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Abstract: This paper analyzes the role of social accelerators in fostering authentic leadership profiles among social 

entrepreneurs who are managing high-impact social enterprises associated with such accelerators. The research adopts 

a qualitative and descriptive approach, focusing on narratives from selected social entrepreneurs supported by a Spanish 

social accelerator. Nine social entrepreneurs were interviewed, embedded in an ecosystem organized and managed by 

the accelerator. These social entrepreneurs have been highly successful in terms of having a positive impact on their 

communities, with the ability to obtain outside funding for their operations based on their performance. The case study 

method provided a profound analysis of the chosen cases. The study builds on existing literature linking social 

entrepreneurship and Authentic Leadership, adapting the theoretical framework to the context of Spanish social 

entrepreneurs. Through the analysis of social entrepreneurs' narratives and perceptions, the research highlights the 

mutual influence between social accelerators and social entrepreneurship, emphasizing the involvement of corporations 

and their top managers. The findings confirm that the interaction between social entrepreneurs and the accelerator 

supports the evolution of these entrepreneurs as authentic leaders, ultimately enhancing the impact and success of their 

ventures. The Authentic Leadership profile of these entrepreneurs develops while leading their social impact projects 

with the help of a social accelerator. This profile is based on the presence of some key characteristics: triggering events 

in the form of critical life experiences, a deep reflection on fundamental personal values, self-aware personalities in the 

process of developing their projects, efficiency and effectiveness compatible with accomplishing a social purpose, and a 

rich social network built around long-term relationships with valuable stakeholders. These results offer valuable insights 

for further applications in leadership development within the social enterprise sector.  
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INTRODUCTION 

Social entrepreneurship (SE) has emerged as a crucial alternative for addressing contemporary social 

and environmental challenges by offering innovative solutions (Boschee, 2006). Within this context, the 

business dimension plays a critical role in advancing these solutions, according to the lens of stakeholder 

capitalism (Schwab, 2021). The academic discourse on SE has extensively explored the profiles of social 

entrepreneurs, emphasizing their intrinsic motivation and the processes that enable these ventures to evolve 

into sustainable enterprises (Dacin et al., 2011). Social entrepreneurs are often driven by a profound sense of 

purpose, deeply informed by their personal life experiences and a strong commitment to solving social issues 

(Alvarez de Mon et al., 2021b). Key strategies such as innovation, sustainability, and marketing are essential 

to the effectiveness of SE, especially given the sector’s inherent limitations in accessing critical resources 

(Hockerts, 2017). 

A pivotal component of this ecosystem is the presence of Social Incubators and Accelerators (SI&A), 

which offer indispensable support to social entrepreneurs. These institutions provide a nurturing environment 

that includes mentorship, resources, and networks, all vital to ensuring the success of entrepreneurial 

endeavors (Casasnovas & Bruno, 2013). While recent studies acknowledge the positive reception of SI&A by 

the entrepreneurs they serve (Lange et al., 2020), there is a notable gap in the literature regarding the 

comprehensive evaluation of SI&A impact from the perspective of social entrepreneurs. Additionally, the 

intricate dynamics and essential elements of the relationship between SI&A and social entrepreneurs remain 

largely unexplored, representing a fertile area for further research. 

The literature on authentic leadership (AL) emphasizes the crucial role of certain aspects in leaders, 

such as self-awareness, a deep understanding of strengths and weaknesses, and consistency between values 

and actions (Liu & Qin, 2015). AL facilitates leaders’ successful performance by enabling them to voice their 

values (Ilies et al., 2005). In this sense, there is a natural connection between SE and AL, as social 

entrepreneurs require self-awareness and the discovery of their values (Jensen & Luthans, 2006a). Managing 

innovation and change is a challenge for authentic entrepreneurial leaders. AL helps them connect with the 

meaning of their life experiences through reflective practices applied to their life stories (Mälkki, 2012). AL 

begins with understanding one's life story within a specific context and a set of experiences, providing 

inspiration to make a meaningful impact in the world.  

The entrepreneurial ecosystem plays a crucial role in the development of SE (Diaz-González & 

Dentchev, 2021), including support mechanisms (Klimas et al., 2022). SI&A are critical in providing the 

mentorship, networking opportunities, and resources necessary to scale social ventures. While some studies 

have explored the contributions of SI&A to social innovation and enterprise success (Nascimento et al., 2020), 

there is still limited research on how these institutions foster AL in social entrepreneurs. This research attempts 

to fill this gap by analyzing the effects of the collaboration with an SI&A on the development of AL traits 

within SE, offering new insights into the leadership dynamics that drive social innovation. 

SI&A play a vital role in providing a conducive environment for social entrepreneurs, ensuring that key 

factors for success, such as mentorship, networking, and access to resources, are readily available (Casasnovas 

& Bruno, 2013). Although preliminary evidence points to the added value SI&A brings to SE (Lange & 

Johnston, 2020), further research is needed to fully understand how these institutions shape the leadership 

characteristics of social entrepreneurs. By applying the AL framework, this study highlights the crucial role 

that SI&A play in fostering business development and cultivating leadership qualities rooted in authenticity 

and alignment with personal values (Ilies et al., 2005). 

AL theory emphasizes the importance of self-awareness, values alignment, and reflective practices and 

offers a powerful tool for understanding the relationship between SE and SI&A (Jensen & Luthans, 2006a). 

Social entrepreneurs benefit from AL in navigating complex environments, which allows them to connect 

deeply with their values and life experiences (Mälkki, 2012). This connection is particularly significant for 

social entrepreneurs, as their motivation is frequently driven by personal commitment to creating social 

impact. 

The AL framework offers insight into how leaders' actions and decisions are rooted in authenticity. AL 

emphasizes key leadership traits based on understanding strengths and weaknesses and aligning personal 

values with actions (Liu & Qin, 2015). These qualities position AL as an ideal framework for understanding 

how SI&As contribute to the growth of social entrepreneurs, not just in business terms but also in cultivating 

authentic, values-driven leadership.  

This study investigates three primary dimensions: the profile and intrinsic characteristics of social 

entrepreneurs, the role of SI&A in supporting SE, and how authenticity shapes the leadership of social 

entrepreneurs. The central objective is to examine how SI&A promotes AL traits among social entrepreneurs. 
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To achieve this, the study conducts a profound analysis of a leading Social Accelerator (SA) and the 

entrepreneurial experiences of its top social enterprises. Using a narrative methodology (Chandra & Shang, 

2017), the research captures insights from nine semi-structured interviews with social entrepreneurs. 

LITERATURE REVIEW  

Characteristics of Social Entrepreneurs 

The characteristics of social entrepreneurs have garnered increasing scholarly attention as these figures 

have become more prominent across global economies in recent decades. Unlike traditional entrepreneurs, 

whose primary focus is profit maximization, social entrepreneurs are distinguished by their pursuit of ventures 

to address societal challenges and fulfil unmet social needs (Sen, 2007). This conceptual shift necessitates a 

rigorous examination of their role, motivations, and strategies through various theoretical lenses. 

From the standpoint of agency theory, social entrepreneurs are characterized by a dual mandate: 

creating financially viable ventures while simultaneously addressing social issues. This duality often results 

in inherent conflicts, as social entrepreneurs must navigate the competing demands of financial sustainability 

and social mission (Davis et al., 2021). This tension underscores the complex decision-making processes that 

social entrepreneurs face, highlighting the importance of understanding how they mediate these conflicts 

within the broader entrepreneurial landscape. Paradox theory further enriches this discourse by exploring the 

meta-skills that allow these entrepreneurs to manage the tensions brought by their dual objectives. Social 

entrepreneurs often grapple with competing demands, such as balancing economic performance with social 

impact, which requires advanced cognitive and emotional skills (Smith et al., 2012). These meta-skills are 

pivotal in enabling social entrepreneurs to thrive within environments marked by uncertainty and conflicting 

priorities, positioning them as agents capable of navigating paradoxes inherent in their dual-purpose ventures 

(Alvarez de Mon et al., 2021a). 

Resource bricolage theory adds another layer of complexity by examining how social entrepreneurs 

creatively leverage scarce resources to build and sustain their ventures. This theoretical perspective 

emphasizes the role of resourcefulness in social entrepreneurship, suggesting that these entrepreneurs, through 

bricolage, can transform limited resources into opportunities for innovation and growth (Liu et al., 2020). The 

notion of bricolage situates them as change masters who can align their motivations with broader social 

objectives through resourceful and adaptive strategies. 

The concept of social innovation is central to these discussions, which is frequently highlighted as a 

core component of the social entrepreneurial process (Gundry et al., 2011). Social entrepreneurs are often 

recognized for their ability to introduce new methods and practices to address persistent social issues 

(Hechavarría & Welter, 2015). This innovative capacity enables them to identify and exploit opportunities 

that traditional entrepreneurs might overlook and positions them as catalysts for shifting social norms and 

creating lasting societal change. 

However, as Dees considers, the language can be new, but the phenomenon is not (Dees, 2001). SE is 

a risk-taking activity that adopts business logic and uses scarce resources to remain economically sustainable 

and deliver social value (Wu et al., 2020). Social entrepreneurs are identified as innovative, efficient/effective, 

recognizing and exploiting social needs, resourceful, and with high-risk tolerance (Lyons & Roundy, 2023). 

Some authors have also studied social entrepreneurs from an ethical perspective (André & Pache, 2016), 

suggesting that the social domain can be typically viewed as a combination of ethical and moral issues (Zahra 

et al., 2009). Miller et al. (2012) see in their compassion a clear, distinctive motivation arising from their 

exposure to a social problem that relates to their vital experience. Tiwari et al. (2017) highlight emotional 

intelligence as a special distinctive trait in social entrepreneurs. 

Social Incubators and Accelerators (SI&A) 

In boosting entrepreneurship, SI&A plays a relevant role in scaling new ventures by addressing 

common challenges that startups encounter, such as limited financial resources, expertise, and networks 

(Hackett & Dilts, 2004). Initially, incubators were considered organizations providing shared office spaces, 

also called coworking (Bouncken et al., 2018), including some business assistance as value-added 

propositions for businesses (Hmayed et al., 2015). Startup accelerators are learning-oriented programs that 

provide ventures with different services like networking, mentoring, education, and financial help (Hallen et 

al., 2019). In fact, some researchers consider accelerators as a distinctive incubation model (Pauwels et al., 

2016) aiming to accelerate successful venture creation by providing specific incubation services like education 

(Cánovas Saiz et al., 2018) and mentoring (Cohen et al., 2019). SI&A then refers to a wide range of 

heterogeneous organizations whose main purpose is to help SEs to develop their social goals and achieve a 

greater social impact (Cote, 2023). 
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Different stakeholders can assist SE in their development process (Diaz‐Gonzalez & Dentchev, 2022). 

SI&A can help overcome the unique challenges that SE face, such as difficulty accessing and building social 

capital (Nicolopoulou et al., 2017). SI&A offer services to the SE to support the venture creation process by 

empowering the collaborations with its stakeholders in strong and continuing interactions (Kher et al., 2022). 

The role of SI&A is central in providing key resources to SE, helping to create an adequate entrepreneurial 

environment (Nicolopoulou et al., 2017), facilitating social innovation and impact (Pieri et al., 2020), and 

guiding them with different programs like mentoring, strategic design, legal advice (Nascimiento et al., 2020), 

education and training (Pandey et al., 2017), and networking. 

All programs and services offered by SI&A start with the selection process of the potential entrepreneur 

to support (Sansone et al., 2020). SI&A looks for entrepreneurs with a clear social mission that offers good 

prospects to accomplish sustainable growth and fulfil their social objectives (Hirschmann et al., 2022). A 

relevant figure in this whole process of selecting the right SE is the entrepreneurial team. The authenticity of 

the founding team and its societal commitment are considered key factors in the selection process 

(Hirschmann et al., 2022). SI&A offers strategic benefits to SE, like mentoring or guidance to social 

entrepreneurs to transform themselves and their businesses (Bucci & Marks, 2022). In that context, something 

of significant value that the accelerator can bring to the SE is the specific coaching to the management team, 

peer learning (Bergmann & Utikal, 2021) and communication abilities (Valero et al., 2021). 

