly it. This was our
interview.
SolarGaps: But you need to understand that our product is like, not ideal for Kickstarter.
So is good for making some kind of understand goes a product, but for selling product,
Kickstarter is not the best platform only like distributorship model can work efficiently.
But we didn't know about other channels, as you mentioned. So maybe there is different
ones, but we select Kickstarter and then Indiegogo, as a first step to enter to the market.
Interviewer: But would you use Kickstarter again, if you could? Like, repeat your way
the company went?
SolarGaps: Maybe with new products? Yes. Maybe with improved version of current
products also possible. We have a lot of customers, for instance, in the US who asked us
about customized dimension of the product, and we are able to ship them directly. Not
also the Kickstarter platform, but as ordinary shipment and ordinary ordering. Like
purchase.
Yes, but really, it's works for like a new product. I think Kickstarter is the best idea to
test market and we did that and I think it is a good idea.
Interviewer: You just that for further projects. And one another question I just came up.
Do you have other products than the solar panels for the windows in the moment?
SolarGaps: We are currently developing a new version of our like, the product, by the
way, after Kickstarter, we already like make three version of the like first product. So
it's much more developed the solutions that we currently have. Thanks for the like
makers, and thanks for investors and join us on this way. So we are not stopped. We are
constantly improving our technology. And to be quite unique on that so there is no like
photovoltaic generated on the market yet. So I hopefully that maybe in the future, we
can do successful campaigns, it starts at another time.
Interviewer: Yeah, it's a really good idea. I think I really like your product.
SolarGaps: Thanks so much.
Appendix 4.3: Transcript LABFRESH
Interviewer : Okay, once again, thank you for this interview opportunity. Let me
introduce myself. My name is Dani, I am a sustainable entrepreneurship master's student
from University of Groningen Campus Fryslan in Leeuwarden, Netherlands. Before I
start this interview, I will give you a little bit of background, why I choose LabFresh.
First of all, I got an assignment for my lecture to interview a sustainable startup
business. Me and my partner. So my partner also did an interview like this. Me and my
group, we agreed to do research about people who use crowdfunding methods and I saw
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you from the kickstarter.com. Your business fits with my group criteria. So that's why I
choose you for the interview.
LABFRESH : Good, for you we had four successful Kickstarter campaigns.
Interviewer
before?

