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ABSTRACT

Social entrepreneurs have several motivations that lead them to open and continue
their companies, which vary according to the stage of the social enterprise’s life cycle.
This study seeks to analyze the motivations throughout the stages of a social enter-
prise’s life cycle. To do this, we carried out a qualitative research with primary data
collected through interviews with experts and social entrepreneurs and secondary
data collected through documents and websites. The results indicate three types of
motivational factors: essential factors, building factors, and solidifying factors. Each
type plays different roles during life cycle. All essential factors are present across all
stages of the life cycle. The building factors are found mainly in the early stages, while
different solidifying factors are distributed throughout the stages of the life cycle. The
essential factors are the main difference between social and traditional entrepreneurs.
This research brings new insights by linking motivational factors to the life cycle stages
of social enterprises. Entrepreneurs can use this information to identify their stage and
leverage their motivators for development, while training programs can be tailored to
better align with the life cycle stage of social enterprises.
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Understanding the motivations throughout the stages of a social enterprise’s life cycle

INTRODUCTION

Social entrepreneurship involves the process of inno-
vation using a combination of resources to catalyze
social change and meet social needs (Dees, 1998;
Mair & Marti, 2006). According to Doherty, Haugh,
and Lyon (2014), social enterprises seek the dual mis-
sion of having a soclal purpose and achieving finan-
cial sustainability, not fitting perfectly into the con-
ventional categories of private, public, or non-profit
organizations. In addition, its goals are rooted in the
values of its founders (Zahra et al, 2009), such as the
desire for change in society aimed at social well-be-
ing (Bacqg et al, 2016; Renko, 2013). For Zahra et al
(2009), it is necessary to value the motivations of in-
dividuals and groups that assume the risks associat-
ed with the design, construction, launch, and main-
tenance of new organizations and business models.
Even so, the motivations are accompanied by sub-
stantial challenges throughout the life cycle of social
enterprises.

There are several risks during the life cycle of these
businesses (Zahra et al, 2009), in different stages of
development until the business reaches maturity and
establishes itself in the market (Oliveira & Fukayama,
2018). The life cycle of a social enterprise begins
with the identification of a social problem (Limeira &
Freire, 2018) and the search for solutions in a business
idea (Vasconcelos & Lezana, 2012), aiming at a val-
1d business model (Limeira & Freire, 2018; Oliveira &
Fukayama, 2018; Sen, 2007). Finally, the entrepreneur
seeks scale and resources for company growth in or-
der to find space in the market and ensure social im-
pact (Cremonezzi et al, 2013; Limeira & Freire, 2018).

Thus, despite being the subject of some research,
understanding the motivations of social entrepre-
neurs remains a suggestion for future research by
different authors (Germak & Robinson, 2014; Gupta
et al, 2020; Stephan & Drencheva, 2017). In addition,
there are few studies that relate the motivations of
the social entrepreneur to the course of the social
enterprise. Stephan and Drencheva (2017) suggest
that future research explores changes in entrepre-
neur motivations and personality throughout the so-
cial enterprise life cycle. Germak and Robinson (2014)
Indicate the need for comparative research on mo-
tivation between nascent and mature social entre-
preneurs. Furthermore, Saebi et al. (2019) stress the
importance of associating the individual and organi-
zational level in research on social enterprises. In this
context, there is a research gap regarding how these
motivations present themselves over time and how
they impact and are impacted by the life cycle of a
social enterprise.

We start from the argument that, during the differ-
ent stages of business development, different moti-
vations stand out and alternate. Understanding how
and what motivations are manifested during the life
cycle is important in the search for the strengthening
and continuity of the social enterprise. In this way,
the present work seeks to answer the following re-
search question: 'How are the social entrepreneur’s
motivations presented during the stages of the life
cycle of social enterprises?

The results indicate that there are three types of
motivational factors: essential factors, building fac-
tors, and solidifying factors. The essential factors run
through all stages of the life cycle, the building factors
are concentrated in the ideation phase, while the so-
lidifying factors are distributed throughout all stages
of the life cycle.

From a theoretical point of view, our research ex-
pands knowledge about social entrepreneur’'s mo-
tivations, bringing a novelty relating motivational
factors to the stages of the life cycle of social enter-
prises. From a practitioner point of view, entrepre-
neurs can analyze what stage of the cycle they are
in and what motivations they can mobilize for the
development of social enterprises. Moreover, training
and development programs can be developed in a
way that is more aligned with the stage of life of so-
cial enterprises.

THEORETICAL REFERENCE

Social entrepreneurship and social enterprise
Mair and Marti (2006) define social entrepreneurship
as the process of using innovative combinations of
resources to catalyze social change and meet social
needs. For Austin, Stevenson, and Wei-Skillern (2012),
the term describes a value creation process that oc-
curs within or across the non-profit, commercial, or
government sectors. Allied to these definitions, it is
also important to note that social enterprises seek
the dual mission of having a social purpose while re-
maining financially sustainable (Comini et al, 2012;
Doherty et al, 2014). In the quest to solve social
problems, such as poverty or the environmental cri-
sis, they identify opportunities and create types of
services and products for the community (Petrella &
Richez-Battesti, 2014), associating the social role with
the company's strategy (Barki et al., 2020). In this con-
text, the social entrepreneur plays a central role in the
social enterprise, concelving the initial idea, launch-
ing and working to sustain the business (Germak &
Robinson, 2014), with the company's goals being
deeply linked to its personal values (Nicolas Martinez
et al, 2019; Zahra et al, 2009).
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In addition, these social enterprises have different
terminologies, such as social, inclusive, socio-envi-
ronmental, social impact, periphery impact, and social
enterprises (Barki et al, 2020). These definitions may
vary globally, mainly due to the variety of context that
these companies find themselves in (Gongalves et al,
2016; Rosolen et al, 2014). In Brazil, the most used
term 1is social impact business, businesses that aim
to generate social impact and financial return from
the offer of products or services that reduce the vul-
nerability of the low-income population (Barki, 2015).
For Petrini, Scherer, and Back (2016), social impact
businesses can also include individuals and groups in
order to solve demands related to societal problem:s.
Pipe Social (2021) emphasizes the commitment to
assessing the social and environmental impact that
these businesses generate, in order to improve their
effectiveness throughout the company's life cycle. In

this research, we will focus on social entrepreneurship
and social enterprises from the Brazilian perspective
of social impact businesses.