Social Entrepreneurs as Authentic Leaders 

A deep sense of self is mainly related to an authentic leader (Gardner et al., 2005). Self-awareness is 

crucial for authentic leaders when they consciously try to realize their values, emotions, identity, and goals 

(Gardner et al., 2005). Authentic leaders are explicitly connected with their values and try to be consistent 

with their behavior. In the process, they generate positive other-directed emotions as another important factor 

(Michie & Gooty, 2005). Authentic leaders usually have a clear purpose, putting their hearts and heads in the 

process (Sergeeva & Kortantamer, 2021). They lead based on self-transcendent values, with a strange 

combination of passion and efficiency (Michie & Gooty, 2005).  

Social entrepreneurs can be considered authentic leaders given the enormous relevance of self-

awareness, especially in discovering and implementing their values (Jensen & Luthans, 2006a) and in 

accordance with their social mission (Defourny & Kim, 2011). Social entrepreneurs must build a clear 

message based on their most profound convictions in leading innovation and change. That message is a 

meaning-making instrument rooted in their experiences and stories (Nakamura & Horimoto, 2020). Authentic 

leaders tend to develop long-term relationships and high-quality social networks, which are very important 

for facilitating social entrepreneurs´ success using quality information based on trust (Dufays & Huybrechts, 

2014). As networking is a critical skill for social entrepreneurs, they create meaningful dialogues between 

them and their stakeholders (Kelly et al., 2022). Some authors identify some key support factors for social 

entrepreneurs connected to the concept of AL: self-awareness, self-efficacy, and social space. Self-awareness 

is observed as the basis for their authenticity, self-efficacy ‒ as their aim for social good, and social space ‒ 

as their networking ability with other entrepreneurs to enrich one another (Nakamura & Horimoto, 2020). 

Social entrepreneurs want to impact the world, and it is through understanding their life stories that they 

can get inspiration as authentic leaders (George et al., 2007). Relevant life experiences and how to give 

meaning to those experiences through life stories help social entrepreneurs build their sense of identity as 

authentic leaders (Sergeeva & Kortantamer, 2021). They develop their life stories as a significant element of 

their leadership role in interactions with some relevant others (Sparrowe, 2005). This way, storytelling 

becomes critical in mobilizing necessary resources (Kreutzer, 2022). 

As authentic leaders, social entrepreneurs greatly influence their followers, especially employees, with 

their ethical approach (Jones & Crompton, 2009). Positive psychological feelings, optimism, resiliency and 

hope are important ingredients of an effective work-related performance formula based on employee 

satisfaction (Wang et al., 2014). 

METHODOLOGY  

This study employs a qualitative (Merriam & Tisdell, 2015) and descriptive methodology (Villareal, 

2017), drawing on Yin’s (2016) case study approach, which allows a profound examination of the complex 

and multi-faceted relationship between SAs and the development of AL in social entrepreneurs. The primary 

aim of the research is to investigate the narratives of social entrepreneurs supported by a well-known social 

accelerator, seeking to understand the specific mechanisms through which SAs contribute to the development 

of AL traits within this population (Pittz et al., 2017).  
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The case study methodology (Yin, 2015) is particularly well-suited to this research because it offers a 

detailed examination of a contemporary phenomenon within its real-world context (Eisenhardt & Graebner, 

2007). From that specific context, one can build a theory (Welch et al., 2011) based on a multiple-cases 

approach (Stake, 2006). 

Nine social entrepreneurs were interviewed, embedded in an ecosystem organized and managed by a 

well-established Spanish social accelerator called UnLimited Spain. These social entrepreneurs were 

considered by the SA as highly successful, and their SEs were sharing the following characteristics:  

• high reputation for having a positive impact on their communities;  

• the ability to obtain outside funding for their operations based on their performance;  

• their awareness of the importance of having and measuring their social impact.  

They were 36 years old on average, and 33% were women. This methodological choice enabled us to 

focus on these nine social entrepreneurs previously selected by the accelerator, facilitating the contrast of 

diverse information. These SEs were chosen not only based on their notable impact within their communities 

and their ability to be financially sustainable but also on the commitment of their leaders towards the 

achievement of a higher purpose, considering the influence of the SA on their leadership development. 

UnLimited Spain has a leadership position in the context of Spanish accelerators, with Spain being an 

increasingly interesting place for SEs as an alternative economic and employment model. The European Social 

Enterprise Monitor (ESEM) 2021‒2022 (Dupain et al., 2022), shows a growing interest in Spain in SE: 50% 

of the SEs in Spain were founded from 2012 to 2022, compared with the 23.8% of the previous decade. 

UnLimited Spain was founded in 2014, with a mission to put the social impact of SEs at the same level of 

profitability and sustainability. UnLimited Spain scrutinizes and selects entrepreneurial projects and gives 

them supporting services and training programs to boost their potential for high social impact. The SA holds 

a network that connects SEs with financial investors and large corporations. Their aim is that every SE has a 

triple impact logic: social, environmental, and economic. UnLimited Spain has supported more than 100 

entrepreneurs since 2014 and more than 40 startups in the last two years, has worked in more than 20 projects 

with big companies, has a collaborating network of more than 350 corporate volunteers, and has more than 

4000 beneficiaries through their supported startups (Unlimited Spain, 2023).  

According to Nakamura and Horimoto (2020), understanding women’s social entrepreneurship in Japan 

and its link with the concept of AL, this initial theoretical approach was adapted and used to contrast its 

applicability to our sample of Spanish social entrepreneurs.  

A questionnaire was initially designed to run a semi-structured interview with our social entrepreneurs, 

allowing for the flexibility to explore emergent themes while maintaining consistency across interviews 

(Llanos-Contreras et al., 2019), serving as a guide to cover the main topics of the study during our interviews, 

run in 2022 (Harwood & Garry, 2003). The script included aspects such as: social enterprise history, social 

entrepreneur history, relationship with the SA, selection criteria and process by the SA, value added to the SE 

of the services rendered by the SA, and value added of the SE to the big organization. The semi-structured 

design provided a stable yet adaptable framework, enabling participants to share detailed narratives about 

their personal and professional journeys. Interviews lasted for an average of two hours, being audio-recorded 

and transcribed afterwards. 

Life-story methodology helped to identify the authentic self of these social entrepreneurs and its 

connection with the facilitating role of the SA in the development of their AL. Other authentic leadership 

experts have followed this approach (Shamir & Eilam, 2005), using small samples (Sergeeva & Kortantamer, 

2021). This methodology allowed us to focus on interviewed individuals and their particular circumstances as 

a case representing other potential cases, emphasizing self-identities construction via very personalized 

storytelling (Crouch & McKenzie, 2006). The life-story method, used to gather these narratives, has been 

widely recognized for its efficacy in capturing the evolution of self-identity and leadership development over 

time (Connelly & Clandinin, 1990). This narrative approach was particularly useful in uncovering the 

authentic self of the entrepreneurs and its interplay with the support provided by the SA (Jonassen & 

Hernandez-Serrano, 2002). 

Through the life-story interview method, authentic leaders explore the social construction of their selves 

(Shamir & Eilam, 2005). Life-story interview shows how authentic leaders become self-aware about their 

identities, beliefs, and values and how their actions align with them. The study on social entrepreneurs as 

authentic leaders collects data from a very small sample, like other authentic leadership studies (Sergeeva & 

Davies, 2021). The main reason behind this approach is the need to connect intensely with the interviewed 

individual, in a particular context, under some particular circumstances (Crouch & MacKenzie, 2006). Social 

entrepreneurs build their stories based on their experiences and their reflections on those experiences. The 

life-story interview itself is a contingent method based on the interaction between the interviewee and interviewer. 
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When social entrepreneurs tell their life stories, they become clearer about who they are and what they 

stand for; they identify themselves with their projects and the social purpose behind them (Shamir & Eilam, 

2005). The life-story method helps them to clarify essential building blocks of their lives, facilitating the 

connection between vital experiences and the organized interpretations of those experiences. These 

entrepreneurs develop their leadership roles by learning from experience (Shamir & Eilam, 2005). Their 

stories tell about their convictions, gathered around important events for them. Every personal narrative is 

constructed and filled with meanings.  

The decision to use narrative methodology highlights the value of life-stories in identifying AL traits. 

The narrative self-methodology (Sparrowe, 2005) gives a great protagonist role to the concept of identity and 

other relevant concepts like authenticity and leadership. The narrative self is immensely interested in empirical 

research on authenticity and leadership, assuming that identity is fundamentally constructed as a narrative 

process.  

Concentrating on the vital situations experienced by these entrepreneurs, the construction of their 

leadership identities through storytelling was explored. The interviews were subjected to a thorough thematic 

analysis, allowing us to detect recurring aspects in connection with the role of the SA in fostering AL traits, 

like self-awareness, relational disclosure, and internal ethical paradigms. 

Furthermore, using a narrative approach aligns with the growing recognition in qualitative research of 

the importance of individual agency in leadership development (Sergeeva & Kortantamer, 2021). The analysis 

examined the entrepreneurs’ self-reported experiences and sought to contextualize these within the broader 

ecosystem of the SA, thereby offering a holistic view of how these entrepreneurs develop their leadership 

identities within the support structure of SA UnLimited Spain. This methodology allowed for the focus on 

interviewed individuals and their particular circumstances as a case representing other potential cases, 

emphasizing constructing self-identities via very personalized storytelling (Crouch & McKenzie, 2006). 

Following Yin’s (2016) recommendations for case studies, diverse sources of information were used, 

ensuring methodological rigor, and adding archival data from UnLimited Spain to the interviews. This 

approach provided a complete perspective of the function of SAs in fostering AL traits among social 

entrepreneurs while also situating the study within the broader context of social entrepreneurship in Spain. 

This qualitative approach, grounded in case study methodology and enriched by a narrative analysis of life-

stories, allows for a nuanced and detailed exploration of the influence of SAs on the development of AL in 

social entrepreneurs (De Massis & Kotlar, 2014). Emphasizing the lived experiences of these entrepreneurs adds 

to previous studies on SE and AL, offering insights with pragmatic and conceptual derivatives for the field. 

RESULTS 

SAs and SEs create a collaborative environment that facilitates the generation of innovative and 

engaging social projects (Nicolopoulou et al., 2017). This relationship unfolds some basic commonalities 

among these two counterparts, based on a deep sense of mutual trust and respect, and some critical values that 

they share. This relationship is not based on a mere transaction of interests and resources, it rather consists of 

a rich exchange of knowledge, ideas, and experiences. The SA becomes a strategic partner in supporting the 

SE’s activities with a complete understanding of its unique needs. 

According to initial design of Nakamura and Horimoto (2020), that deals with connecting the idea of 

AL with the process of developing SE under the influence of a SA, a similar model has been adopted to try to 

understand this connection around nine Spanish SEs. The SA function is central to this interactive process, 

helping SE projects to be successful and sustainable. There are three main actors intervening in this process: 

social entrepreneurs leading their social impact projects; the SA supporting them, and some corporations 

sponsoring the programs designed by the SA. The model tries to identify the relationship between the 

initiatives taken by the SA with the SEs and the generation of an AL style in the profile of the social 

entrepreneurs running these SEs. This connection is based on the analysis of the social entrepreneurs’ 

narratives (Seanor et al., 2013) and their interpretations of some critical events in their entrepreneurial 

journeys. 

Following the theoretical approach of Nakamura and Horimoto (2020), there are five corner stones in 

the model, to be contrasted within the dominant discourses of the social entrepreneurs, which are fundamental 

parts of this connection between the SA, the SEs, and the AL building on the profile of the social entrepreneurs 

running those SEs:  

▪ triggering events. 