: Wow that’s cool. I like labfresh. Well, what sort of have you made

LABFRESH : Well, they were all four left first, but they were all four different
products. So we did four shirts, t shirts, photos, and Ben's.
Interviewer : Well, that's great business. So let's start with the first question. Okay,
what I'm curious about, can you tell me a little bit about the background? Like when do
you start this business and what type and why you want to focus on this industry.
LABFRESH : And when we started in 2017, in January, that's when we did our first
Kickstarter campaign. And the reason why we chose this industry is because my co
founder had a company before called the club room. It's a personal shopping service.
For men. It's like a new way over an innovative way of shopping. And we really wanted
to do things in a new or innovative way, how we use our clothes. And then we just
started to research what kind of developments are in them in the fashion industry. And
we like 3d printing, but I think that's a bit too soon. And then we came across this. And
then we thought, it's a perfect thing to put on Kickstarter. Because Kickstarter is good
for two things. It's good for validating your idea.
Because the only true way to validate or create a proof of concept is people paying for
your product. You know, you can ask your mom or your friend Oh, would you like
buying this? And then most likely, the answer you receive is yes. So that's one
preventable thing. And the other reason why we like Kickstarter is because you
basically get your production financed. So you pay if you're selling your products, and
only we start producing to use the money from the sales to pay for your first production.
So financing reasons.
Interviewer : Okay, so you the main reason why you're using Kickstarter, because the
four to five sources for funding, right?
LABFRESH : So far for ideas and proof of concepts.
Interviewer : Okay, this is a bit curious why you're using a crowdfunding method.
Because from what I know, there are a lot of types or funding like a sample asking for a
loan or using, like, investing money with people. So why do you choose crowdfunding?
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LABFRESH : Well, for example, the examples you gave like a loan is extremely hard
for a startup without any track record or history. To get a loan, you have to show that
you can pay back and if it's your first year, you cannot. And you also don't need a loan
for something physically like, like a building. So the bank and good luck, but you won't
get alone. And then number one, we've got to go financing and you want to sell some of
your shares. And you want to show your investors that you get on board against proof of
concepts. And I think if you show proof of concept, and there's some traction around
your investments, I think we will get a better valuation. So we use Kickstarter first to
create a proof of concept with a little bit of traction, get our first customer base, and then
we went out to do fundraising. So we did have angel funding after Kickstarter.
Interviewer : Okay, that's cool. I already saw from the data from the kickstarter.com,
that you finally have 2,617 backers, and you've finally raised a fund, about 192,538
euro. That is a magnificent number, especially a big number. I am a little bit curious
because this is for me, using a platform like kickstarter.com is a new funding method.
So I am curious, when the first time when you use Kickstarter, do you have a target
example minimum? Example I must have like 100 backers and an especially exact
amount for the funding?
LABFRESH : Yeah, Kickstarter forces you to do so to put a minimum amount and
your minimum amount I always recommend to people to not put it as what you
minimum want to raise, if you'd be the minimum. For example, if you need to raise, let's
say your mo Q, where your factories For example, 1000 pieces, and casa, whatever,
2030 euros per piece to make your minimum amount, raise 20,000 euros so that you can
at least fulfill the payment requirements of that one order. And then of course, the more
the better. So we always hoped that we would raise our minimum funding in one day.
And with all the four campaigns we did, we succeeded, and a million that we raised on
Kickstarter that spread out over four campaigns. And it's not only for like funding, it's
more like a financing form. Because when you get funding, and you give shares, and
you can spend that whole amount in growth, if you do it and Kickstarter, basically, as
soon as the money hit your bank account, it's already gone. Because you pay for
products, you already paid for the marketing. So it's a bit different.
Interviewer : Okay, so I believe that Kickstarter gives a big impact for your business.
I believe not only from the funding aspect, but also for your business. Do you think that
your network changes when you use Kickstarter?
LABFRESH : Yes, it's a different kind of customer. It's mostly men on Kickstarter.
And they're all like the early adopters, you might notice a curve where you have to jump
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to the early majority, and the laggards and the early adopters, they like trying new stuff.
So that's why it's a perfect way to validate your concepts. If they wouldn't like it, not
even the early adopters and might be hard to scale with a bigger crowd later. But get
your customers to change over time. The early adopters there's a different kind of dive
there may be some of the customers we attract two three years later.
Interviewer : So you want to say that number per customer is increased when you use
Kickstarter right? To sum up your previous statement.
LABFRESH : Oh, my statement was more about the type of customer. Yeah, no but
it's more like a personal kind of way but it's true that indeed the yeah your customer
base grows if your customer base doesn't grow they might as well stop you.
Interviewer : Yeah because I I make a research and tie to that a bit make a little bit
study about the Kickstarter and me and my friend believe that I believe that people start
ups is using Kickstarter will we have increased size not only from the funding but also
from the relations with the customer, supplier, distributor. and also other companies
with the common industry. Do you mind to share a comparison before you're using
Kickstarter and after using it?
LABFRESH : Sorry, what is your question specifically?
Interviewer : Sorry. So I'm curious about the size change I made that after people
using a Kickstarter platform, they always have expectations not only to receive new
funding from the backers but also believe that the Kickstarter can increase the size,
example like the number of the customer meaning a relationship with the supplier
distributor's.
LABFRESH : Okay, okay. Yeah, for customers. Okay. Yeah, therefore, customers,
we, we found our very first customers on Kickstarter. Like for every company getting
your first 1000 customers is one of the most difficult things then later it becomes easier
because people talk about it, you get some organic traction. And so yeah, we found our
very first customers on Kickstarter. And in the campaigns we did later on, then it's a mix
of our recurring customers plus we found new people so it's indeed a good way to grow
your customer base.
Interviewer : Okay, that's my I believe that the number of customers will be increased
and maybe on the local market, maybe if people from overseas who access Kickstarter?
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LABFRESH : Well, that is actually the downside of Kickstarter. Because usually
when you want to grow your company, you do it a little bit more localized in your own
markets, because you don't have the marketing budget to do 20 countries at the same
time. And you do get a lot of customers from different countries. So that can be a bit
more of a downside because the difficulty with shipping it becomes a bit more
expensive, and they tend not to be as loyal as the customers from your home markets
because you are less active.
Interviewer : Okay. We already talked about the customer site. Do you think that
after using Kickstarter, you have a good relationship with the suppliers? For example,
you can get more suppliers for more products.
LABFRESH : Well, I think it's very safe to make your first order with your supplier
like this is your ABC Kickstarter campaign to launch your business. And you never
worked with a specific buyer before. You only place your order after you are done with
your campaign. So you know exactly how, how much to order. And if you know for
sure, you can actually also pay for the order. So I do think it creates some trust, aiming
off to make a good bang on Kickstarter, and I have a lot of more orders than when you
launch a product normally. And yeah, your suppliers, of course, appreciate that. All
these answers our course only with a successful Kickstarter. Don't forget, there's like on
every moment, there's like 5000 projects Live On Kickstarter, and a lot of them they
won't make their minimum goal.
Interviewer : Oh, okay. And for the third aspect, how's your relationship with the
distributors? After using Kickstarter?
LABFRESH : We don’t use any
Interviewer

: Okay. So, you're, so you're using the same distribution channel? Right?