Stages in the life cycle of a social enterprise (SE)
The life cycle of a company refers to the various stages
of development until reaching the maturity of a busi-
ness in the establishment in the market in which it is
inserted (Oliveira & Fukayama, 2018). Social enterprises
have a life cycle that encompasses the stages of their
development with their respective challenges and bar-
riers (Limeira & Freire, 2018). In addition, based on the
literature reviewed, a comparative analysis was carried
out to identify overlaps and complementarity between
authors, as shown in Table 1, with color shading indi-
cating similar characteristics and challenges, allowing
for comparison between authors.

Table 1. Comparison of the life cycles of SE found in the literature.

Stages Name
1 Appreciation

Pilot Project Concept

and Launch
Sen (2007)
Success and

Development solution created
Global Impact
Social Action

Association
Visibility
Social Network

Vasconcelos and
Lezana (2012)

Social Representative

Definition

Entrepreneur begins to understand the concepts of the field and develops entrepreneurial skills
The entrepreneur aims to create a pilot of an innovative solution to a social problem

When the social enterprise becomes a reference in the national or international market through the

The company has globally accessible solutions

Focus is on finding solutions to social problems

Formalization of the enterprise and the search for investments

Emphasis is placed on capturing and managing financial, human, and material resources
Actions and representations of the enterprise are expanded

Great level of development in the company and its influence

Oliveira and Fukayama
(2018)

Oliveira and 1zzo
(2019)

Cremonezzi et al
(2013)

Limeira and Freire
(2018)

e TR U ST O) R NS N = N ON)
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W N = W

Business Concept
Validation
Business Development
Expansion
Startup

Growth

Scale Up
ldea
Business Development
Business Stages

Successful Business
Stage

ldea

Momentum

Growth

Maturity

Decline or
Transformation

The entrepreneur oversees decision-making

Confirmation of initial assumptions, business model is under development
Diffuse responsibilities among the team

Consolidation, growth, and formation of company management forums
Business design, testing the product or service, and team building

Minimal market acceptance and the challenge of understanding the financial viability of the business
and the potential for scale

Proven survivability and portfolio growth

Search for the best business model for the project — support from accelerators
Model is tested and adapted on a larger scale — support from accelerators
Model testing, market validation, and scaling — venture capital support

The company is very successful and reaches the public offering of shares to be traded on the stock
exchange

Identification of a social problem, creation of a business idea and its validation in a pilot test

Develops the business model, seeks support from incubators and investors, and launches the
product or service on the market

Refinement of the business model and identification of growth opportunities and strategies, aiming
at greater scale and impact

Business model is optimized, looking for new possibilities, maintaining surplus and social impact

Entrepreneur needs to change business model or go out of business

Note. Source: The authors.

Based on this analysis, a model of four stages of
the life cycle of a SE is proposed, as shown in Figure 1.
Of the six stages found in the literature, the four cho-

sen are the ones that have the greatest representation
among the authors and from that, it is carried out a
reinterpretation and a new model is proposed.
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Source: The authors.

Figure 1. Stages in the life cycle of SE.

The life cycle begins in the ideation stage with the
objective of identifying and seeking a solution to a so-
cial problem through a business idea. Validation fol-
lows, in which the social entrepreneur develops a busi-
ness model and validates the solution through a pilot
test. In the growth stage, the purpose is to seek scale
and more robust investments to develop the business.
Finally, maturity is when the business seeks to consol-
idate itself in the market with a surplus and great so-
cial impact. By advancing through the stages of the life
cycle, with thelr intrinsic and particular challenges, the
company increases its social and environmental im-
pact. The more mature the company, the greater the
scope of its positive impact.

Social entrepreneur motivation

An individual in control of an organization is usually
able to impose his vision on it, and some undertake
the creation of social enterprises for reasons that de-
rive mainly from their willingness to see social change
(Renko, 2013). While social entrepreneurs share similar
work patterns and experience to commercial entrepre-
neurs, there are significant differences in their social
motivations. There is a priority given to the creation of
social wealth in relation to the creation of economic
wealth (Bacq et al, 2016; Mair & Marti, 2006), motivated
by different factors, such as the desire to make changes
In society and meet local needs, which can be seen in
the company’s mission (Austin et al, 2012).

The motivation of social entrepreneurs can be in-
trinsic or extrinsic. According to Carsrud and Brannback
(2011), extrinsic motivations are linked to wealth, sta-
tus, and external rewards that arise from entrepreneur-
ship, while intrinsic motivation is linked to success
and achievement of goals. Intrinsic motivations are
associated with prosocial motivations (Grant, 2008),
the desire to mobilize efforts based on concern for
others (Batson, 1995). Social entrepreneurs are char-
acterized by a strong relationship with intrinsic moti-
vation through interest and passion for social entre-
preneurship, dissatisfaction with previous work, the

opportunity to be independent (Carsrud & Brannback,
2011; Stephan & Drencheva, 2017) and with a proso-
cial motivation, through a passion for helping others
and creating a better life for future generations (Miller
et al, 2012; Stephan & Drencheva, 2017). Even thought,
Zhag, Peterson, and Hujala (2021) show in thelr case
study that the motivation of social enterprise is pure
social, including improving people’'s mental condition,
employability, and promoting public education. Yet, for
Ashta (2020), social entrepreneurs are typically driven
by a combination of a desire for recognition, empathy,
problem-solving skills, and creativity to achieve their
goals. Nevertheless, some entrepreneurs may establish
social enterprises for profit rather than altruistic reasons.

Yitshaki and Kropp (2016) indicate motivations
based on internal choices and desire to be socially ac-
tive to achieve social goals, categorized into present life
events, past life events, awareness from childhood and
adulthood, ideology and spiritual imperative, leading
individuals to the recognition of opportunities, social
engagement, and the formation of social enterprises.
Germak and Robinson (2014) also explore the moti-
vation and background of social entrepreneurs, who
may have a career history in the public or commercial
sector. The authors consider several factors that mo-
tivate leaving old careers in favor of opening a social
enterprise, such as personal fulfillment, helping society,
and a non-monetary focus. Abebe, Kimakwa, and Redd
(2020) based on social engagement and the history of
the individual, propose a typology of profiles of social
entrepreneurs such as season champions, local prag-
matists, social activists, and corporate veterans.