▪ critical reflections on values. 

▪ self-awareness. 

▪ self-efficacy connected with social good. 
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▪ social space or networking. 

Triggering Events 

Critical life experiences and stories trigger social entrepreneurs to become what they are and, in the 

process, develop their AL. Based on those triggering events, they construct their messages as an effective 

meaning-making instrument to persuade others (Nakamura & Horimoto, 2020). Authentic leaders use 

reflective meaning-making discourses putting together their life stories and the projects they must lead 

(Mälkki, 2012). As authentic leaders, social entrepreneurs inspire others with their life stories (George et al., 

2007). They build their identities through these stories containing key experiences in their life development 

(Sergeeva & Kortantamer, 2021). Life stories are a major element of their leadership role in interactions with 

relevant others (Sparrowe, 2005), and storytelling becomes a critical instrument for them in mobilizing 

necessary resources (Kreutzer, 2022). 

Necessity is a common component in the life of these entrepreneurs and an essential source of creativity 

and innovative disclosure. That is why social entrepreneurs are great innovators, giving solutions to social 

issues when others cannot do so. Entrepreneurs find difficulties early in their lives, and these are turning points 

for them to discover different values and attitudes that will be differential in the creation and development of 

their projects: “I had a benign tumor in my knee as a child, and that contact with the disease and with the 

doctor who operated on me was wonderful. I saw how someone can solve someone else's problems and allow 

you to live a normal life” (Entr. 4). 

They adapt to unexpected circumstances using limited resources, and in doing so, they generate new 

ideas and find new opportunities: “March 2022 was a very complicated time because we were already running 

out of cash. We had to dismiss part of the team. It was a very complicated moment, to sit down and consider 

how we could move on” (Entr. 8). From there, they become champions of innovative social changes (Gundry 

et al., 2011), generating incremental social impact out of their business operations (Bacq et al., 2016). 

The feeling of being part of a community is powerful in them from the very beginning of their lives: 

“We realized that we had spent our entire childhood and adolescence closely linked to the villages of our 

parents in Ávila and Cáceres. That had been a source of values, it was part of our essence” (Entr. 5). Social 

entrepreneurs delve into local issues, acting as community agents while attending their entrepreneurial 

projects. They learn at an early stage of their lives what the meaning of being of service to a community, and 

that facilitates their ability to connect with relevant community members later: “At the age of 16, I was given 

the opportunity to set up projects. In other places they do not let you do anything, here it was part of the 

curriculum. They told us that we had to do a service to the community” (Entr. 9). 

Social entrepreneurs are very much committed to their original aims when creating their SEs. Among 

the reasons for that loyalty to their initial goals is their social consciousness in relation to a social problem 

suffered by precarious people, poor people. Many of them have been in touch with poverty situations early in 

their lives: “I’ve lived in pretty poor neighborhoods in Madrid, and I think it’s been very important for me to 

see the problems, to see other people’s lives” (Entr. 7). 

They can tolerate risk and frustration, probably developed upon some learning experiences that 

confronted them with a hard reality: “When I was at the company in China, I didn’t like the way the workers 

were treated there, especially the lack of safety measures in the workplace” (Entr. 3). They can be frustrated, 

but they use that frustration as an incentive to being more efficient and innovative: “There was this frustration 

that no one takes it to the bedside and that a lot of scientific knowledge is published and then no one uses it 

in the following years” (Entr. 4). Social innovation and change are essential components of any SE. Social 

entrepreneurs bring change with them, and sometimes, they coincide with a bigger change taking place 

globally: “At that moment, the image of the turtle with a plastic straw in its nose appeared and went around 

the world. Products like ours took the wave at the beginning; we were lucky with our entrepreneurship” (Entr. 6). 

Table A1 (see Appendix) shows more citations from the social entrepreneurs’ discourses. 

Critical Reflection on Values 

Authentic leaders voice their values that are fundamental to developing their projects and confronting 

their challenges in the most effective manner (Kelly et al., 2022). Social entrepreneurs when managing 

innovation and change act as authentic leaders, finding their key values and giving voice to them through their 

endeavors. SE and AL are both value-adding activities, where leading entrepreneurs design and implement 

their visions and get relevant others to embark on them. 

Social entrepreneurs operate in very demanding contexts where they need to integrate diverse and 

competing values. There are tensions building upon daily decisions to make, and social entrepreneurs need to 

clarify which values are to be prioritized. They supply goods and services not provided by the market or the 
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government, and often their customers cannot pay the prices of what they want to buy. So social entrepreneurs 

need to balance money and mission for their organizations to be sustainable (Boschee, 2006): “What I criticize 

is that you say that you are here to help others and solve a problem, and then what is really behind it is that 

you want to make money” (Entr. 8). 

Balancing work and life, developing healthy habits, achieving happiness, or taking the right anti-stress 

measures are some potential challenges faced by these entrepreneurs highly committed to their causes: “I’m 

super family-oriented. My brother is a fundamental part; I’ve been a mom for a very short time, and, thanks 

to him, the company continues” (Entr. 2) Some tensions may arrive at the beginning of their activities, when 

they may use friends and family as an initial financial resource: “The first step was to see how we could 

finance the project. The first thing that occurred to me was to pull from close friends and put in many hours. 

In the beginning, as we had few economic resources, we had to adjust to the budget we had, which was very 

specific and short” (Entr. 6). 

Social entrepreneurs have a notorious emotional component in their approach to their professional 

projects. Sympathy, empathy, and compassion are relevant motivating factors for them (Ruskin et al., 2016): 

“Empathy is the most important thing in the world because this way we will be able to solve real problems 

that do not have to happen to us but could happen anytime” (Entr. 7). They need to see the alignment between 

values, attitudes, and goals within their projects, and with the staff of SA. The entrepreneurial activity has a 

transcendent dimension that leads to an emotional connection with those sharing the same vision: “I want to 

put my knowledge at the service of other entrepreneurs, even help entrepreneurs of large corporations, in this 

work of helping them to amplify their vision” (Entr. 8). 

In its partnership with the social entrepreneurs, the SA has this essential emotional dimension, too, 

sharing their passion and commitment towards success: “I only have words of gratitude, if there is something 

to do in this life it is to be grateful” (Entr. 6). Social entrepreneurs feel emotionally connected with their 

projects and with the people interacting with them: “I consider myself a very loyal person, but if they fail me 

once, they don't fail me twice” (Entr. 2). They stick to their projects as much as they do to the people involved 

in them: “I’m very, very persistent; I think it’s essential because this is very hard” (Entr. 3). They evolve with 

their projects and with the challenges that go with them: “I’m a person who really enjoys learning, I enjoy the 

learning process, I’m very curious. I think learning is the superpower of humans because it's the only thing 

that allows us to do anything” (Entr. 4). Table A2 shows more citations from the social entrepreneurs’ discourses 

(see Appendix). 

Self-Awareness 

Social entrepreneurs develop an AL profile when they become more self-aware of their identities and 

values (Michie & Gooty, 2005). In their AL, they need to create and share a vision with those involved in 

their SE (Jones & Crompton, 2009). Like authentic leaders, successful social entrepreneurs know their 

strengths and weaknesses and try to be consistent between values and actions (Liu & Qin, 2015).  

Social entrepreneurs connect with their identity and the essential part of their projects during interaction 

with the SA (Jeong et al., 2020). In their search for meaning for their projects, they find meaning for 

themselves (Chandra, 2016). In parallel, they become very influential to others sensitive to their narratives 

(Seanor et al., 2013) self-awareness comes in the form of recognition of some fundamental values, very much 

related to a sense of societal duty, and to a social problem that needs to be addressed (Hirschmann et al., 2022).  

A superior aim inspires these entrepreneurs, and their projects are a clear and natural manifestation of 

it. AL in these social entrepreneurs is a consequence of their authentic approach in all activities (Kelly et al., 

2022). Authenticity then turns into a very effective instrument for our entrepreneurs to influence others using 

a meaningful discourse: “The most important thing is that I believe in the project a lot, I don’t have to rehearse 

it or anything. I tell you about my project as if I was telling you about my life” (Entr. 2).  

An honest, simple, clear, and transparent message comes from their voice. They show what they are 

and do not pretend to be anything else: “It has been key for me to say things from within, in a natural way, 

without wanting to sell more than you are” (Entr. 3). The combination of telling their truth, attached to some 

fundamental values, creates a compelling discourse for themselves and for others: “They tell me I’m very 

authentic. I don’t have a canned discourse, but it comes from our history and authenticates our story. I used 

to be a much worse communicator than I am now. Even though I don't like public speaking, I’ve accumulated 

a lot of experience” (Entr. 9).  

Authenticity acts as a validation test in front of those who approve and support the projects after an 

endless process of improvements: “On the one hand, transparency makes things clear. Projects go around a 

lot; you don’t understand what they’re going to be for, they’re theoretical projects. The sooner they are 

validated, the better” (Entr. 7). The inner connection between the entrepreneur and the project facilitates the 
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attraction to potential stakeholders, as well as investors or final beneficiaries too: “You must have a lot of 

stamina, it’s a long-distance race. The internal dialogue is very difficult, with your partner too. You must keep 

a cool head” (Entr. 5). 

These entrepreneurs identify a double nature: an activist and a business guy. They are social because 

they want to transform society and are business-oriented because they know how to do it (Simms & Robinson, 

2009): “I am one of those who think that capitalism can be changed but from within. The ideas of Mohamed 

Yunus inspired me. The model of Yvon Chouinard, the founder of Patagonia, also inspired me. I saw that there 

was a gap and a possible commitment to innovation in the sector where I am, which is the one I know” (Entr. 1). 

Table A3 shows more citations from our social entrepreneurs’ discourses (see Appendix). 

Self-Efficacy Connected with Social Good 

Authentic leaders have a clear purpose coming from the very nature of their activity. They put their 

hearts and minds into projects built upon that purpose (George et al., 2007). A strange combination of passion 

and efficiency characterizes their leadership style (Michie & Gooty, 2005). Social entrepreneurs are authentic 

leaders with a fundamentally ethical approach (Gardner et al., 2005). They are socially good-oriented leaders, 

and they put their social commitment into their projects to work for them very effectively and performance-

oriented (Jensen & Luthans, 2006b). Authenticity gives social entrepreneurs coherence with themselves and 

their social projects as a practical expression of their fundamental values (Cherré & Lemieux, 2024). To that 

extent, SEs are a good example of coherent, independent, sustainable, and ethical ways of doing business 

(Urmanaviciene & Barasa, 2024). 

Social entrepreneurs are highly efficient individuals who specialize in solving social problems in 

difficult environments (Kuckertz et al., 2023). They have an exceptional combination of service and business 

orientation in highly sensitive sectors. They attend to unsatisfied needs concerning precarious beneficiaries of 

their goods and services. They work in sectors where the SA is an expert and has a rich network involved: 

“From there, we began to think about business models that could make our idea profitable and sustainable, 

without losing the essence of continuing to deliver these devices free of charge to the beneficiaries” (Entr. 7).  

These entrepreneurs are highly motivated change agents, and they do not give up easily: “Another 

important achievement is that we are changing the sector; we are part of the change within the urban 

distribution of goods, which makes cities more sustainable, avoiding the use of motor vehicles in cities, since 

we make our deliveries on foot or by bicycle” (Entr. 1).  

They have a purpose that is at the center of their projects: “What sets us apart is that we are a very 

well-rounded project, socially, environmentally, economically. We connect with a topic that is on everyone’s 

lips here, which is that of the emptied Spain” (Entr. 5).  

That purpose facilitates the empathetic connection with the end beneficiaries: “From the sixth year 

onwards, that tree is reaching an already acceptable level of recovery. Until the sixth year, there has to be 

someone behind it, bearing the costs that come with it. People create an emotional bond with the tree and 

don’t want to leave it, and they come to see it” (Entr. 5).  