LABFRESH : Yeah, we're only direct to consumer to consumer. So we do that
ourselves.
Interviewer : Okay, thank you. And last question, do you think that your industry
becomes more common and bigger after using Kickstarter?
LABFRESH : No, I don't think so. I think Kickstarter is quite like an island on their
own is people who are indeed the early adopters, they like the new stuff. It's not because
Kickstarter realizes that it's a guarantee that you can scale it to a bigger audience. So I
do think it's a quite selective group of buyers.
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Interviewer : Okay, and how about your opinion about this common industry after the
Kickstarter platform was introduced? Do you think that this industry becomes more
popular? Or is still the same or depends on the product you create?
LABFRESH : Do you mean that Kickstarter becomes more popular or what industry
becomes more?
Interviewer : Your industry I mean. Because you are producing a clothing brand
product, where the materials are eco friendly and easy to maintain, also using a good
material and resistant. So the thing with this Market segment it is a grease in after using
exalt platform, or it's still the same.
LABFRESH : I think it's a bit the same, like what I mentioned, I get an artist's guide
like an island on its own. And if you really want to create, like scalability and you want
to reach the majority of the market, then I do think you need Kickstarter ways, also a
marketing channel to reach new customers. And to really create scale and majority, I
think you still have to use more traditional marketing channels. So I don’t think that
there are significant changes.
Interviewer : Okay, thank you. To sum up what we are talking about. So from your
experience using Kickstarter, there are two aspect that from my from my opinion that is
influenced you the most, that is first one the investor side, because you because you earn
funding from investors in the crowdfunding method, and also the number of the
customer that decrease because because of usage of the Kickstarter?
LABFRESH : Well on Kickstarter, you don't really have investors. So they buy
products. So in a way you get customers from Kickstarter, not they like it, not investors,
they don't get shares.
Interviewer : Okay, I understand now. Do you recommend it for people who want to
create their business, especially using a digital platform, because in this day, technology
increased very fast. Like for example, there's a platform like Kickstarter, and maybe
another website, do you recommend to people who want to start businesses on
Kickstarter?
LABFRESH : Yeah, yeah, very much. We are big fans that I really think if we didn't
have Kickstarter, it would have been more difficult for us to launch our Kickstarter, our
company because we didn't have any savings or people who wanted to invest early
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stage. So yeah, Kickstarter really gave us a good customer base, gave me some traction,
proof of concepts and financing for the products.
Interviewer : Okay, so you really recommend people to use kickstarter for people
who want to start business..
LABFRESH : Yes, but, there is but. Okay. I think it only it one has to fit your
products. And that needs to be I think it has to be something new, innovative, and a
product that the people on Kickstarter like, and I think it helps if it's a product of men
like because I think 80% of the users or something or men on Kickstarter.
Interviewer : Okay, so you recommend that before I create my business using
Kickstarter, so we must make sure the product is innovative. And also, we must learn
about the segment because you told me that most of the people in Kickstarter is male.
LABFRESH : I did not mean that he went on to do a successful campaign if it's not for
men, but I do think it helps.
Interviewer : Okay. Well, thank you very much LABFRESH for this interview. It is
really impressive and inspired me because this is the first time for me, especially to
know that is a new way to start business using this new technology and internet platform
like Kickstarter and also crowdfunding method. This really inspired me because in the
beginning, I only knew that to start a business, you must use a loan or your own assets
or find a friend who wants to start up together.
LABFRESH : And do you also want to start your own company on Kickstarter?
Interviewer : Maybe later but I still create the product, still thinking about which
product I want to really create.
LABFRESH : Yeah, first finish it. Cool!
Interviewer : Once again, thank you for your time and for sharing your knowledge. I
will share with you the final paper after we finish and after we submit to our lecture. I
hope my group paper will help you to give you more insight to maybe improve your
company in the future. I hope I can provide useful information. Thank you very much.
Good afternoon.
LABFRESH : And happy new year!
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Interviewer