For Boluk and Mottiar (2014), social entrepreneurs
could join other groups in an effort to make a difference’
but choose to create their own venture. This reflects
their need for fulfillment. For the authors, other factors
that lead the social entrepreneur to open a company
are lifestyle; recognition and entering into a network
of contacts; profits and financial viability. Advancing in
this perspective, Ruskin, Seymour, and Webster (2016)
divide the motivations of social entrepreneurs that en-
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courage social entrepreneurs to focus their resources
and efforts on creating value for disadvantaged groups
as: own, related to the emotional antecedent of pas-
sion and frustration, described as achievements, au-
tonomy, relationship, and influence; and motivations of
others, iIn emotional antecedents of empathy and sol-
darity, described as altruism, cultivation, social justice,
and sense of obligation.

According to Pacut (2020), the factors that influence
Individuals to start a social enterprise are social and per-
sonal benefit, public support, norms and values, feasibil-
1ty realization, random events, family or social example,
and beliefs and ideas. However, the authors consider
that these factors vary and cannot be reduced to a sin-
gle approach. Kruse, Wach, and Wegge (2021)studied the
predictors of the intention to found a social enterprise.
They discovered that there were two levels that moti-
vated the entrepreneurs, the individual level (personali-
ty, cognition, human capital) and social level (subjective
norms).

Chalwash, Tolba, and Ismail (2017) found different
patterns of motivation that are determinant in social
entrepreneurs: social problems and challenges, inspira-
tion, past personal experiences, and experiences in their
network of contacts, where the motivation to undertake
1s to help and solve societal problems and challenges.
Motivation can also be related to the experiences ac-
quired with past activities and projects or from the en-
couragement, support, and financial incentives of their
family, friends, partners, and colleagues. The influence
of the network of contacts on the motivation of social
entrepreneurs is also studied by Christopoulos and Vogl
(2015), highlighting social responsibility, iconoclasm, size
of the network of contacts, reliability of the network of
contacts, entrepreneurship, success, and relationship

with the government. Mottiar (2016) also suggests that
the entrepreneur’'s motivation can come from the ex-
ternal environment, such as governmental indications.
Wanyoike and Maseno (2021) also studied the motiva-
tions of social entrepreneurs and founded out that per-
sonal experiences linked to past-life events (a combina-
tion of closeness to the problem and helping society)
and an achievement orientation toward improving live-
lihoods and creating impact are the main motivators for
social entrepreneurship in East Africa.

From the reviewed literature, it was possible to iden-
tify and compile the main factors that involve the moti-
vation of social entrepreneurs. In addition, it is clear that
these motivating factors for social entrepreneurs have
characteristics that move from more essential to more
contextual, as shown in Figure 2. Essential factors are
those that involve internal and prosocial motivations;
contextual factors are linked to the circumstances in
which the entrepreneur is involved. Thus, three levels
(micro, meso, and macro) of factors that involve the mo-
tivation of the social entrepreneur were identified: micro,
strongly linked to the essential factors, characteristics,
and intermal motivations of the entrepreneurs, such as
thelr vision of citizenship and social justice, their beliefs
and principles; meso, with motivating factors that are
part of the characteristics inherent to the entrepreneurs,
but also of the context in which they are inserted, such
as their personal trajectory, family influence, proximity
to the social problem, self-fulfillment, and career; and
macro, linked to the context in which the individuals are
inserted, and their motivating factors may be linked to
the network of contacts, public or external support, and
financial viability. As a result, the motivating factors of
social entrepreneurs can vary on a continuum that ex-
tends from the purely essential to the purely contextual.

Source: The authors.
Figure 2. Motivating factors for social entrepreneurs.
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From the analysis of the literature on the motivations
of social entrepreneurs and the phases of the social en-
terprise life cycle, it is possible to note that the motiva-
tions present in the initial phases of the life cycle are more
connected to those related to the essential factors. As the
life cycle progresses, present motivations move to those
more related to contextual factors. This assumption will be
Investigated in the field using the method presented in the
next chapter.

METHODOLOGICAL PROCEDURES

To answer the research question, exploratory research
was carried out, whose collected data are of a qualitative
nature. Exploratory research is used when the subject is
little explored (Sampieri et al, 2013) and its purpose is to
make the phenomenon to be studied more explicit and to
provide greater familiarity (Gil, 2017). According to Stephan
and Drencheva (2017), qualitative studies provide a better
understanding of social entrepreneurs’ motivations.

The collection of primary data was carried out through
semi-structured interviews, while the collection of second-
ary data was carried out through documents and websites
of the investigated organizations. Semi-structured inter-
views are guided by a list of points of interest that the in-
terviewer can explore throughout the interview (Gil, 2017).
To provide greater credibility to the research, data triangu-
lation should be performed (Gil, 2017). Triangulation pro-

Table 2. Specialists respondents.

vides additional knowledge, contributing to the quality of
research by using different perspectives on the topic being
studied, compensating for distortions and one-sidedness
(Flick, 2012; Jenner et al, 2004). In this research, triangula-
tion occurs from the use of different data sources (primary
and secondary) and different profiles of respondents: (a)
specialists and (b) social entrepreneurs.

As data collection developed with specialists, they in-
dicated social entrepreneurs through the snowball proce-
dure, a type of non-probabilistic sampling that uses refer-
ence chains to obtain data (Vinuto, 2014). The collection
was carried out between January and May 2021, and data
analysis was carried out interactively, in order to adjust
interview questions as information was obtained in the
fleld. Six specialists from different parts of Brazil were in-
terviewed (Table 2). The specialists interviewed are mem-
bers of organizations, called driving organizations!, which
promote social enterprises. The aim was to capture their
perceptions about the motivations of social entrepreneurs
and understand how their organizations characterize the
stages of the life cycle of social enterprises. Additionally,
13 social entrepreneurs were interviewed from different
regions of Brazil, from different sectors? and at different
stages of the life cycle (Table 3). The interviews focused on
the theme of motivation to start the social enterprise, what
influences the entrepreneur to keep it, and the stage of the
life cycle he/she is at the time of the interview.