The profile of these entrepreneurs has three recurrent aspects, namely, problem-solving and results 

orientation, innovation, and celerity: “Accelerate the execution of innovation, first in the generation of 

innovative ideas and then in the execution of that innovation. That is what sets us apart. We are faster in 

execution, and we enjoy what we do and the impact we generate” (Entr. 1); “We are much more agile, and we can 

connect with other agents in the entrepreneurship ecosystem more agilely, providing faster solutions” (Entr. 3). 

Social ventures are essentially very innovative (Hechavarría & Welter, 2015). SE projects are 

innovative in two ways: by changing the delivery of products and services and by incorporating new 

technologies in the process. Innovation and technology are in the core design of these SEs, crucial in their 

value-added proposition: “We also work on the issue of the digital transformation of orthopedics, and we 

improve the quality of life of patients because we make many products that do not exist on the market” (Entr. 2).  

Business and commercial models are developed based on the high technology applied, trying to 

anticipate the economic and social impact of the projects: “We have developed our own impact measurement 

methodology for waste recovery, measuring the environmental and social benefits that arise from giving 

resources a second life, preventing them from being disposed of and allowing them to replace virgin raw 

materials” (Entr. 3). 

An extra element very important for SE’s success is professionalism. If an SE project is to add value in 

competitive terms, it is because it helps solve problems in an efficient manner, helping others to do their jobs 

in the meantime: “The patient does not want to wait to be diagnosed because the disease progresses. We were 

able to see the impact of reducing the waiting list and reducing patient deaths, which is what matters to people. 
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We were able to have a decision tree that allows you to operate reducing the times in the process” (Entr. 4). 

Table A4 shows more citations from the social entrepreneurs’ discourses (see Appendix). 

Social Space or Networking 

As authentic leaders, social entrepreneurs generate long-term relationships around their projects, 

building rich social networks to facilitate their success. Those relationships are based on trust and the quality 

of the information they manage (Dufays & Huybrechts, 2014). Networking is crucial to authentic leaders’ and 

social entrepreneurs’ activities to allow rich connections between them and their stakeholders (Kelly et al., 

2022). SAs are central to creating a social space where social entrepreneurs can contact other entrepreneurs 

to create social value cooperatively and according to their social mission declarations (Pieri et al., 2020).  

Entrepreneurs use networking as a key instrument to connect with others like them, as a knowledge-

sharing tool that helps them to do things in alternative ways (Lange & Johnston, 2020). As authentic leaders 

do, social entrepreneurs build their network over enriching and powerful relationships based on a common 

sense of trust fueled by fluent dialogues between all participants. 

Successful SE projects are based on understanding the rules operating in their respective markets and 

industries. The SA uses its network to offer crucial support to them when this support is more needed, at the 

beginning of their ventures: “UnLimited helped us test our idea, putting us in touch with people in the sector, 

used to selling to large organizations, and who helped us by questioning all our initial assumptions, getting 

feedback from people with valid content that really helps you to improve” (Entr. 4). Networking becomes a 

specifically adapted plateau where innovative ideas can be tested: “UnLimited is a window, a support, an 

outlet, a place to grow, acquire new knowledge, because each time they are in contact with new entrepreneurs, 

with new ideas, and you are inside the circle” (Entr. 6). 

The SA provides contacts with diverse experts assisting social entrepreneurs in conducting initial 

testing and validation of their products and services: “At UnLimited, they are always there for you when you 

need them. They tell you what or who you need, from a marketing expert to a contact with a multinational; 

they help you with specific things you need” (Entr. 1). Entrepreneurs feel credited and reinforced by their 

complicity with the accelerator and its network: “When I talk about Unlimited, I’m talking about belonging 

to a family of people with a common vision. We speak the same language and walk together in many ways; 

we share many things. UnLimited has given us visibility, reaching new people, some of them referents who 

have helped us to give relevance to the project” (Entr. 8). 

Social entrepreneurs manage scarce resources efficiently, and they need to trust the SA from the very 

beginning of their interaction (Jeong et al., 2020): “From the relationship with UnLimited Spain I would 

highlight above all the closeness and human quality of the people who work there, a fundamental aspect for 

me to want to keep in touch with them. They are genuinely interested in providing value and helping you as 

an entrepreneur. They put a lot of heart and love into the relationship with the entrepreneurs” (Entr. 3). This 

relationship is special because both parties have an engaging, social, and transformative strategic design 

(Plaskoff, 2012): “It is also especially appreciated the desire that the people of UnLimited have to make a 

better world. That’s also our idea, to help both patients in the hospital and families to make their lives a little 

easier” (Entr. 4). 

A special dimension of the social supporting space that SAs provide to SEs is their mentoring programs 

to allow them to become viable organizations (Kher et al., 2022). Social entrepreneurs appreciate the benefits 

of the mentorship offered by Sas’ programs (Pandey et al., 2017). The accelerator selects mentors from its 

network of collaborators and from the corporations that sponsor the programs: “The importance of having a 

mentor who would shape the project and give it sustainability, and who was as passionate about the 

educational issue as we are, who in the end has become a partner in the company, which I suppose is not 

typical” (Entr. 9). Mentorship consists of different activities fostering a more professional approach of the 

entrepreneurs to their projects. The communication dimension has an extra added value in terms of the ability 

to present their ideas effectively to different audiences (Nascimento et al., 2020): “They allowed us to put 

ourselves in front of a camera, offering us formal training, pitch sessions and public speaking, having the 

chance to tell it in different contexts, with different audiences, in different formats, with different durations” 

(Entr. 9). Table A5 shows more citations from our social entrepreneurs’ discourses (see Appendix). 

CONCLUSIONS 

This qualitative research, based on the analysis of the narratives of nine Spanish social entrepreneurs 

and their interaction with a well-known Spanish SA, allowed us to identify important characteristics in that 

relationship that are very much aligned with the concept and implications of an AL style. Those characteristics 

describe the essence of the activity of the social entrepreneurs and can add a great understanding of the 
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successful trajectories of their SEs. This study contributes to the present literature about SE by offering a 

framework to understand the nature of social entrepreneurs’ profiles as authentic leaders and the protagonist 

role of SAs in facilitating that kind of identification, with an adaptation to the context of developing SEs in Spain.  

The life-story methodology applied to the analysis of the development process of an AL style in social 

entrepreneurs emphasizes the importance of self-awareness and identity social construction experienced by 

these entrepreneurs in their interaction with the SA. Their development process comes in a very natural way, 

which helps them to connect with their authentic self. Through its programs, the intervention of the SA assists 

social entrepreneurs in fulfilling their potential to become authentic leaders by adding formal reflection to the 

process. The reflective exercise gives purpose and meaning to the different relevant events experienced by 

these very action-oriented individuals. Life events are important triggers of this development dynamic, but 

the intervention of the SA and its formal mechanisms contribute to consolidating those events as important 

learning episodes. Furthermore, the AL profile in our social entrepreneurs is to be discovered and performed 

in their actions accomplished in the context of their entrepreneurial projects, interacting with relevant 

stakeholders, receiving feedback from them, and contrasting and evaluating the results of their actions. 

The first characteristic in the framework that explains the appearance of the AL profile is called 

Triggering Events, which consists of critical life experiences and stories as important nuances for social 

entrepreneurs to become what they are and, in the process, act as authentic leaders. Their narratives start with 

these triggering events, which help them construct their entrepreneurial projects and embark on other relevant 

actors. The second element, called Critical Reflection on Values, allows social entrepreneurs to act as 

authentic leaders when they put a voice to their values. Critically reflected values are at the forefront of the 

design and execution of their ventures and facilitate them to confront their challenges successfully. Values, vision, 

innovation and change are very well-known elements that help social entrepreneurs to perform as authentic leaders.  

The third aspect is Self-Awareness. Social entrepreneurs become more self-aware while developing 

their entrepreneurial projects and getting in touch with their real identities. Their AL manifests when they 

create and share a vision with those involved in their SEs. A fourth characteristic is Self-Efficacy connected 

with Social Good. Social entrepreneurs, as authentic leaders, live and work for a purpose connected with their 

daily activities. This purpose sets a special combination of emotions, rationality, passion, and efficiency. 

Social entrepreneurs are authentic, effective leaders with a fundamental ethical approach. The final fifth 

element is Social Space or Networking. Social entrepreneurs are successful authentic leaders who build rich 

social networks around long-term relationships referred to in their projects. Trust and quality of information 

are key aspects of those relationships. 

This research confirms the presence of an AL profile in these entrepreneurs coincidentally with the 

interaction of their SEs with an SA promoting their impact and success. In other words, when social 

entrepreneurs successfully lead social impact projects with the help of a SA, they reveal and develop at the 

same time a clear AL profile. This finding has important implications for policymakers and entrepreneurs if 

they want to contribute to generating a context with the right conditions for sustainable social impact business 

to flourish. As a limiting condition, the results of this study, according to its exploratory and qualitative nature, 

are based on some specific cases. However, they are by precedent research and can be transferable to other 

contexts, yet this remains to be proved with further investigation. Future studies can amplify the scope of this 

analysis by referring to other acceleration processes in other territories and sectors. 

Author Contributions  

Conceptualization: A. I.; methodology: N. M., O. M.; software: A. I., N. M., O. M.; validation: N. M., 

O. M.; formal analysis: N. M., O. M.; investigation: A. I., N. M.; resources: A. I., N. M.; data curation: A. I., 

N. M.; writing-original draft preparation: A. I., N. M.; writing-review and editing: A. I., N. M., O. M.; 

visualization: A. I., N. M.; supervision: A. I.; project administration: A. I., N. M.; funding: A. I., N. M., O. M.  

Acknowledgments 

We thank the social accelerator UnLimited Spain for all its support in this research, and also the nine 

social entrepreneurs interviewed who are part of its network.  

Conflicts of Interest  

The authors declare no conflict of interest. 

Data Availability Statement 

Not applicable. 

Informed Consent Statement 

The authors have obtained and maintained written informed consent from all subjects involved in the 

study. The research paper titled “The Role of Social Accelerators in Promoting Authentic Leadership in Social 



Business Ethics and Leadership, Volume 8, Issue 4, 2024 

ISSN (online) – 2520-6311; ISSN (print) – 2520-6761 

 

48 

Entrepreneurs” has met all the ethical standards required in the publishing guidelines, as well as the ethical 

committee requirements of the university responsible for this research, IE University, Madrid, Spain 

(Certificate of Research Policies and Guidelines Compliance, Reference IERC-39/2021-2022, May 9th, 

2022). There is full compliance with all ethical guidelines and regulations throughout the research process to 

maintain the highest level of academic integrity and credibility, as follows: the use of generative AI has been 

limited to improving the readability and grammar of the text. The research paper includes the necessary 

permissions to use the personal data and information of social entrepreneurs under study. Each individual has 

signed an authorization form, and their anonymity is guaranteed in the paper. The study follows all ethical 

standards established by the Declaration of Helsinki of 1975, revised in 2013, and the relevant guidelines of 

national and international ethics committees. The ethical committee of the university responsible for this 

research, IE University, Madrid, Spain, has approved the study, in accordance with our commitment to 

upholding ethical research practices and ensuring that our work aligns with the highest standards of integrity. 