: Happy New Year too and have a nice day. Good Bye

Appendix 4.4: Transcript KitchenDates
Note:
As the interviewer and the interviewee knew each other before the interview, the
beginning of the conversation consisted of a personal catch-up, before the interviewer
moved on to explain the purpose of this interview. The recording starts with the first
question.
Interviewer 0:00
We are looking at the connection between crowdfunding campaigns and the
entrepreneur's network. So the first question is, why did you decide to do a
crowdfunding campaign?
Kitchen Dates 2:04
So, i would say that the main reason to do that wasn't for the money itself, it was more
like we wanted to get people involved in the process. I mean, we wanted to raise some
money obviously to also support [...]. The focus was really on building up a community
and to get people involved. We were able to put attention on buzzwords such as Circular
Economy, Zero Waste, Food sourcing, by bringing these topics to the forefront of media
discussions. It seems that people were interested in supporting us, cause we were asking
for 10.000€ and in the end we got a little over 12.000€. So that was good.
Interviewer 2:06
Wow.
So I saw that you chose a Portuguese platform to do your crowdfunding? Why did you
choose that particular platform?
Kitchen Dates 4:03
Okay, so that was quite an easy decision. We wanted to allow people to contribute.
There are a couple of payment methods that are really specific to Portugal. And
platforms, like Kickstarter or Indiegogo, they don't have those methods. So we thought,
I mean, we could get a bit more reach using those platforms, but at the same time, we
would risk losing the people who didn't have a credit card, which is actually quite a big
number in Portugal. So we decided to go with the Portuguese one.
Interviewer 4:52
So how has your network changed from before to after the campaign like how has it
changed?
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Kitchen Dates 5:00
I think it became broader in general, so we already had quite a big following on social
media. And that was, I mean, made mostly of people that had been to our events, people
who were interested in, you know, healthy eating. I mean, eating vegetarian or vegan,
but also eating local, which was our focus already. But also, like, other businesses, that
we somehow connected with. The media. But I would say that network just got bigger
and bigger. So we had some massive reach with the campaign. We were on multiple TV
channels. We had some articles on newspapers on websites. And then I mean, as a
consequence, more and more people got drawn to what we were setting ourselves up to
doing.
Interviewer 6:22
Even like the TV appearances and the articles were a consequence of the campaign?
Kitchen Dates 6:31
Yeah, I'd say so. So I mean, interest came, because people noticed that we were running
this campaign and we were putting together the first Zero Waste Restaurant in Portugal.
So that's quite a catchy headline to use, whatever the programme / the TV show is, so it
was easy for them to be interested in the topic. I mean, it still is, I mean, even a couple
of hours ago, Maria was giving an interview to a local, weekly magazine, focused on
news in lifestyle and things like that. So since it's quite a trendy subject nowadays, I
mean, everything related to sustainability. It became quite natural that the media would
be searching for this type of story, quite often.
Interviewer 7:40
So, the next question would be, whether the network has grown or decreased in general?
But you already said it became broader, so I'm guessing the answer is it grew in general,
right?
Kitchen Dates 7:52
Yeah, definitely.
Interviewer 7:55
So then, the next question would be: how have your relationships changed with different
network partners?
Kitchen Dates 8:08
I am not sure how to answer that. I mean, can you make it a bit more clear to me?
Interviewer 8:19
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Definitely, we can look at different kind of relationships. So basically, we looked at the
overall network, and then we can look at individual parties, for example, how has the
size of your customer base changed? And how has that maybe changed from before?
Kitchen Dates 8:59
Okay. What I was thinking is, it definitely had an impact on our credibility. So some
partners or potential partners that we were maybe already in contact with, but weren't
taking us that seriously. Once they saw the campaign and everything that followed, they
trusted us a bit more. And then in terms of customer base, well again, it got bigger and
bigger, but also simply because of the fact that we were shifting from organising pop-up
events out of our dining room, and then, you know, opening a place that would be able
to fit more people and do it more often. So it became less exclusive, which is something
that some people valued a lot, but at the same time, it became more universal. And
again, even if I look back for instance to our TV appearances, like some of them were in
morning TV shows that cater mostly to older people. And we do see quite a bit of older
people coming in. They might come in more because, you know, we have some ancient
traditional varieties of vegetables or grains or beans that they remember from their
childhood or from their teenage years. I don't know. And then they find it quite
interesting that someone of our age is looking back at those things. Does that answer the
question?
Interviewer 11:05
Yes. I guess the amount of customers that you have has probably just grown in general,
right? Because you had this outreach.
Kitchen Dates 11:15
I struggle to see how after a crowdfunding campaign, your network could become
smaller?
Interviewer 11:26
Yeah. Absolutely.
Kitchen Dates 11:31
Worst case scenario - it would probably remain the same.
Interviewer 11:34
Yeah, that's true. The question is not that smart.
All right, so the next party to look at would actually be suppliers. You already talked
about gaining credibility with potential partners, but has your relationship changed with
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suppliers, or did the amount of supplies you could reach in general change, for example,
through the crowdfunding campaign?
Kitchen Dates 12:17
Well, it changed to begin with, like I said, because we suddenly became more credible,
because it's one thing, especially when you're dealing with people outside the urban
areas, it's different when you approach them saying, hey, I organized this event back at
my apartment, you know, it's not the same thing as saying, you know, I have a restaurant
or I'm opening a restaurant. So, that has a different impact. So this is not directly
connected to the crowdfunding campaign itself, but the campaign was what kickstarted
everything else, so it was the moment we said we were going to open this and we just
kept going. It definitely also changed the amount of suppliers, I mean, nowadays, we
have almost 50 / 60 suppliers, so quite a big network. A few of them came during that
crowdfunding campaign. Which is not to say that we started the campaign and they got
in touch with us, I don't think that has happened at all. But we also, when approaching
some suppliers, I mean our website wasn't live yet, but at least we had the campaign
website that we could send and people could see our [...] there. So we gained quite a
nice point of what we were trying to achieve. So in that sense [it gave us more]
credibility, it established a good starting point for a commercial relationship with these
potential suppliers.
Interviewer 14:19
I remember you telling me last time we spoke that one of your customers became kind
of a supplier with the napkins that she made from scraps of fabric. So is that a
relationship which you started or was this a result of the crowdfunding campaign? What
influenced what?
Kitchen Dates 14:57
Well, in that particular case, she was a customer already. She had been to one of our
pop-up dinners. And she was following us for a bit of time already. What I remember is,