Respondents Region Segment Interview date Interview time
ESP_1 RS Technology park 02/12/2021 31 min
ESP_2 CE Accelerator 02/02/2021 45 min
ESP_3 PE Technology park 02/26/2021 34 min
ESP_4 SP Foundation 03/24/2021 23 min
ESP_5 CE Accelerator 03/24/2021 32 min
ESP_6 SP Communication agency 03/29/2021 25 min
Note. Source: The authors.
Table 3. Social entrepreneurs respondents.
Respondents Stages Segment Region Interview date Interview time
AGR_1 Growth Agriculture SC 04/01/2021 20 min
ALI_1 Idea Food CE 03/25/2021 33 min
AMB_1 Growth Environmental RS 04/06/2021 23 min
AMB_2 Validation Environmental RS 05/12/2021 20 min
EDU_1 Growth Education RS 03/18/2021 48 min
EDU_2 Validation Education PE 03/22/2021 18 min
EDU_3 Validation Education RS 03/19/2021 9 min
EDU_4 Validation Education PE 03/30/2021 20 min
EDU_5 Growth Education SP 03/31/2021 19 min
EDU_6 Growth Education CE 03/03/2021 32 min
MOR_1 Validation Housing PE 03/30/2021 26 min
SAU_1 Growth Health SP 04/19/2021 31 min
VAR_1 Growth Retail CE 03/26/2021 21 min

Note. Source: The authors.
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The analysis of the collected data was performed
using the techniques of the grounded theory method,
through the continuous interaction between analysis
and data collection (Glasser & Strauss, 1967; Strauss &
Corbin, 1994). According to Strauss and Corbin (1994),
data analysis is a flexible and creative process in which
the researcher moves between coding types, using
analytical techniques and procedures freely and in
response to the analytical task at hand. According to
Bandeira-de-Mello (2003), grounded theory data anal-
ysis has its centrality in data coding and is divided into
three parts: open, axial, and selective coding. Open
coding involves microanalysis, that is, a thorough anal-
ysis with the breaking of data to be compared, concep-
tualized, and grouped into codes. The codes defined a
priori are composed of the motivations and life cycle
stages of social enterprises identified in the literature
review. In addition, other codes were identified later.
Codes were grouped into categories. After that, axial
coding is performed, which analyzes the relationships
between categories and subcategories. Finally, in se-
lective coding, a central category is identified that re-
fines and integrates the others in a social process.

FINDING AND DISCUSSION

Stages in the life cycle of social enterprises

Our results corroborate the life cycle phases already
identified in the literature and proposed in Figure 1.
Ideation’ is the initial stage, where the entrepreneur
identifies a problem in society and seeks solutions to
solve this problem. One of the challenges, as indicat-
ed by ALI_L is the appropriation of knowledge about
entrepreneurship. ... it takes a lot more at the heart of
the problem, to identify the problem, the gquestion of
fact to design a more refined business model” (ESPC3).
Furthermore, it is structured as a social enterprise. "‘But
here, do they understand what this social business is?
What is his benefit? What can they have?” (ESP_2). ‘And
then the big challenge during the ideation process
was how I would structure myself as a social impact”
(EDU_L).

The next stage is ‘validation’, in which the company
carries out the first pilot or minimum viable product
(MVP)? tests to validate the solution. In addition, it seeks
to adapt the business model and find the product-mar-
ket fitY. There are also validations with awards and rec-
ognition from the media and the entrepreneurship and
social impact ecosystem. ‘I am accredited by Ashoka in
the Young Transformers Network. And then we started
to connect with this entire ecosystem of social entre-
preneurship, and we also started to see the potential
that we could have based on that” (EDU_2). Then the
validation is the stage where entrepreneurs validate

the solution through a pilot test and through recogni-
tion of the impact business ecosystem. Besides, they
need to adjust the business model to find their market
positioning.

After the product and business model are validat-
ed, the social enterprise enters the ‘growth’ stage. ‘I am
in the growth stage. I think I've already tested some
things; I understood the value, some customers have
already understood the value and now I'm looking
for investment to develop the business” (EDU_1). This
quest to expand the business involves increasing rev-
enue generation, which can lead the entrepreneur to
diversify the product portfolio to explore opportunities
identified In the journey taken. In line with the need
for revenue generation, EDU_5 demonstrated the del-
lcate balance of the business model. ‘And it's really a
challenge, you know, because we're neither an ONG to
have other sources of funding that would allow us to
provide the application for free, and at the same time,
we also don't want to charge too much, so we find
ourselves in this middle ground of trying to find what is
economically viable for us or not.”

The entrepreneur reaches the final stage of matu-
rity” when he is already established in the market and
seeking to maintain the surplus and the positive impact
on soclety. At this stage, the main challenge is mission
diversion. "A minority manages to survive with this ini-
tial DNA that constitutes social businesses. Most end
up moving toward more conventional businesses, thus
leaving the social agenda of social business in the back-
ground, almost like an appendix” (ESP_1). Furthermore,
the impact generated by companies starts from the
growth stage. In the early stages the impact happens
but reduced. “This arrow that you put at the bottom,
about impact, it is totally true, so I think that maybe
even then the growth, the impact of this company, it is
simply a hypothesis” (EP_4).

Understading the motivations

of social entrepreneurs

All the motivators present in the literature were identi-
fled and, additionally, the results point to a new motiva-
tional factor, called ‘educational trajectory’ This factor
presents itself in two aspects. First, from the experienc-
es of the individual within the educational institutions
through which he passed, such as social projects that
have or do not have the purpose of promoting entrepre-
neurship, the main objective being to put the individual,
In this case as a student, in contact with the theme of
social vulnerability. ‘I had ... the Business Modeling Lab,
so I took this question of purpose and something that
really captivates me and encourages me to want to
do more” (EDU_3). Second, through access to qualified
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Information, such as contact with courses, books, and
events, which may or may not be linked to the educa-
tional institutions he passed through, but which also
sensitize him to social inequalities. “We went to study
Yunus and understood that it was possible to work with
it, in fact being fully paid, doing what we understood
to be our mission” (MOR_1). In addition to accessing
qualified information from books and the university,
the dynamics of the impact business ecosystem also
have the role of raising awareness and qualifying social
entrepreneurs. “When we give a lecture here, they say
T always wanted to do this, [ just didn't know what it
was” (ESP_2).