References 

1. Alvarez de Mon, I., Gabaldón, P., & Nuñez-Canal, M. (2021a). Social entrepreneurs: making sense 

of tensions through the application of alternative strategies of hybrid organizations. International 

Entrepreneurship and Management Journal, 18, 975‒997. [CrossRef] 

2. Alvarez de Mon, I., Núñez-Canal, M., & Merladet, J. (2021b). Social entrepreneurs as role models 

for innovative professional career developments. Sustainability (Switzerland), 13(23), 13044. [CrossRef] 

3. André, K., & Pache, A. C. (2016). From Caring Entrepreneur to Caring Enterprise: Addressing the 

Ethical Challenges of Scaling up Social Enterprises. Journal of Business Ethics, 133(4), 659–675. [CrossRef] 

4. Bacq, S., Hartog, C., & Hoogendoorn, B. (2016). Beyond the Moral Portrayal of Social 

Entrepreneurs: An Empirical Approach to Who They Are and What Drives Them. Journal of Business Ethics, 

133(4), 703–718. [CrossRef] 

5. Bergmann, T., & Utikal, H. (2021). How to support start-ups in developing a sustainable business 

model: The case of a European social impact accelerator. Sustainability (Switzerland), 13(6). [CrossRef] 

6. Boschee, J. (2006). Social entrepreneurship: The promise and the perils. In A. Nicholls (Ed.), Social 

entrepreneurship: New models of sustainable social change (pp. 356–390). Oxford University Press. [Link] 

7. Bouncken, R. B., Reuschl, A. J. (2018). Coworking-spaces: how a phenomenon of the sharing 

economy builds a novel trend for the workplace and for entrepreneurship. Rev Manag Sci, 12, 317–334. 

[CrossRef] 

8. Bucci, A., & Marks, J. (2022). Social entrepreneurs’ learning experience in South African 

incubators. Africa Journal of Management, 8(3). [CrossRef] 

9. Cánovas Saiz, L., March Chordà, I., & Yagüe Perales, R. M. (2018). Social and economic impact of 

the Seed Accelerators: Significant factors and implications for the social innovation. CIRIEC-Espana Revista 

de Economia Publica, Social y Cooperativa, 93, 211–240. [CrossRef] 

10.  Casasnovas, G., & Bruno, A. (2013). Scaling Social Ventures: An Exploratory Study of Social 

Incubators and Accelerators. Journal of Management for Global Sustainability, 1(2), 173–197. [CrossRef] 

11.  Chandra, Y., & Shang, L. (2017). Unpacking the Biographical Antecedents of the Emergence of 

Social Enterprises: A Narrative Perspective. Voluntas, 28(6), 2498–2529. [CrossRef] 

12.  Chandra, Y. (2016). A rhetoric-orientation view of social entrepreneurship. Social Enterprise 

Journal, 12(2), 161–200. [CrossRef] 

13.  Cherré, B., & Lemieux, N. (2024). To Overcome Ethical Dilemmas in an Organization: Paradox 

and Ethics of Freedom Can Help. Business Ethics and Leadership, 8(2), 76‒91. [CrossRef] 

14.  Cohen, S., Fehder, D. C., Hochberg, Y. V., & Murray, F. (2019). The design of startup accelerators. 

Research Policy, 48(7), 1781–1797. [CrossRef] 

15.  Connelly, F. M., & Clandinin, D. J. (1990). Stories of Experience and Narrative Inquiry. 

Educational Researcher, 19(5). [CrossRef] 

16.  Cote, C. (2023). Startup incubator vs. Accelerator: which is right for you? Business insights, 

Harvard Business School online, 17 Aug 2023. [Link]  

17.  Crouch, M., & McKenzie, H. (2006). The logic of small samples in interview-based qualitative 

research. Social Science Information, 45(4), 483–499. [CrossRef] 

18.  Dacin, M. T., Dacin, P. A., & Tracey, P. (2011). Social entrepreneurship: A critique and future 

directions. Organization Science, 5(22), 1203–1213. [CrossRef] 

19.  Davis, P. E., Bendickson, J. S., Muldoon, J., & McDowell, W. C. (2021). Agency theory utility and 

social entrepreneurship: issues of identity and role conflict. Review of Managerial Science, 15(8), 2299–2318. 

[CrossRef] 

https://doi.org/10.1007/s11365-020-00731-5
https://doi.org/10.3390/su132313044
https://doi.org/10.1007/s10551-014-2445-8
https://doi.org/10.1007/s10551-014-2446-7
https://doi.org/10.3390/su13063337
https://doi.org/10.1093/oso/9780199283873.003.0017
https://doi.org/10.1007/s11846-016-0215-y
https://doi.org/10.1080/23322373.2022.2071573
https://doi.org/10.7203/CIRIEC-E.93.9855
https://doi.org/10.13185/jm2013.01211
https://doi.org/10.1007/s11266-017-9860-2
https://doi.org/10.1108/sej-02-2016-0003
http://doi.org/10.61093/bel.8(2).76‒91.2024
https://doi.org/10.1016/j.respol.2019.04.003
https://doi.org/10.3102/0013189X019005002
https://online.hbs.edu/blog/post/startup-incubator-vs-accelerator
https://doi.org/10.1177/0539018406069584
https://doi.org/10.1287/ORSC.1100.0620
https://doi.org/10.1007/s11846-020-00423-y


                                                                                                               Business Ethics and Leadership, Volume 8, Issue 4, 2024 

                                                                                                                         ISSN (online) – 2520-6311; ISSN (print) – 2520-6761 

 

49 

20.  De Massis, A., & Kotlar, J. (2014). The case study method in family business research: Guidelines 

for qualitative scholarship. Journal of Family Business Strategy, 5(1), 15–29. [CrossRef] 

21.  Dees, J. G. (2001). The Meaning of “Social Entrepreneurship”. Duke Faqua, 1–5. [Link] 

22.  Defourny, J., & Kim, S. (2011). Emerging models of social enterprise in Eastern Asia: a cross‐

country analysis. Social Enterprise Journal, 7(1). [CrossRef] 

23.  Diaz‐Gonzalez, A., & Dentchev, N. A. (2022). A resource‐based view on the role of universities in 

supportive ecosystems for social entrepreneurs. Business and Society Review, 127(3), 537–590. [CrossRef] 

24.  Diaz-Gonzalez, A., & Dentchev, N. A. (2021). Ecosystems in support of social entrepreneurs: a 

literature review. Social Enterprise Journal, 17(3), 329–360. [CrossRef] 

25.  Dufays, F., & Huybrechts, B. (2014). Connecting the Dots for Social Value: A Review on Social 

Networks and Social Entrepreneurship. Journal of Social Entrepreneurship, 5(2). [CrossRef] 

26.  Dupain, W., Scharpe, K., Gazeley, T., Bennett, T., Mair, J., Raith, M., & Bosma, N. (2022). The 

State of Social Enterprise in Europe. European Social Enterprise Monitor 2021–2022. Euclid Network. [Link] 

27.  Eisenhardt, K. M., & Graebner, M. E. (2007). Theory building from cases: Opportunities and 

challenges. Academy of Management Journal, 50(1), 25–32. [CrossRef] 

28.  Gardner, W. L., Avolio, B. J., Luthans, F., May, D. R., & Walumbwa, F. (2005). “Can you see the 

real me?” A self-based model of authentic leader and follower development. Leadership Quarterly, 16(3). 

[CrossRef] 

29.  George, B., Sims, P., McLean, A. N., & Mayer, D. (2007). Discovering your authentic leadership. 

In Harvard Business Review (Vol. 85, Issue 2).129-30, 132-8, 157. PMID: 17345686. [Link] 

30.  Gundry, L. K., Kickul, J. R., Griffiths, M. D., & Bacq, S. C. (2011). Creating Social Change Out of 

Nothing: The Role of Entrepreneurial Bricolage in Social Entrepreneurs’ Catalytic Innovations. Social and 

Sustainable Entrepreneurship, 13(2011), 1–24. [CrossRef] 

31.  Hackett, S. M., & Dilts, D. M. (2004). A Systematic Review of Business Incubation Research. The 

Journal of Technology Transfer, 29(1), 55–82. [CrossRef] 

32.  Hallen, B. L., Cohen, S., & Bingham, C. (2019). Do Accelerators Work? If So, How? SSRN 

Electronic Journal. [CrossRef] 

33.  Harwood, T. G., & Garry, T. (2003). An overview of content analysis. The Marketing Review, 3(4), 

479–498. [CrossRef] 

34.  Hechavarría, D. M., & Welter, C. (2015). Opportunity Types, Social Entrepreneurship and 

Innovation. The International Journal of Entrepreneurship and Innovation, 16(4), 237–251. [CrossRef] 

35.  Hirschmann, M., Moritz, A., & Block, J. H. (2022). Motives, Supporting Activities, and Selection 

Criteria of Social Impact Incubators: An Experimental Conjoint Study. In Nonprofit and Voluntary Sector 

Quarterly (Vol. 51, Issue 5). SAGE PublicationsSage CA: Los Angeles, CA. [CrossRef] 

36.  Hmayed, A., Menhall, N., & Lanteri, A. 2015. Social incubation and the value proposition of social 

business incubators: The case of Nabad. In D. Jamali & A. Lanteri (Eds). Social entrepreneurship in the 

Middle East. (pp. 152–172). London:Palgrave. [CrossRef] 

37.  Hockerts, K. (2017). Determinants of Social Entrepreneurial Intentions. Entrepreneurship: Theory 

and Practice, 41(1), 105–130. [CrossRef] 

38.  Ilies, R., Morgeson, F. P., & Nahrgang, J. D. (2005). Authentic leadership and eudaemonic well-

being: Understanding leader-follower outcomes. Leadership Quarterly, 16(3). [CrossRef] 

39.  Jensen, S. M., & Luthans, F. (2006a). Entrepreneurs as authentic leaders: Impact on employees’ 

attitudes. Leadership and Organization Development Journal, 27(8). [CrossRef] 

40.  Jensen, S. M., & Luthans, F. (2006b). Relationship between entrepreneurs’ psychological capital 

and their authentic leadership. Journal of Managerial Issues, 18(2). [Link] 

41.  Jeong, S., Bailey, J. M., Lee, J., & McLean, G. N. (2020). “It’s not about me, it’s about us”: a 

narrative inquiry on living life as a social entrepreneur. Social Enterprise Journal, 16(3), 263–280. [CrossRef] 

42.  Jonassen, D. H., & Hernandez-Serrano, J. (2002). Case-based reasoning and instructional design: 

Using stories to support problem solving. In Educational Technology Research and Development (Vol. 50, 

Issue 2). [CrossRef] 

43.  Jones, O., & Crompton, H. (2009). Enterprise logic and small firms: a model of authentic 

entrepreneurial leadership. Journal of Strategy and Management, 2(4). [CrossRef] 

44. Kelly, L., Perkins, V., Zuraik, A., & Luse, W. (2022). Social Impact: The Role of Authentic 

Leadership, Compassion and Grit in Social Entrepreneurship. The Journal of Entrepreneurship, 31(2), 298–

329. [CrossRef] 

https://doi.org/10.1016/j.jfbs.2014.01.007
https://centers.fuqua.duke.edu/case/wp-content/uploads/sites/7/2015/03/Article_Dees_MeaningofSocialEntrepreneurship_2001.pdf
https://doi.org/10.1108/17508611111130176
https://doi.org/10.1111/basr.12281
https://doi.org/10.1108/SEJ-08-2020-0064
https://doi.org/10.1080/19420676.2014.918052
https://knowledgecentre.euclidnetwork.eu/2022/11/15/2-european-social-enterprise-monitor-report-2021-2022/
https://doi.org/10.5465/amj.2007.24160888
https://doi.org/10.1016/j.leaqua.2005.03.003
https://hbr.org/2007/02/discovering-your-authentic-leadership
https://doi.org/10.1108/s1074-7540(2011)0000013005
https://doi.org/10.1023/B:JOTT.0000011181.11952.0F
https://doi.org/10.2139/SSRN.2719810
https://doi.org/10.1362/146934703771910080
https://doi.org/10.5367/ijei.2015.0196
https://doi.org/10.1177/08997640211057402
https://doi.org/10.1057/9781137509956_8
https://doi.org/10.1111/etap.12171
https://doi.org/10.1016/j.leaqua.2005.03.002
https://doi.org/10.1108/01437730610709273
https://www.jstor.org/stable/40604537
https://doi.org/10.1108/SEJ-05-2019-0030
https://doi.org/10.1007/BF02504994
https://doi.org/10.1108/17554250911003836
https://doi.org/10.1177/09713557221096876