I mean, at the same time, we started the crowdfunding campaign, we started a
crowdsourcing campaign for us to learn more about projects and farmers, we should get
to know. And at the same time since we're still figuring out how to handle everything
related to, you know, decoration, furniture, things like that. We also asked people for
their inputs. And I think she was the one getting in touch with us because she was
making these little bags to carry bread in, to keep bread fresh for a few days. So she
asked whether we wanted to have something like that. And then Maria said, okay, but
we have also another idea, and then the napkins came around. She got in touch because
she had an idea in mind and then we did both actually. I mean, we also have the bags.
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Interviewer 16:23
I think that's really interesting. The crowdsourcing campaign, how did it look? Was it
just an invitation via social media to offer some help, or how?
Kitchen Dates 16:35
We put in a little landing page, explaining what we wanted to get. So the type of farmer
that we were looking for, or the type of solutions we were searching in other areas of the
restaurant. It was just an open invitation for people to just send us suggestions related to
those matters. So we had this little message box, you could put your name, you didn't
even have to leave your contact details. If you wanted to send something, just shoot and
we'd research it a little bit further. We got some really interesting tips. We got some not
so nice tips from people saying, you know, we should get in touch with the local
bulkstore. Obviously, if you work in an area, you do already know these places and for
us it was more important to go to the source to the farmers. With the amounts we
needed, it wouldn't make sense to buy from the bulkstore. It's interesting to learn. It also
showed us that we needed to communicate that part of our business model is dealing
directly with farmers.
Interviewer 19:06
Okay, interesting. So the next network partner we are going to be looking at are
distributors. And there I'm actually quite interested to see whether this changed, and
how?
Kitchen Dates 19:17
I mean, we don't really work with distributors. We only have one for wine. We work
with this guy who sells us organic wines. It was easier that way, because he already had
a big network and we only just recently took on wine onto our menu.
Interviewer 20:38
Okay, that makes sense. I was actually thinking about distributors and how that's
basically the same thing as suppliers. But I think that what we meant is that if you're not
a b2c company, but if you're a b2b company, you would have to sell your product to a
distributor who then again sells it to the customer. But I'm guessing it doesn't really
matter for you because you are at the end of a supply chain. I mean, you sell stuff
directly to the customers.
Maybe in relation to Corona this changed, as I remember that at the beginning of it, you
drove your food around on a bike?
Kitchen Dates 21:27
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Yeah, I still do actually, because there is a mandatory curfew during the weekend. You
can be outside during the morning, but then everyone needs to go home. And the time
limits. I mean, it didn't make sense to open for lunch, or for brunch, we actually did it
one weekend, but still. So we decided to have these packages that you could buy for
both brunch, and dinner. And those for dinner, we deliver them or you could pick them
up from the restaurant. And the idea was that we would - not for the brunch, but just for
the dinner ones - we would meet online on Instagram, live at 7:30 and cook the rest of
the dinner together. So it was almost ready, but there were a few little steps that you
needed to do to finish the meal. So we basically joined to finish it at the same time.
Interviewer 23:03
Okay, that's an amazing business idea. Very interesting.
Okay, so the next question would be about investors. Did the amount of investors that
you have outside of the campaign backers themselves change and how did a
relationship with them change if you had any before? Because I remember it was mostly
from family and friends.
Kitchen Dates 24:07
So, we didn't really need money from investors. We had financed the business from our
money and with the support of our parents.
Interviewer 24:14
okay, but was there any interest from investors? Did anybody approach you or did you
try to approach anybody or did you just say we're good, we don't need anybody?
Kitchen Dates 24:29
Ok, so we thought about it. We had a little bit of a talk with a couple of friends of ours.
And then we had a bit of a more serious talk with one friend. He basically had some
spare money to invest in things that he believed in. So he was open for business, but in
the end we just decided to keep the business just between the two of us.
Interviewer 25:43
Okay, that makes sense. The next network partner category would be companies within
the common industry. So, other restaurants and I'm thinking we can maybe actually
separate them into two categories. So one time the companies within the common
industry, so restaurants in your area and then on the other side the Zero Waste
Restaurants. So maybe you can talk about how your relationships changed?
Kitchen Dates 26:20
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Okay, that's actually an interesting question. In regards to restaurants in Lisbon, they
don't take us too seriously. They kind of don't notice us or give us a lot of attention. We
are somewhat of a niche restaurant and so if anything, other restaurants who focus on
health and sustainability, follow what we do and copy or adopt some of our techniques.
I mean, that's what we wanted to do anyway, to raise awareness. However, especially
chef-driven restaurants don't care about us. I guess it has to do with the different
backgrounds. We don't come from this industry, so they meet us with a certain prejudice
also.
In regards to the other Zero Waste restaurants, we also were in contact with all of them,
although you know as well as me that one of them is hard to reach. And we also read the
book by Douglas, which you obviously know also. That provided us with insight, and
we also have a good connection with Carlos from Nolla, because he is also Portuguese.
He was quite willing to share his ideas and to help us with the troubles we had. He
actually came to visit our restaurant a few months after it opened, when he came to
Lisbon to visit his family. We also went to the city of Lisbon together to talk about Zero
Waste. The Zero Waste restaurant is a small community, so we all know of each other.
Interviewer 30:01
Okay, so then that would be the categories of network partners that we selected. So that
was customers, suppliers, distributors, which didn't really matter that much, investors
and companies within the common industry. So which of the relationships do you think
or would you say was influenced the most through your campaign?
Kitchen Dates 30:27
Oh, customers, for sure.
Interviewer 30:29
Okay, so the last question would be: would you recommend conducting a crowdfunding
campaign to other young sustainable startups?
Kitchen Dates 30:40
Yeah, definitely. If it makes sense with the product or service you're offering. You can
build community. And also considering the rewards, I mean, we basically offered
pre-sales of our product. This way we guaranteed people coming in once we opened,
because they are willing to pay for something that interests them. I think it's quite easy
in that sense to hook people in. What else? Well, I guess if you have something
intangible, it could be harder to offer rewards. But in general, I'd say, if it's a well
thought-through / well-developed idea, a crowdfunding campaign would make sense
and can very well be successful.
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Interviewer 32:42
All right. Thank you. That's all from me. Thank you for taking the time to talk to me.
Appendix 5: Coding scheme interviews