This awareness through the educational trajectory
awakens the entrepreneur to the issues of social in-
equality and environmental weaknesses, provoking a
search for social justice. Social justice is the motivation
to undertake to solve society’s problems and challeng-
es with social equity and a sustainable environment
(Germak & Robinson, 2014; Ghalwash et al, 2017). The
social justice motivational factor seems to be the es-
sence of social entrepreneurship, being mentioned by
specialists and by all interviewed entrepreneurs. “The
first step they talk about is social justice, [ think it is one
of the essential ones” (ESP_2). “The business can arise
from a question asked by a teacher in the classroom or
an environmentalist who is seeing a problem. In any
situation [the entrepreneur] feels a strong sense of pur-
pose for that cause” (ESP_6).

The motivational factor of citizenship’ involves the
desire to contribute to national development based on
personal values, where the entrepreneur has a proac-
tive engagement with issues of public life (Pacut, 2020;
Renko, 2013; Yitshaki & Kropp, 2016). This motivation
to see change in society can arise from dissatisfac-
tion with the current state of society. ‘Motivated in the
sense of knowing how much we can impact people’s
lives, but very sad to see that reality” (EDU_2).

There is evidence of a relationship between the mo-
tivational factors of social justice, citizenship, and eliefs
and principles that feedback, since the discomfort with
social inequalities mobilizes the exercise of citizenship,
being guided by beliefs and principles. The motivation-
al fact of 'beliefs and principles’ may involve the feel-
Ing of giving back a previous advantage (Ruskin et al,
2016; Yitshaki & Kropp, 2016) or the desire to help oth-
ers (Batson, 1995; Miller et al, 2012). In addition to what
was found in the literature review, the social entrepre-
neurs interviewed also demonstrated a strong motiva-
tion that involves their personal purpose. The search for
a life and a work that make sense with the beliefs and
principles of the individual is linked with their person-
al purpose, which motivates to undertake socially and

can be connected with the individual's sense of social
justice. ... [what influences me to continue every day
with this business] is in fact of my personal mission, so
[ don't see any other” (MOR_1). The purpose can be
linked to the motivation of wanting to repay some pre-
vious advantage or of being responsible for helping so-
ciety. "I see it's a matter of an exchange. Of those who
are in these social businesses and have been through
this or have always had this, like, [ can give, I have con-
ditions to improve someone’s life” (ESP_2).

Based on beliefs and principles, individuals perceive
social entrepreneurship as an opportunity to change
the world, as mentioned by AGR_1: "How they can
help?” According to expert ESP_5, the younger genera-
tions are looking for work with more purpose and that
makes sense for the individual's life. Therefore, beliefs
and principles guide the entrepreneur’s career choice.
“It's connected more with this issue of life purpose, in
short, which is also something that generations, from
the millennial generation onward, this comes increas-
ingly stronger” (ESP_5). Another participant who em-
phasized this point was VAR_L: "But I think it's much
about idealism, dreams, faith, believing that it is some-
thing that is good for the world, in some way.” From
this, the ‘career’ motivation factor involves entrepre-
neurship as a natural career option, in search of a life-
style with freedom and autonomy (Boluk & Mottiar,
2014; Ruskin et al,, 2016). In addition to what was found
in the literature, the results of this research indicate the
interest of individuals in repositioning their careers for
social entrepreneurship in search of a greater align-
ment between the career and the individual's world-
view, demonstrating the maturity of these individuals in
their professional trajectory. “There is already an older
age group that is also cool, making a career reposition-
ing and starting to be interested in acting with this pur-
pose” (ESP_1).

Financial compensation is not the main objective
of social enterprises, however entrepreneurs are aware
that they need to be financially viable to have a social
enterprise (Christopoulos & Vogl, 2015; Ruskin et al,
2016."It's the basic rule of social business, right? Making
money and helping someone” (ESP_2). Differing from
what is seen in the literature in which social entrepre-
neurs are not motivated by financial factors (Boluk &
Mottiar, 2014; Germak & Robinson, 2014), this research
points out that there is importance in motivating so-
cial entrepreneurs to earn remuneration for services or
products sold through the social enterprise. “We under-
stood that it was possible to work with this, in fact to be
paid in full, doing what we understood to be our mis-
sion” (MOR_1). Social enterprises need to be financially
viable through the sale of their products and services,
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unlike non-profit organizations that can generate a
positive impact on society and receive financial return
through donations or other actions that are not direct-
ly linked to the impact. Therefore, how to monetize is
one of the main concerns of social entrepreneurship
as mentioned by AMB_2 and ESP_3: "How can I mon-
etize this? How can this really be something profitable?
Because a social impact company is not an NGO, right,
it is a company” (AMB_2). "Nobody wants to be an ONG
there, nobody wants to do philanthropy, so we work
hard on this aspect of business so that they leave with
a real understanding of financial viability because oth-
erwise it will just be an energy expense” (ESP_3).

In the literature review, it was seen that the rela-
tionship between the network of contacts and public
or external support were different motivational factors.
However, when carrying out this research, it is clear
that both can be unified. In this research, it was found
that support arises from the entrepreneur’s network of
contacts, with the government being an unidentified
presence. Networking is associated with being recog-
nized within a network of organizations or within the
community. This network of contacts can vary in size
and trust (Boluk & Mottiar, 2014; Ghalwash et al, 2017).
The main actors in the network of contacts consist of
the entrepreneur’s team, investors, and partners. From
this, public and external support and the network of
contacts become a single motivating factor, called the
‘support network’ The support network is made up of
different actors who play three roles: financial support,
support for business development, and emotional sup-
port. Some support network actors may play more than
one role. Support for development is provided by the
Investor and by partners that foster the social entrepre-
neurship ecosystem. Financial support is provided by
the investor and has a great influence on the financial
viability of the business. It is at this moment that im-
pact drivers are essential for the development of social
entrepreneur motivation. “We've seen many entrepre-
neurs break and get their own resources ... and sell to
support the company. So, this support, it's something
that we see that is super important” (ESP_5).

Finally, emotional support is provided by partners
who have the same belief and principle as the entre-
preneur and may be by their team and/or family. The
‘family influence” motivational factor arises from the
molded social awareness of the values and influence
of the entrepreneur's family (Pacut, 2020; Yitshaki &
Kropp, 2016). This factor is related to the construc-
tion of a social conscience based on family values,
the encouragement and support for entrepreneurship
by family members, and the family influence in the
choice of the area of activity and the problem that

the entrepreneur seeks to solve. “When we decided
to work with diabetic foot, ... I have two uncles who
suffer from diabetic foot and they amputated foot and
hand because of diabetes, so there was this personal
appeal to me” (SAU_1). From this, the family can be
seen as the starting point of proximity to the social
problem.