Business Ethics and Leadership, Volume 8, Issue 4, 2024 

ISSN (online) – 2520-6311; ISSN (print) – 2520-6761 

 

50 

45. Kher, R., Yang, S., & Newbert, S. L. (2022). Accelerating emergence: the causal (but contextual) 

effect of social impact accelerators on nascent for-profit social ventures. Small Business Economics, 61, 389–

413. [CrossRef] 

46. Klimas, P., & Wronka-Popiech, M. (2022). Social Entrepreneurship and Entrepreneurial 

Ecosystems: Do They Fit?. Management Issues, 20(1), 43–66. [CrossRef]   

47. Kreutzer, K. (2022). On the Discursive Construction of Social Entrepreneurship in Pitch Situations: 

The Intertextual Reproduction of Business and Social Discourse by Presenters and Their Audience. Journal 

of Business Ethics, 179(4). [CrossRef] 

48. Kuckertz, A., Bernhard, A., Berger, E. S. C., Dvouletý, O., Harms, R., Jack, S., & Kibler, E. (2023). 

“Scaling the right answers – Creating and maintaining hope through social entrepreneurship in light of 

humanitarian crises”. Journal of Business Venturing Insights, 19, e00356. [CrossRef] 

49. Lange, G. S., & Johnston, W. J. (2020). The value of business accelerators and incubators – an 

entrepreneur’s perspective. Journal of Business & Industrial Marketing, 35(10), 1563‒1572. [CrossRef] 

50. Liu, X., & Qin, X. (2015). How and When Does Authentic Leadership Make Employees Speak Up? 

A Multi-level Trickle-down Model. Academy of Management Proceedings, 2015(1). [CrossRef] 

51. Liu, Z., Xiao, Y., Jiang, S., & Hu, S. (2020). Social entrepreneurs’ personal network, resource 

bricolage and relation strength. Management Decision, 59(71702085), 2774–2791. [CrossRef] 

52. Llanos-Contreras, O., Jabri, M., & Sharma, P. (2019). Temporality and the role of shocks in 

explaining changes in socioemotional wealth and entrepreneurial orientation of small and medium family 

enterprises. International Entrepreneurship and Management Journal, 15(4), 1269–1289. [CrossRef]  

53. Lyons, T. S., & Roundy, P. T. (2023). Building our understanding of social entrepreneurship 

ecosystems. Community Development, 1–6. [CrossRef] 

54. Mälkki, K. (2012). Rethinking Disorienting Dilemmas Within Real-Life Crises: The Role of 

Reflection in Negotiating Emotionally Chaotic Experiences. Adult Education Quarterly, 62(3). [CrossRef] 

55. Merriam, S. B., & Tisdell, E. J. (2015). Qualitative research: A guide to design and implementation. 

John Wiley & Sons. [Link] 

56. Michie, S., & Gooty, J. (2005). Values, emotions, and authenticity: Will the real leader please stand 

up? Leadership Quarterly, 16(3). [CrossRef] 

57. Miller, T. L., Grimes, M. G., McMullen, J. S., & Vogus, T. J. (2012). Venturing for Others with 

Heart and Head: How Compassion Encourages Social Entrepreneurship. Academy of Management Review, 

37(4), 616–640. [CrossRef] 

58. Nakamura, Y. T., & Horimoto, M. (2020). A Conceptual Framework for Developing Women Social 

Entrepreneurs in Japan. Advances in Developing Human Resources, 22(2). [CrossRef] 

59. Nascimento, L. da S., Fernandes, B. S., & Salazar, V. S. (2020). Social incubation: Strategic benefits 

for social enterprise. Contextus – Revista Contemporânea de Economia e Gestão, 18, 163–177. [CrossRef] 

60. Nicolopoulou, K., Karataş-Özkan, M., Vas, C., & Nouman, M. (2017). An incubation perspective 

on social innovation: the London Hub – a social incubator. R&D Management, 47(3), 368–384. [CrossRef] 

61. Pandey, S., & Lall, S. (2017). The Appeal of Social Accelerators: What do Social Entrepreneurs 

Value? Journal of Social Entrepreneurship, 8(1). [CrossRef]  

62. Pauwels, C., Clarysse, B., Wright, M., & Van Hove, J. (2016). Understanding a new generation 

incubation model: The accelerator. Technovation, 50–51, 13–24. [CrossRef] 

63. Pieri, N., Díaz-Foncea, M., Marcuello, C., & Tortia, E. (2020). Social Incubators and Social 

Innovation in Cities: A Qualitative Analysis, 17. [CrossRef] 

64. Pittz, T. G., Madden, L. T., & Mayo, D. (2017). Catalyzing Social Innovation: Leveraging 

Compassion and Open Strategy in Social Entrepreneurship. New England Journal of Entrepreneurship, 20(2), 

37–52. [CrossRef] 

65. Plaskoff, J. (2012). Building the Heart and the Mind: An Interview With Leading Social 

Entrepreneur Sarah Harris. Academy of Management Learning & Education, 11(3), 432–441. [CrossRef] 

66. Ruskin, J., Seymour, R. G., & Webster, C. M. (2016). Why Create Value for Others? An Exploration 

of Social Entrepreneurial Motives. Journal of Small Business Management, 54(4), 1015–1037. [CrossRef] 

67. Sansone, G., Andreotti, P., Colombelli, A., & Landoni, P. (2020). Are social incubators different 

from other incubators? Evidence from Italy. Technological Forecasting and Social Change, 158(May), 

120132. [CrossRef] 

68. Schwab, K. (2021). Stakeholder capitalism: A global economy that works for progress, people and 

planet (John Wiley & Sons., Ed.). John Wiley & Sons. [Link] 

https://doi.org/10.1007/s11187-022-00680-z
https://doi.org/10.7172/1644-9584.95.2
https://doi.org/10.1007/s10551-022-05161-7
https://doi.org/10.1016/j.jbvi.2022.e00356
https://doi.org/10.1108/JBIM-01-2019-0024
https://doi.org/10.5465/ambpp.2015.17148abstract
https://doi.org/10.1108/MD-05-2019-0674
https://doi.org/10.1007/s11365-019-00595-4
https://doi.org/10.1080/15575330.2022.2164408
https://doi.org/10.1177/0741713611402047
https://www.wiley.com/en-sg/Qualitative+Research%3A+A+Guide+to+Design+and+Implementation%2C+4th+Edition-p-9781119003618
https://doi.org/10.1016/j.leaqua.2005.03.006
https://doi.org/10.5465/amr.2010.0456
https://doi.org/10.1177/1523422320907046
https://doi.org/10.19094/contextus.2020.44467
https://doi.org/10.1111/radm.12179
https://doi.org/10.1080/19420676.2017.1299035
https://doi.org/10.1016/j.technovation.2015.09.003
doi:10.25518/ciriec.wp202017
https://doi.org/10.1108/NEJE-20-02-2017-B003
https://doi.org/10.5465/amle.2011.0010
https://doi.org/10.1111/jsbm.12229
https://doi.org/10.1016/j.techfore.2020.120132
https://www.wiley.com/en-us/Stakeholder+Capitalism%3A+A+Global+Economy+that+Works+for+Progress%2C+People+and+Planet-p-9781119756132


                                                                                                               Business Ethics and Leadership, Volume 8, Issue 4, 2024 

                                                                                                                         ISSN (online) – 2520-6311; ISSN (print) – 2520-6761 

 

51 

69. Seanor, P., Bull, M., Baines, S., Ridley‐Duff, R., & Ridley-Duff, R. (2013). Narratives of transition 

from social to enterprise: You can’t get there from here! International Journal of Entrepreneurial Behaviour 

and Research, 19(3), 324–343. [CrossRef] 

70. Sen, P. (2007). Ashoka’s big idea: Transforming the world through social entrepreneurship. Futures, 

39(5), 534–553. [CrossRef] 

71. Sergeeva, N., & Kortantamer, D. (2021). Enriching the concept of authentic leadership in project-

based organizations through the lens of life-stories and self-identities. International Journal of Project 

Management, 39(7). [CrossRef] 

72. Shamir, B., & Eilam, G. (2005). “What’s your story?” A life-stories approach to authentic leadership 

development. Leadership Quarterly, 16(3). [CrossRef] 

73. Simms, S. V. K., & Robinson, J. (2009). Activist or Entrepreneur?: An Identity-based Model of 

Social Entrepreneurship. International Perspectives on Social Entrepreneurship Research, 9–26. [Link] 

74. Smith, W. K., Besharov, M. L., Wessels, A. K., & Chertok, M. (2012). A paradoxical leadership 

model for social entrepreneurs: Challenges, leadership skills, and pedagogical tools for managing social and 

commercial demands. Academy of Management Learning and Education, 11(3), 463–478. [CrossRef] 

75. Sparrowe, R. T. (2005). Authentic leadership and the narrative self. Leadership Quarterly, 16(3). 

[CrossRef] 

76. Stake, R. E. (2006). Multiple case study analysis. New York: The Guilford Press. Starks. [Link] 

77. Tiwari, P., Bhat, A. K., & Tikoria, J. (2017). The role of emotional intelligence and self-efficacy on 

social entrepreneurial attitudes and social entrepreneurial intentions. Journal of Social Entrepreneurship, 8(2), 

165–185. [CrossRef] 

78. UnLimited Spain. (2023). [Link]  

79. Urmanaviciene, A., & Barasa, M. S. (2024). Managing Ethical Challenges in Social Enterprises. 

Business Ethics and Leadership, 8(3), 82‒96. [CrossRef]  

80. Valero, J. N., Saitgalina, M., & Black, R. A. (2021). Understanding the Nature of Non-Profit 

Incubators with Other Sector Incubators in the Founding of Social Change Organizations by Social 

Entrepreneurs. Journal of Social Entrepreneurship, 1–20. [CrossRef] 

81. Villareal Larrinaga, O. (2017). Is it desirable, necessary and possible to perform research using case 

studies? Cuadernos de Gestión, 17(1), 147–171. [CrossRef] 

82. Wang, H., Sui, Y., Luthans, F., Wang, D., & Wu, Y. (2014). Impact of authentic leadership on 

performance: Role of followers’ positive psychological capital and relational processes. Journal of 

Organizational Behavior, 35(1). [CrossRef] 

83. Welch, C., Piekkari, R., Plakoyiannaki, E., & Paavilainen-Mäntymäki, E. (2011). Theorising from 

case studies: Towards a pluralist future for international business research. Journal of International Business 

Studies, 42(5), 740–762. [CrossRef] 

84. Wu, Y. J., Wu, T., & Arno Sharpe, J. (2020). Consensus on the definition of social entrepreneurship: 

a content analysis approach. Management Decision, 58(12), 2593–2619. [CrossRef] 

85. Yin, R. K. (2015). Case study research: design and methods. 5th ed., Sage, London, UK. [Link] 

86. Yin, R. K. (2016). Qualitative research from start to finish. 2nd ed. New York: Guilford Press. 

[Link] 

87. Zahra, S. A., Gedajlovic, E., Neubaum, D. O., & Shulman, J. M. (2009). A typology of social 

entrepreneurs: Motives, search processes and ethical challenges. Journal of Business Venturing, 24(5), 519–

532. [CrossRef] 

https://doi.org/10.1108/13552551311330200
https://doi.org/10.1016/j.futures.2006.10.013
https://doi.org/10.1016/j.ijproman.2021.09.001
https://doi.org/10.1016/j.leaqua.2005.03.005
https://link.springer.com/book/9780230543157
https://doi.org/10.5465/amle.2011.0021
https://doi.org/10.1016/j.leaqua.2005.03.004
https://www.guilford.com/books/Multiple-Case-Study-Analysis/Robert-Stake/9781593852481
https://doi.org/10.1080/19420676.2017.1371628
https://www.unltdspain.org/%20access%2028/11/2023
http://doi.org/10.61093/bel.8(3).82‒96.2024
https://doi.org/10.1080/19420676.2021.1977975
http://www.redalyc.org/articulo.oa?id=274349307007
https://doi.org/10.1002/job.1850
https://doi.org/10.1057/jibs.2010.55
https://doi.org/10.1108/MD-11-2016-0791
https://us.sagepub.com/en-us/nam/case-study-research-and-applications/book250150#contents
https://www.guilford.com/books/Qualitative-Research-from-Start-to-Finish/Robert-Yin/9781462517978
https://doi.org/10.1016/J.JBUSVENT.2008.04.007


Business Ethics and Leadership, Volume 8, Issue 4, 2024 

ISSN (online) – 2520-6311; ISSN (print) – 2520-6761 

 

52 

Appendix  

Table A1. Triggering Events 

Entrepreneur Quotes 

1 

People believe that you can be an 
entrepreneur without having had 
previous professional experience, 
and without having worked for 
someone else. 