CODES
Creation before crowdfunding
Pre Network- Alliances
Pre Network- Client
Pre Network- Distributors
Pre Network- Investors
Pre Network- Suppliers
Post Network-Alliances
Post Network- Client
Post Network- Distributors
Post Network- Investors
Post Network- Suppliers
Which has been impacted the most
Overall experience with
crowdfunding

COLOR
S

Appendix 5. 1: Coding scheme Impact Bioenergy

Yeah, the crowdfunding was for a specific digester in a specific location so we focused
on a brewery in Seattle, to put a digester at the brewery in Seattle. And we talked about
the potential for how it could be replicated, but it was really to fund that particular
project.
But because of my network and my experience, I knew that we could build that, we
were able to do that, which is microscale technology. So it was my network that I had
that allowed me to start the company. And it's still been difficult, because everything
has to be small.
Because of my experience and my network, I looked at the market and the marketeverybody wanted- all the people in the digester business want to build big digesters,
they say the bigger the better.
We just we just we wanted to say that we're doing this, we're gonna do it here you can
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help us and then we had the faith or the belief that would start people asking We didn't
know, didn't we didn't have other people ready to buy.
No, I came out with the one in the Philippines. No, they were all generated later.

I think we had three small investors that helped us with small investments. We brought
in three shareholders, but it was still less than $100,000. And then, and we grow
organically.
Bootstrap means you start a company without formal funding. You started with an idea
and hard work, and you only use what money you have. But there are no investors

We are making digester number 20 right now. So in five years, we've made 20
digesters. So we have 20 customers, some of those customers are going to buy more
than one.
They, the UK, and Spain approached us. And Australia approached us, we approached
the one in the Philippines, we had a personal connection with the Philippines. So yes,
they found us and they asked if they could be involved.
We actually do have a network. Now we did that. It was a good idea. We have one in
Australia. We have one in the Philippines, one in the UK, and one in Spain at this point.
I think it was, again, a factor. But I can't tell you. We have a web, you know, the website
is on. When people go up to Google they search for digesters. I can't tell you if it's
Kickstarter or our website. It's a combination of our website and Kickstarter, but I don't
know what percent is because of Kickstarter.
three separate investors that wanted to actually buy the company by controlling
interest. All three of them failed because they couldn't finish the deal. They didn't have
the money to finish the deal. So, we have had some people say: I want to buy the
company. But they weren't strong buyers.
Until now, we have another crowdfunding campaign underway right now that is for
equity. So the first one, you didn't you didn't get any shares. But the one we have on
the street that's offering right now you actually can get shares for your for crowdfunding
I think Kickstarter was a factor, but I can't say it was the only factor. It was probably,
partially because of Kickstarter again.
Well, yes, we have suppliers that call or send an email, but I don't think any of our
suppliers. I don't think we've purchased anything from suppliers that approached us that
way. I think we found suppliers other ways. So yes, we get those proposals all the time,
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but we don't we don't act on them.
No, it has grown quite a bit. So we have a larger, larger universal of suppliers now.