The motivational factor of ‘proximity to the social
problem’ is one in which the motivation comes from
compassion for the supported cause, having the need
to care for and promote the development of others.
From this, the entrepreneur begins to undertake to
solve the problems that he or his community is fac-
ing (Abebe et al, 2020; Ruskin et al, 2016). Proximity
to the social problem emerges as a motivation that
1s associated with the entrepreneurs’ compassion for
a cause, which arises from the entrepreneur’s be-
liefs and principles. “So, I'm very happy, but again, I'm
passionate about my problem” (EDU_1). Due to their
proximity to the social problem, many entrepreneurs
feel motivated to see that their social enterprise is
positively impacting people’s lives, leading to the mo-
tivational factor of self-fulfillment.

For the literature, the motivational factor called
‘self-fulfillment’ is composed of individuals who have
a strong desire for personal satisfaction through social
entrepreneurship. They have the objective of self-ful-
fillment with the desire to challenge themselves and
attain an achievement through the solutions of social
problems (Abebe et al, 2020; Christopoulos & Vogl,
2015; Pacut, 2020). In this research, it was noticed that
the motivation of the social entrepreneur of self-fulfill-
ment also permeates the external recognition of me-
dia and awards. “There are the certifications he earns
along the way. He won an award, he was invested, he
made a pitch at an event, he appeared in the media,
anyway. This will boost his motivation” (ESP_5). And it
can be related to satisfaction with themselves when
overcoming challenges and following their beliefs and
principles, in addition to seeing the positive impact on
society of their social actions. “So, it was very grati-
fying to see the evolution of these young people so
clearly, how they came in and how they left. This is
something that only motivates us” (EDU_6).

Another motivational factor is the ‘personal trajec-
tory’” in which the motivation to undertake socially
arises from a set of events experienced by the entre-
preneur throughout life. These events may result in
the objective of helping people who are going through
the same problems that the individual faced or may
be associated with the need for a lifestyle change due
to some event (Ghalwash et al, 2017; Pacut, 2020;
Yitshaki & Kropp, 2016). Corroborating the literature,
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the experts interviewed say that in some cases, not
the majority, individuals went through some situation
or some experience that led them to undertake so-
cially. These experiences can be professional or per-
sonal. "So, I think there is this, like, some experience,
some milestone that, in fact, united this person to the
purpose” (ESP_4). In addition to what was found in the
literature, many of the events experienced by social
entrepreneurs influenced and excited them toward
motivational factors of social justice, citizenship, and
beliefs and principles. It is linked to the educational
trajectory, because from these events, individuals seek
more information and become aware of the issue of
social and environmental impact. "And I've always
been linked to social projects, ..., and I help sever-
al projects, [I'm] well connected with that” (EDU_4).

Therefore, the motivational factor of personal trajec-
tory is one in which the motivation arises from events
that lead the individual to undertake socially and
may involve an objective of helping people who go
through the same problems that the individual faced
or may be associated with the need of lifestyle change
due to some event.

The motivational factors, based on the literature,
were organized into essential and contextual (Figure
2). Our results point to a new form of categorization
of the motivational factors into three categories: es-
sential factors, building factors, and solidifying factors.
The relationships between motivational factors are
two-way. However, there is a stronger path of influ-
ence between each of them, represented by the ar-
rows (Figure 3).

Source: The authors.

Figure 3. The relationship between social entrepreneurs’ motivational factors.
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Essential motivational factors are the core of social
motivational factors and have a very close feedback re-
lationship. Therefore, 'social justice, citizenship, and ‘be-
liefs and principles’ are intertwined and interdependent
motivations. This interdependence mobilizes the exer-
cise of citizenship to fill social gaps, guided by its beliefs
and principles. In addition, they are prosocial motivators
that motivate entrepreneurs from the desire to mobilize
efforts based on concerm and the desire to serve the
well-being of others (Batson, 1995; Miller et al, 2012).

The building factors — ‘personal trajectory’, ‘educa-
tional trajectory’, and family influence’” — strongly in-
fluence the essential factors of entrepreneurs. The per-
sonal trajectory’ is connected with the essential factors
due to the events lived by the entrepreneurs that led
them to develop questions of search for ‘social justice,
citizenship, and 'beliefs and principles. The ‘educational
trajectory’ motivates and sensitizes social entrepreneurs
to ‘'social justice’ guidelines, while the family influence’
motivation shapes values and beliefs from the influence
of the entrepreneur’'s family. The ‘personal trajectory’ can
lead to the educational trajectory, because, from their
experiences in social projects, individuals seek more in-
formation about social impact.

Finally, the solidifying factor of ‘proximity to the prob-
lem’ is also influenced by essential factors due to the
relationship of compassion to the supported cause that
arises from the entrepreneur’s ‘beliefs and principles’
and influences him to approach a social problem. This
‘proximity to the problem’ leads the entrepreneur to the
self-fulfillment’ motivator, given that entrepreneurs feel
motivated to see that their social enterprise is positively
impacting people’s lives. From the essential factors, en-
trepreneurs are led to the motivator of ‘self-fulfillment’
due to the pride and pleasure that individuals feel when
performing actions that follow their ‘beliefs and princi-
ples. In addition, the ‘family influence’ motivator has a
mutual relationship with the ‘support network’ motivator,
where the family is seen as a member of this network.
Essential factors also influence the ‘support network’ as
entrepreneurs connect with other individuals who also
have the same values as them. The ‘support network’ can
influence the motivational factor of financial viability’
as network actors support the entrepreneur financially.
‘Financial viability' is related to essential factors consider-
Ing that social entrepreneurs seek financial results while
seeking to positively impact society. ‘Financial viability’
can also be influenced by the career’ motivation factor
N which the entrepreneur seeks a career’ that gener-
ates monetary retumns. Finally, the ‘career’ is influenced
by essential factors in the search for a ‘career’ that makes
sense with the values of the individual

The essential factors are the ‘bone structure’ that will
support the social enterprise throughout its life cycle,
being fundamental for the entrepreneur not to deviate
from the social mission. The building factors are es-
sential to develop this ‘bone structure’ that will support
the social enterprise and feed some solidifying factors.
Finally, the solidifying factors are more focused on the
stabilization and consolidation of the social enterprise.
All these factors manifest themselves in different ways
In each of the stages of the social enterprise life cycle.