It is very important that you have 
experience of working for someone 
else, because you know what it is like to 
be bossed around, to feel bad, to learn 
how to manage other people. 

Working as an employee, you 
have to go through difficulties 
and limitations. 

2 

It started in 2014, when I presented 
my final degree project, which was a 
chair for children with motor 
difficulties from 3 to 5 years old. 
That's when I started with 3D 
printing. There I also touched a little 
on the orthopedic sector, which was 
a great unknown to me.  

I attended some entrepreneurship 
courses, and there I met the technicians 
of “Andalucía emprende” who 
suggested that, instead of looking for a 
job, I set up an industrial design studio.  

Subsequently, I applied to 
participate in the UnLimited 
program, and they accepted me. 
That's when I got more into 
entrepreneurship and growth in 
the health sector. 

3 

When I was at the company in 
China, I didn’t like the way the 

workers were treated there, 
especially the lack of safety 
measures in the workplace.  

On the other hand, I also didn’t like their 
treatment of environmental issues. 

My professional career has been 
super relevant, I have always 

worked in industrial 
environments, they are 
environments that I like a lot. 

4 

There was this frustration that no one 
takes it to the bedside, and that a lot 
of scientific knowledge is actually 
published and then no one uses it in 
the following years. 

I had a benign tumor in my knee as a 
child, and that contact with the disease 
and with the doctor who operated on me 
was wonderful. I saw how someone can 
solve someone else's problem and allow 
you to live a normal life. 

When I was a lifeguard, a friend 
of mine had a cardiac arrest, she 
had a congenital heart defect and 
there was no one there. She 
passed away and I felt sorry for 
her. I was very impressed by the 
feeling that if I had been there, I 
could have helped. 

5 

Alberto, my partner, found himself 
alone in the field, picking olives in 
the fields surrounding his village, the 
olives falling to the ground and no 
one to pick them up, a pity. 

We realized that we had spent our entire 
childhood and adolescence closely 
linked to the villages of our parents in 
Ávila and Cáceres. That had been a 
source of values, it was part of our 
essence. 

In auditing I was very saturated, I 
had been there for 5 years; those 
were the years when we were 
starting to get out of the crisis. I 
wasn’t liking the financial aspect 
either, I couldn’t find fulfillment 
there. Finally, my brother showed 
up with this and I decided to join 
him. 

6 

I was asked to promote a special 
cocktail. In cocktails, everything 
inside the glass should make 
aromatic sense and be edible. So, I 
came up with the idea of developing 
a grapefruit-flavored straw. I was 
hoping to find an end-consumer 
experience.  

Something I highly recommend for all 
entrepreneurs is to sign up for all kinds 
of startup contests. As much as they can 
and more, because it's a way to make 
themselves known.  

At that moment, the image of the 
turtle with a plastic straw in its 
nose appeared and went around 
the world. Products like ours took 
the wave in their beginnings, we 
were lucky with our 
entrepreneurship.  

7 

I was finishing my degree, and I got 
into the world of 3D printing. I was 
21 years old; I finished my degree 
and I went to Kenya to volunteer, 
and I thought about how I can add 
value with 3D printing.  

I went there with 5 arms in my suitcase, 
and it worked very well. The people 
who were given them took advantage of 
them to get better jobs, better quality of 
life. 

I've lived in pretty poor 
neighborhoods in Madrid, and it 
has been very important for me to 
see the problems, to see other 
people’s lives. 

8 

After an experience of almost four 
years, I decided to become an 
entrepreneur; it had always been my 
motivation.  

I was impressed by a newspaper article 
I read concerning the effect of food 
waste, and I wondered on possible 
solutions to this issue. One out of every 
three foods produced in the world is 
wasted.  

March 2022 was a very 
complicated time because we 
were already running out of cash. 
We had to dismiss part of the 
team. It was a very complicated 
moment, to sit down and consider 
how we could move on. 

9 

I was working at the National Cancer 
Research Centre. I was doing my 
PhD there and I was participating in 
scientific informative activities. We 

realized that there was a lot more 
demand than supply for this type of 
activity.  

Having had the opportunity to attend a 
school in Hong Kong, United World 
College. Not only because of the 
International Baccalaureate part, but 

also because of the strong focus that 
these schools have on social service.  

At the age of 16, I was given the 
opportunity to set up projects. In 
other places they don't let you do 
anything, here it was part of the 

curriculum. They told you that 
you had to do a service to the 
community.  

Source: compiled by the authors based on the results of the interviews. 
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Table A2. Critical Reflection on Values 

Entrepreneur Quotes 

1 

The most important thing of all is that 

you get along with the people who see 

you, your colleagues, your boss.  

You see people who aren’t brilliant, and 

you wonder: how did this guy get here? 

Well, because he is kind with others, he 

builds good relationships. 

Have no conflicts with anyone. If 

you’re like that, you’re capable of 

doing something that isn’t easy. 

2 

I’m super family-oriented. My brother 

is a fundamental part; I’ve been a mom 

for a very short time, and, thanks to 

him, the company continues.  

I consider myself a very loyal person, 

but if they fail me once, they don't fail 

me twice. 

I really like the people around me to 

be alright, and I care a lot about the 

happiness of others 

3 

Personality-wise, I’m super 

hardworking, I’ve always been super 

hardworking.  

I'm very, very persistent. It’s essential 

because this is very hard. 

For me it's something very hard, to 

have that conviction, that 

perseverance, I think it’s essential to 

continue. 

4 

I’m a person who really enjoys 

learning, I enjoy the learning process, 

I'm very curious. I think learning is the 

superpower of humans, because it’s the 

only thing that allows us to do anything. 

People who get to work are people who 

are professionally successful, because at 

work 90% of that success is getting to 

work. Getting through problems, 

solving problems, or doing what no one 

else wants to do. 

Families have to be well off 

financially, because there are people 

who have two or three children, a 

mortgage; economic incentives need 

to be aligned. 

5 

In these facets we are very comfortable, 

creating and doing things. There’s that 

scale of values.  

Maybe a person who is like a shark 

wouldn’t have stopped for a second to 

see our project; my brother and I did 

stop. 

I think that the ability to listen, and to 

generate a good atmosphere, to work 

with good vibes. 

6 

The first step was to see how we could 

finance the project. The first thing that 

occurred to me was to pull from close 

friends, and putting in many hours. At 

the beginning, as we had few economic 
resources, we had to adjust to the 

budget we had, which was very specific 

and short.  

Throughout life you have to be very 

empathetic, a good person, and when 

you need it later, people trust and 

believe in you. I have always been a 

very sociable person, with a lot of 
empathy. I think it’s important to 

connect with people from the beginning. 

I only have words of gratitude, if there 

is something to do in this life it is to 

be grateful. 

7 

For me, a fundamental aspect is 
empathy; get an empathetic education. 

Empathy is crucial, because this way we 
will be able to solve real problems that 

do not have to happen to us but could 

happen anytime. 

Entrepreneurship projects are 
complicated. In my case, curiosity 

came first, then entrepreneurship, to 

solve problems that others could not 

solve. 

8 

I define myself as a very resilient 

person. I’ve probably forged that in my 

career as a civil engineer, which is not 

easy. 

I want to put my knowledge at the 

service of other entrepreneurs, even help 

entrepreneurs of large corporations, in 

this work of helping them to amplify 

their vision. 

What I criticize is that you say that 

you are here to help others and solve 

a problem, and then what is really 

behind it is that you want to make 

money.  

9 

Science is a wonderful way to teach 

tools for the future, because the most 

common thing in a lab is that things 

don't work out, that you must ask 

others, so you have to learn.  

Work as a team, use your learnings to 

create new theories. You learn to 

manage frustration, to better integrate 

mistakes into the learning process with 

a series of skills that have not been 

worked on at school. 

I'm a reliable, analytical and scientific 

thinking person, and I’m able to break 

down problems into small parts and 

attack them one at a time, 

sequentially. 

Source: compiled by the authors based on the results of the interviews. 

Table A3. Self-Awareness 

Entrepreneur Quotes 

1 

I am one of those who think that 
capitalism can be changed, but from 
within. I was inspired by the ideas of 

Mohamed Yunus. I was also inspired 
by the model of Yvon Chouinard, the 
founder of Patagonia. I saw that there 
was a gap and a possible commitment 
to innovation in the sector where I am, 
which is the one I know. 

To communicate the project, it is 
key to believe in it and live it. You 
believe it if you live it, and that's 

how you explain it. 

If you get into a business it’s to enjoy 
it, and you have to persevere. You 
must know how to enjoy the journey. 

You must have a very important 
personal balance when it comes to 
entrepreneurship because the tensions 
can be great. You also must be aware 
of your own goals and your own 
limits. 

2 

I’m an engineer, that’s why I do 3D 
printing and design, which is what I like 
the most. I had to learn about 
orthopedics to know the human body 
well and speak the same language with 
my clients. Also in these 6 years I have 
been acquiring knowledge of the 
business world, little by little. 

The most important thing is that I 
believe in the project a lot, I don't 
have to rehearse it or anything. I tell 
you about my project as if I was 
telling you about my life. I switched 
from forest engineering to design 
because I thought that way I could 
improve people’s quality of life.  

I no longer have the innocence I had 
years ago, when I started, and my 
personal life has also changed. My 
day is all about solving problems. 
That’s what I think sets me apart from 
other people, that I solve problems 
that arise on a day-to-day basis. I’m 
still happy, when a mom calls me to 
thank me, no one can take that away 
from me. 



Business Ethics and Leadership, Volume 8, Issue 4, 2024 

ISSN (online) – 2520-6311; ISSN (print) – 2520-6761 

 

54 

Table A3 (cont.). Self-Awareness 

Entrepreneur Quotes 

3 

I needed to incorporate the 
environmental and social aspects into 
my work. I was interested to see how 
I could introduce sustainability and 
social innovation into industrial 
environments, which are where I 
operate. I came across the circular 
economy that responded to those 
needs that I was seeing.  

On a personal level it was very, very 
hard. This process of defining what to 
do and how to do it, of reinventing 
myself and feeling useful in the 
process; Not knowing where I was 
going to go, what value I could bring 
here. I had never been programmed to 
be an entrepreneur and it is true that 
education in this country does not 
help us for this. 

Another fundamental aspect is to 
have passion for what you do. It 
sounds very idyllic, but it’s basically 
the conviction that what you're doing 
has to be done. People tell you that 
you transmit it, that conviction. It’s 
important to have a greater purpose 
for yourself and your organization, I 
think it’s imperative. 