So I would say Kickstarter is great, if you have an idea that people would respond in an
emotional way to support you. I think it's great. I think we would do it again.
So on the overall, would you say the crowdfunding campaign has increased or grown
your network? Or it has just been neutral? No, it's been a positive bit of positive benefit.
We want to have a larger audience, so that the reason was to get a larger audience,
and to and to really test the market to see how the market would respond to this idea.
And so crowdfunding is really about not just raising money, but asking the world what
they think of your idea. And it's really about: tell us if you like this, and so we were
successful, we raised the money we needed. But the bigger, the largest success, is the
fact that the story lives forever on the internet, it's still out there and you found it, you
know, five years later. We still get emails every week, because of crowdfunding for not
very much money, it was like $35,000. But even now, five years later, we're still getting
emails every week when somebody just saw it and they want to know more about it. So
it seems like the value of social media and as a communication tool is huge. It's really a
big benefit.
Okay, so it was also a way to use this campaign as some sort of billboard
advertisement or I mean, not really an advertisement, but like is a big billboard on the
internet? Exactly. Again, it's it's so global. These these emails come from South
America from all parts of Europe from Asia, they're everywhere. So it's really a huge
billboard. Enormous.
We chose Kickstarter because we thought it had the biggest billboards because there
were more people looking at Kickstarter, and there was more activity on Kickstarter.

Appendix 5.2: Coding scheme SolarGaps

We started around three years ago. And after that, we start like preparing for
Kickstarter campaign
I started thinking about Kickstarter, and my colleagues, like, involved me to do that
campaign, because they say: okay, it's quite viral idea and you need to share your
thoughts, with community of people like early adopters of the green technologies, who
can understand the benefits of such type of implementation of photovoltaic on
windows. We did a lot of preparing and like research about it, we involved agencies to
help us to make a successful Kickstarter campaign.
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We had to move to the United States and we lived for more than one year in Silicon
Valley, just to understand, and also to communicate with people who are in this
business for many years. For instance, a company who proposed to us some help with
this Kickstarter campaign was based in Los Angeles. The company name is agency
2.0. and they did previous lists, like a few successful campaigns. Now, one of them
with electric bikes, they raised around $3 million, and so on. So it looks quite relevant
at the beginning.
Okay, it's quite a viral idea and you need to share your thoughts with a community of
people like early adopters of the green technologies, who can understand the benefits of
such type of implementation of photovoltaic on windows.
Did you have already prior clients before the crowdfunding campaign. B2C or B2B?
Maybe a few, like friends who were in charge of testing or product, not like real clients.

Were you already in contact with suppliers? Yes. We already started to produce small
amounts locally, without involving global players. So we already did some kind of
handwork/made samples or even like, units of our product.
So basically, Kickstarter makes us like - some kind of popular, and we start to get a lot
of inquiries about the dealership all from around the world. It also sometimes was a
challenge, because we didn't have like, partners who in charge of installation, and
maintenance and so on, or because just dealers, sometimes it was entrepreneurs, who
want to, to make money from the new products and didn't know how to work with them,
or how to interconnect or how to mount and so on. So just a lot of entrepreneurs who
like an idea and want to become a part of it, so it's not just professional dealers that we
get from Kickstarter that they want to like mentioned.
we start doing some kind of cross-marketing-promotion with another startup. Another
startup who was also running a Kickstarter campaign with us. So we make some kind of
made may listen for their customers, and then do that for our through the Kickstarter
platform. So it was as possible and even recommended by Kickstarter to make cross
promotion between eco-products.This was quite successful.
So we add to our CRF weights maybe around 2000 contacts from that we get from cross
promotion.
We have a lot of customers, for instance, in the US who asked us about the customized
dimension of the product, and we are able to ship them directly.
So we were supposed to raise much more but that was the limitation for our technology.
And also some, we figured out that the standard check for Kickstarter campaign, it's
around like 200 to 300 Dollars. If it goes through to like 1000 Dollars, it was very hard to
raise this amount of money from one customer.
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So it was some if not a problem for us, in the future, as long as we will raise more
money to scale manufacturing. So we understand that all things are necessary, like
problems that we need to overcome about quantity, and so on.
okay, it's quite a viral idea and you need to share your thoughts with a community of
people like early adopters of the green technologies, who can understand the benefits of
such type of implementation of photovoltaic on windows.
so when we start, like with agency 2.0, promoting our Kickstarter campaign, it was a lot,
a lot of people who liked technology, who subscribe to news about us but then when we
realized, as they figured out that we don't have like, customized product, we need, we
like can ship only standard samples and maybe in the future, some kind of companies,
customization will come out. That was the problem with our Kickstarter campaign.