Motivations of the social entrepreneur during
the stages of the social enterprise life cycle

Social entrepreneurs have several motivational factors
that influence them to start and continue with a social
enterprise. A motivational factor may be present at all
stages of the social enterprise lifecycle, but there may
be one or more stages where it stands out. Essential
motivational factors are present throughout a compa-
ny’s life cycle as they occupy a central position in so-
cial entrepreneurship. On the other hand, the building
factors are present in the ideation stage because they
are factors that develop the essential factors and some
solidifying factors.

The ideation stage is when the entrepreneur iden-
tifies a social or environmental problem and seeks a
solution to this problem through a social enterprise.
Vasconcelos and Lezana (2012) state that in the first
stage, the focus is on seeking solutions for social prob-
lems, while the management of the enterprise is done
In a rudimentary manner. At this stage, the essential
factors are indispensable for the social entrepreneur.
These drivers run through the entire life cycle of the so-
cial enterprise. I think there is the ideation movement,
which is mass, which is how it is because social entre-
preneurs are sure they will change the world, I do. And
that's the biggest motivation” (ESP_5). In addition to the
essential factors, entrepreneurs are also motivated in
the ideation stage by the factors of ‘personal trajecto-
ry’, ‘educational trajectory’, and family influence’, which
make up the building factors. In relation to the ‘person-
al trajectory’, individuals are motivated to the ideation
process by perceiving problems in society from events
they have experienced. ‘1 started there in the volunteer
group, ... I went to Rondon, then [ came back with this
motivation of ‘wow, I'm going to build something”
(EDU_3).

The ‘educational trajectory’ can be important in
the ideation stage, given that some entrepreneurs go
through the process of discovering a problem and
solving it from their school or college. In this case, the
student is invited to participate in an event or disci-
pline that makes this ideation process for the creation
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of social projects. “The ideation started first within the
university environment” (EDU_1). The 'family influence’
stands out in the ideation stage due to the entrepre-
neurship incentive that many entrepreneurs need to
start a new business. ‘I showed it to my husband, and
he said but, love, this is a business, it's a project, keep
going, keep putting into practice” (ESP_5). For Yitshaki
and Kropp (2016), some social entrepreneurs are moti-
vated by values that stem from their family background,
as a result of a social consciousness shaped uncon-
sciously during childhood and early adulthood.

The ‘support network’ motivator starts to stand out
In the ideation stage. Some entrepreneurs need help
to develop their idea and are looking for facilitators of
the impact business ecosystem to train and receive
support in the development of their business from the
ideation stage. "Then we started to receive training, to
really prepare for this business vein” (EDU_2). Finally,
‘career’ 1s also a motivator that stands out in the ide-
ation stage. Some entrepreneurs start socially entre-
preneurship and start the ideation process from their
desire to change ‘careers’ to a career’ that makes more
sense with their ‘beliefs and principles’ "And my last day
of work [at the former company as CLT] was my first
day at Porto Digital, which was the incubation starting”
(EDU_4). According to Germak and Robinson (2014),
in the theme of personal fulfillment, individuals have
a strong desire to become their own bosses and meet
their needs for self-fulfillment, and these are the moti-
vators for starting a social enterprise.

After entrepreneurs find the solution to the problem
they seek to solve and structure themselves as a social
enterprise, new motivations begin to emerge as they
move into the validation stage. Oliveira and [zzo (2019)
confirmed that the company goes through the busi-
ness conception phase as it moves beyond being just
an idea and begins to test its product or service. In this
stage, the entrepreneurial team needs to understand
their passions, motivations, and talents to succeed, in
addition to overcoming the challenges of market ac-
ceptance and scarce resources. The validation stage is
where the entrepreneur validates the solution through
pilot tests, validates the market through the impact
ecosystem, and adjusts the business model until it is
ready for social enterprise growth and expansion. At
the time of validation, the most prominent motivators
are the ‘'support network, ‘self-fulfillment, ‘proximity to
the problem, and ‘financial viability. The ‘support net-
work’ motivates the entrepreneur during the valida-
tion stage through the support and legitimation that
the entrepreneur receives from impact drivers, being
important in helping validate the market in which the
company is inserted. Many entrepreneurs participate in

acceleration programs that help and motivate them in
this validation stage. "And then we started to connect
with this entire ecosystem of social entrepreneurship,
and we also started to see the potential that we could
have based on that” (EDU_2). Boluk and Mottiar (2014)
say that a motivating factor is recognition and by en-
tering a network, as when starting a social enterprise,
individuals become recognized for their social contri-
bution. Additionally, many social entrepreneurs join a
network of organizations that reaffirm, promote, and
recognize these contributions.

‘Proximity to the problem’ and ‘self-fulfillment’ are
two motivators that are related and that stand out in
the validation stage due to the deepening of the link
with the public and the problem to be solved. "We re-
alize that entrepreneurs who are always very close,
. 1t 1s a much more committed entrepreneur, who
leaves the computer screen and actually goes to the
fleld” (ESP_5). In addition to being motivated by be-
ing close to the problem and the users, entrepreneurs
feel motivated and satisfied to see that their company
1s positively impacting society. “So it was a great val-
idation process, a great case that [ am very proud to
have carried out” (EDU_1). The financial viability’ mo-
tivator starts to stand out in the validation stage as a
result of the start of the company’s first revenues. Also,
Boluk and Mottiar (2014) affirm that although social
entrepreneurs are not motivated by profit, they are
aware that they need to be financially viable to con-
tinue their activities. It is at this stage that the com-
pany starts to worry about the ‘financial viability” of
the business and, often, adjust the business model so
that it becomes profitable. "So, I came to adapt my
business, to pivot my business, to seek this market
pain after [ understood that to make money, [ needed
to have this, you know, [ needed to meet this market
pain” (AMB_1). After the validation processes are suc-
cessful, the social enterprise moves on to the growth
stage. At this stage, some motivators remain the same,
but influence the entrepreneur differently.