Appendix 5.3: Coding scheme LABFRESH

In the beginning it is a personal shopping service for men. It's like a new way over an
innovative way of shopping. And we really wanted to do things in a new or innovative
way, how we use our clothes. And then we just started to research what kind of
developments are in them in the fashion industry.

For distribution aspect, LabFresh manages the product delivery it self direct to the
customers
There are several ways to do a method to fund your startup business, like bank loans
and finding investors. These 2 methods have their own risk. For the first method, using a
bank loan is not easy because the bank will analyze your loan. If you get the loan from
the bank, you have many responsibilities. Second by finding an investors, seems it is a
good idea, but the problem after your business becomes big, they will buy your business
by invest big amount of share, in the end it's like you sell your own business to the
investors.
Dealing with suppliers that LabFresh used in the first time until now, because the supplier
knows exactly how much details about the quantity of the item, what types of item, and
how much you purchase.
After using Kickstarters. Number of buyers increased. How does it work? Many people
view the LabFresh project campaign in the kickstarter. As a result people talk from mouth
to mouth resulting in an increase in the number of customers. Second, there a foreign
buyers. Kickstarter can be accessed by people from overseas, as a result they are
interested in this and buy the product. But the main focus is the domestic market.
Overseas customers may be more difficult to reach due to the location.
Still use the same channel
In this crowdfunding there are no investors in terms to invest an amount of money and
receive share from the business. In this case, Labfresh received fundings after
campaigning its product on the kickstarter platform.
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For the safety reason, nothing changes from the supplier aspect. Stick with the first
supplier is the best way to maintain the business also relationship with with external
party, (in this case supplier)
From this interview, I can conclude that there are two aspects that had a big impact. First
the investors (funding aspects) by using kickstarters platform and second the increase of
the number of buyers. People view the LabFresh project campaign in the kickstarter and
the number of customers increase because people take this from mouth to mouth.
Second, foreign buyers can access this product from the information in the kickstarters.
Crowdfunding is fantastic. By using kickstarter as a crowdfunding platform. Without this, it
would have been more difficult for us to launch our Kickstarter, our company because we
didn't have any savings or people who wanted to invest early. I strongly agree that the
Kickstarter that provided the crowdfunding method really gave us a good customer base,
gave me some traction, proof of concepts and financing for the products.

Appendix 5.4: Coding scheme Kitchen Dates

The main reason to do that wasn't for the money itself, it was more like we wanted to
get people involved in the process.
Quite willing to share his ideas and to help us with the troubles we had.

Restaurants in Lisbon, they don't take us too seriously.
Other restaurants who focus on health and sustainability, follow what we do and copy or
adopt some of our techniques.
In terms of customer base, well again, it got bigger and bigger.
[our business model] became less exclusive, which is something that some people
valued a lot, but at the same time, it became more universal
We don't really work with distributors
we had a bit of a more serious talk with one friend. He basically had some spare money
to invest in things that he believed in.
We just decided to keep the business just between the two of us.
It definitely had an impact on our credibility.
Not directly connected to the crowdfunding campaign itself, but the campaign was what
kickstarted everything else.
changed the amount of suppliers.
A few of them came during that crowdfunding campaign. Which is not to say that we
started the campaign and they got in touch with us, I don't think that has happened at all.
[it gave us more] credibility, it established a good starting point for a commercial
relationship with these potential suppliers.
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Once they saw the campaign and everything that followed, they trusted us a bit more
Once they saw the campaign and everything that followed, they trusted us a bit more.
We had some massive reach with the campaign. We were on multiple TV channels. We
had some articles on newspapers on websites.
definitely. If it makes sense with the product or service you're offering. You can build
community. And also considering the rewards, I mean, we basically offered pre-sales of
our product.
In general, I'd say, if it's a well thought-through / well-developed idea, a crowdfunding
campaign would make sense and can very well be successful.
We had some massive reach with the campaign. We were on multiple TV channels. We
had some articles on newspapers on websites. And then I mean, as a consequence,
more and more people got drawn to what we were setting ourselves up to doing.
interest came, because people noticed that we were running this campaign and we were
putting together the first Zero Waste Restaurant in Portugal. So that's quite a catchy
headline to use.
The main reason to do [the campaign] wasn't for the money itself, it was more like we
wanted to get people involved in the process.
The focus was really on building up a community and to get people involved. We were
able to put attention on buzzwords such as Circular Economy, Zero Waste, Food
sourcing, by bringing these topics to the forefront of media discussions.
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