The growth stage is when the social enterprise
consolidates its management and seeks investments
to expand the business. For Limeira and Freire (2018),
this stage is in which the business model is refined,
opportunities and growth strategies are identified,
and investments are sought for greater scale and im-
pact, while the business is prepared to grow in terms
of human, technological, and financial resources. At
this moment, the 'support network” and ‘financial vi-
ability” continue to motivate the entrepreneur. The
‘support network’ in the growth stage motivates the
entrepreneur from the support in the development
of the management of the social enterprise. The ac-
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tors in the impact business ecosystem also act as an
intermediary between entrepreneurs and investors,
which supports the entrepreneur to be ready to re-
ceive investments. "Who knows who, anyway, for you
to access gquality mentorships, ... so networks are su-
per important” (ESP_5). One of the main objectives of
the growth stage is the search for scale, investments
to expand the business. “We raised the first round of
capital with ICE in November, which opened many
doors for us, because there were many people inter-
ested” (SAU_1).

After the growth stage, there's the maturity stage,
which is the final stage of a social enterprise. At this
stage, the company establishes itself in the market
and seeks to maintain the surplus. For Oliveira and
[zzo (2019), the final stage is the scale-up stage, in
which the company's survival capacity is proven, and
efforts are made to improve productivity and diversify

the product portfolio. It's necessary for the entrepre-
neur to be careful not to deviate from the mission and
continue with the positive impact. The main motiva-
tions are financial viability” and the essential factors of
‘beliefs and principles, social justice, and citizenship
that already accompany the entrepreneur as central
motivators from the ideation stage. "How are we go-
ing to focus on impact, make money, but not lose this
essence here [of positive impact], I don't care about
that. It's very challenging” (ESP_5).

From the analysis of the life cycle of the social en-
terprise, it's possible to perceive that there are motiva-
tors that stand out in each of the stages of the life cy-
cle. The essential factors remain throughout the social
entrepreneur’s journey. The building factors seem to
be stronger in the ideation stage, while the solidifying
factors are distributed in different moments of the so-
cial enterprise’s life cycle (Figure 4).

Source: The authors.

Figure 4. The motivations throughout the social enterprise life cycle.

The essential factors of ‘beliefs and principles, ‘social
justice, and citizenship’ remain present during all stages,
considering that they are fundamental so that it does not
deviate from its mission. The building factors — ‘personal
trajectory’, ‘educational trajectory, and ‘family influence’
— stand out in the ideation stage not only for inducing
the essential factors, but also for influencing entrepre-
neurs to start the new business. In the validation stage,
the 'support network’ continues as a motivator, but play-

ing a different role than in the ideation stage. The growth
stage is quided by the search for investments, manage-
ment development, and business expansion. Finally, in
the maturity stage, the entrepreneur is established in the
market and seeks to maintain the surplus. Thus, their
motivations remain ‘financial viability’ and essential fac-
tors. The essential factors are crucial so that the compa-
ny does not deviate from its mission and continues to
positively impact society and the environment.
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FINAL REMARKS

This work aimed to study social enterprises from the
motivations of entrepreneurs during the stages of the
social enterprise life cycle. Each stage has motivating
factors that stand out. The motivational factors were or-
ganized into essentials, builders, and solidifiers. The es-
sential factors sustain the social enterprise throughout
its life cycle, being fundamental for the entrepreneur
not to deviate from the social mission; we identified the
prosocial drivers of social justice, citizenship, and be-
liefs and principles. The building factors are the family
Influence, personal trajectory, and educational trajecto-
ry motivators, which are indispensable to develop the
‘bone structure’ of the essential factors. Finally, the so-
lidifying factors are more focused on the stabilization
and consolidation of the social enterprise. The different
factors present different presences throughout the stag-
es of the life cycle of a social enterprise, but we empha-
size here the constancy of the essential factors during
all stages, since they are the main difference between
social and traditional entrepreneurs.

In the academic field, the research advances in stud-
les on social entrepreneurship, bringing evidence about
the stages of the life cycle of a social enterprise, com-
piling findings from previous studies and through em-
pirical evidence. In addition, it was possible to expand
knowledge about the motivators of social entrepre-
neurs, bringing findings from the Brazilian context, re-
lating them to the stages of the life cycle of social enter-
prises. In the management field, this study contributes
to the social entrepreneur and the dynamic actors of
the impact business ecosystem to have greater clarity
when developing their business as they recognize in
which stage of the life cycle they are. In this way, the
study provides information so that entrepreneurs can
analyze which stage of the cycle they are in and what
motivations they can mobilize for the development of
social enterprises. Impact promoters can use this study
as a basis to classify the social enterprises they sup-
port and understand where they are and what are the
characteristics to be developed in each stage of the life
cycle, thus promoting training and development pro-
grams for more effective social enterprises.

For future research, it is suggested to investigate en-
trepreneurs of impact businesses from the periphery to
identify what are the motivators of these entrepreneurs
and the stages of the life cycle of an impact business
from the periphery. In order to advance the under-
standing and practical application of social enterprise
theory, we propose conducting future studies to test
the proposed model through application to additional
case studies. These studies could explore the applica-
bility of the model to different sectors, as well as to var-

lous geographic regions. By conducting multiple case
studies, we can identify the nuances in the life cycle of
social enterprises and motivation of the entrepreneur
that arise from differences in industry and local culture.
It may also be necessary to adapt or complement the
proposed model based on the findings of these stud-
les. Furthermore, investigating the differences in moti-
vations faced by women, men, and non-binary entre-
preneurs in social enterprises could contribute to the
advancement of social enterprise theory and practice.
This study could be inspired by Tortia et al. (2022), who
studied the impact of gender on the motivation and
workload of the workforce in social enterprises.

NOTES
1. According to Instituto de Cidadania Empresarial
(2022), driving organizations are specialized
organizations that facilitate, connect, and support
the partnership between supply and demand of
capital, as well as monitor, evaluate, and qualify
the construction of the impact ecosystem.

2. Codified in the speeches as: agriculture ‘AGR,
food ‘ALl environmental AMB,” education EDU,
housing MOR," health 'SAU," and retail VAL

3. The MVP is the minimum viable product, a
version of the product that allows testing the
value proposition with minimal effort and in the
shortest development time (Ries, 2011).

4. According to Blank (2020), product-market fit is
when the business model is validated, including
issues of price, channel, and market positioning.
If the company does not find the product-market
fit, it will need to pivot, that is, make changes to
the business model or product (Ries, 2011).
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