4 

There is a scientist in me, an 
academic, a doctor, and then there is 
an entrepreneur and a businessman. 
I’m a doctor who likes data, statistics, 
which is not usual. That data is not 
real, there are assumptions that you 
have to validate. Now I enjoy it 
because I'm trying to confirm the 

assumptions and get a return on 
investment. 

The style must be humble, because 
there are many times when you 
cannot give what is expected of you. 
I think creativity is essential, it’s one 
of the things I enjoy, creating but with 
a piece of paper, it allows you to get 
into the details and if you can put it on 
a paper even better. That creativity 

with details to try to imagine what it 
would be like and what the next steps 
would be.   

For the success of a project, you have 
to do the hard way, do what really 
adds value. Don’t try to run away 
from the difficult, because anyone 
can do the easy things, and you can 
sign someone who knows how to do 
it. If you do everything else and the 
hard stuff isn’t solved, a lot of 

projects suffer later. 

5 

We started writing the story, and after 
a few months, we realized it could 
make sense. But we also realized that 
we had to leave a lot of time for the 
project. I was the first one who took 
the step of quitting his job and 
dedicating myself one hundred 
percent to Apadrina, and it was a 

success. 

Also, the desire to have personal 
initiatives and the desire to start 
things and try different approaches, a 
motivation to start projects that is 
intrinsic. For values or whatever, but 
we don't start projects with the idea of 
other entrepreneurs to get rich in the 
shortest possible time. 

I’ve been working on this project for 
almost 9 years. They don’t give you 
this for free, in terms of salary you are 
trying, you go very much against all 
odds. You have to have a lot of 
stamina, it's a long-distance race. The 
internal dialogue is very difficult, 
with your partner too. You must keep 

a cool head. 

6 

The birth of Sorbos is part of pure 
entertainment, it was born from the 
goal of generating a better version of 
me. It cost me money out of my 
pocket, but I felt more fulfilled then. 
The first steps are always the slowest 
when it comes to entrepreneurship, 
and it is where you have to contribute 
the most. 

I remember me, after receiving the 
award, crying and crying and crying. 
Those moments as a salesperson are 
priceless, where you really value 
what you’ve done. Until that moment 
you don’t value yourself. I believe 
that there is nothing more important 
in this life than giving value to 
yourself. 

It is essential that the people who 
make up the team believe in the 
project, in what they do. At the 
leadership level, you also have to 
have a certain charisma, maintaining 
good relationships with key people.  

7 

I feel very sorry for the people who 
live in places like the ones I have 
lived in, maybe they have not been so 
lucky to continue moving forward 
because in the end they did not have 
the necessary resources, even though 
they had possible incredible solutions 
to social problems, but because they 
did not have resources they have not 
been able to move forward. 

On the one hand, transparency, 
making things clear. Projects go 
around a lot, you don’t understand 
what they're going to be for, they’re 
theoretical projects. The sooner they 
are validated, the better.  

Transparency and also motivation. 
The ease of telling the good, but also 
the bad, how the project has grown 
and, above all, where it wants to go. 

8 

When you are very clear about the 
purpose, that purpose makes you 
innovative and creative in what you 
work on. That’s where the full 
potential of our project lies. 

It's been key for me to say things from 
within, in a natural way, without 
wanting to sell more than you are. We 
have been too modest. I’ve learned 
not to be so pessimistic by saying the 
most negative things, but to rephrase 
them, so that it doesn't sound so 
negative. 

I want to open myself up to new 
projects in which I can make this 
knowledge I have available to other 
people, to be able to develop that 
methodology to better validate 
people’s purpose. I think it’s 
something basic to develop in our 
society. 

9 

Thanks to this experience, many of 
the obstacles that people encounter 
implementing projects on a 
psychological level have already been 
overcome. We could say that we had 

done it before. I haven't built 
something from scratch. 

In terms of leadership and 
entrepreneurial skills, in the founding 
team we had people who had grit. I’ve 
been discovering these 
entrepreneurial skills in me as I go. 

When you’re doing a PhD, you’re 
developing these skills without 
knowing it, and then applying them to 
the realm of entrepreneurship. 

They tell me I’m very authentic. I 
don’t have a canned discourse, but it 
comes out of our history and tells our 
story authentically. I used to be a 
much worse communicator than I am 

now. Even though I don’t like public 
speaking, I’ve accumulated a lot of 
experience. 

Source: compiled by the authors based on the results of the interviews. 
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Table A4. Self-Efficacy and Social Good 

Entrepreneur Quotes 

1 

We have shown that the social sector 

has the capacity and desire to employ 

its people in an urban distribution, 

delivery and parcel activity. 

Another important achievement is that we 

are changing the sector, we are part of the 

change within the urban distribution of 

goods, which makes cities more 

sustainable, avoiding the use of motor 

vehicles in cities, since we make our 

deliveries on foot or by bicycle. 

Accelerate the execution of innovation, 

first in the implementation of new 

initiatives and then in the execution of 

that innovation. That's what sets us 

apart. We are faster in execution, and 

we enjoy what we do and the impact we 

generate. 

2 

We also work on the issue of the 

digital transformation of orthopedics, 

and we improve the quality of life of 

patients, because we make many 

products that do not exist on the 
market. 

Our goal is to improve the standard of 

living of our beneficiaries and their 

environment. We are also looking for the 

environmental impact, because by 

printing within the orthopedics itself we 
reduce courier expenses. 

There are times when we need to raise 

our heads and see what we are doing in 

our day to day; innocently, without 

knowing it, I think that is what we 

contribute.  

3 

All companies produce waste, all 

people produce waste, and they need 

raw materials. Linking these 
concepts, we started working with 

waste, connecting this concept with 

that of opportunity for recovery.  

We have developed our own impact 

measurement methodology for waste 

recovery, measuring the environmental 
and social benefits that arise from giving 

resources a second life, preventing them 

from being disposed of and allowing them 

to replace virgin raw materials.  

We are much more agile and we can 

connect with other agents in the 

entrepreneurship ecosystem in a more 
agile way, providing faster solutions.  

4 

That was the origin, in deciding that 

all our effort had a real value, 

automating a repetitive task, which 

doctors do not enjoy doing and that 

helps in the diagnostic process, which 

is to read electrocardiograms.  

The patient does not want to wait to be 

diagnosed because the disease progresses. 

We were able to see the impact of 

reducing the waiting list and reducing 

patient deaths, which is what matters to 

people. We were able to have a decision 

tree that allows you to operate reducing 
the times in the process.  

Startups, and projects like ours, can 

bring speed. The speed with which 

things can be changed and innovated 

within a startup is much greater because 

there are fewer processes and because 

things that don't work can be taken 

away. 

5 

We think we have succeeded if we 

have managed to get that person to 

come to the village to see their olive 
tree. A person who comes to the 

village knows his olive tree, he knows 

our work, that person is loyal to us 

and to our project. 

From the sixth year onwards, that tree is 

reaching an already acceptable level of 

recovery. Until the sixth year, there has to 
be someone behind it, bearing the costs 

that come with it. People create an 

emotional bond with the tree and don't 

want to leave it, and they come to see it. 

What sets us apart is that we are a very 

well-rounded project, socially, 

environmentally, economically. We 
connect with a topic that is on 

everyone's lips here, which is that of the 

emptied Spain. 

6 

A company that is dedicated to 

developing single-use products, with 

the unique experience of changing the 

plastic element for edible.  

We managed to remove about 45 million 

plastic straws from the market. 

We offer new, fresh ideas, be more 

agile. In large organizations, it's harder 

to get around. We offer tools and ideas 

to make everything more agile. 

7 

Impact in 2021: 25,000 people 

benefited (patients/users, people at 

risk of exclusion); present in 55 

countries, 150kg of plastic reused per 

year. 

From there, we began to think about 

business models that could make our idea 

profitable and sustainable, without losing 

the essence of continuing to deliver these 

devices free of charge to the beneficiaries. 

We also wanted to educate in social 

technology, and after the pandemic we 

launched an educational program for 

schools. We delivered a 3D printer and 

educational books that we have made 

ourselves. We train the teacher and the 

teacher can teach the class; that allows 

us to be everywhere.  

8 

We should be close to the 100 tons of 

food a year that we prevent from 

going to waste. At the family level, 

we must be close to 400 families that 
we have helped. 

We help to prevent surplus food from 

ending up in the rubbish bin. Families in 

situations of exclusion, accompanied by 

social entities, can access food in a new 
innovative way, without stigmatisation, 

which allows them to choose what to eat 

and when to do it through an app. 

The money put in by social entities and 

public administrations is reverted to the 

local neighbourhood economy, because 

our food network is a network of local 
food shops. 

9 

We have worked with more than 
20,000 children, with learning and 

satisfaction rates of over 90% in all 

cases. It is estimated that between 5% 

and 10% of these children will 

develop scientific vocations. We have 

promoted 1235 new vocations at the 

end of 2021. 

Children improve their self-perception 
and self-concept, in terms of seeing 

themselves as scientists, and they see 

themselves very closed to science and 

technology professionals. 

In 2018 we also started to get involved 
in teacher training issues, because it is 

the way to make it more scalable at the 

primary education level. Teachers are 

the ones who are supposed to awaken 

vocations because they are working 

with children of sensitive ages.  

Source: compiled by the authors based on the results of the interviews. 
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Table A5. Social Space, Networking 

Entrepreneur Quotes 

1 

At UnLimited, they are always there for 

you when you need them. They tell you 

what or who do you need, from a 
marketing expert to a contact with a 

multinational; they help you with 

specific things you need. 

Another important topic was to be 

introduced to BCorp. We were certified 

by BCorp thanks to funding from 
UnLimited. UnLimited is a program that 

adapts to you, not the other way around. 

They give you support in what you need, 

contacts you need, expert advice. Their attitude 

is that of how can we help you? 

2 

We participated in the Emprende in 
Health program, between UnLimited 

and Lilly, and were assigned a mentor.  

They made me see that what is not 
measured does not exist. Measure the 

benefit for the client, two days less off, 8 

out of 10 days enjoying the pool, etc. 

Compared to other entrepreneurship programs 
I've been in, none of them gave value to social 

impact; they were just numbers. At UnLimited, 

they are clear that we are in this world to 

improve it, not to destroy it. 

3 

In my case, the connection with a 

company was very important. I liked it 

a lot, I still have contact with the person 

from the company. It is also super 

important to have at your disposal that 

network of mentors, advisors, investors, 

who are really interested. It can also 

help you unblock a specific problem 
you may be having at the moment. 

From the relationship with UnLimited 

Spain I would highlight above all the 

closeness and human quality of the people 

who work there, a fundamental aspect for 

me to want to keep in touch with them. 

They have a genuine interest in providing 

value, in helping you as an entrepreneur. 

They put a lot of heart and love into the 
relationship with the entrepreneurs. 

At UnLimited Spain is highly valued the ability 

to generate a social and environmental impact, 

to be economically self-sufficient, to be able to 

generate economic income. Commitment, 

credibility and personal legitimacy are also 

highly valued, that people are actually involved 

in the projects they lead. 

4 

UnLimited helped us test our idea, 

putting us in touch with people in the 

sector, used to selling to large 
organizations, and who helped us by 

questioning all our initial assumptions, 

getting feedback from people with valid 

content that really helps you to 

improve.  

It is also especially appreciated the desire 

that the people of UnLimited have to 

make a better world. That's also our idea, 
to help both patients in the hospital and 

families, to make their lives a little easier. 

UnLimited helps you measure your 

proposals, how to measure the impact 

you're going to have.  

Thanks to these efforts, two important 

investment funds have invested in our 

company. Idoven becomes a vehicle for social 
impact, providing value to those around you 

and who are committed to you as a project. 

Measuremet is key to move forward and to 

know about it. 

5 

UnLimited is an engagement generator. 

Everyone there has a very high 

commitment, starting with Manuel 

Lencero, who is a person with a lot of 

purpose in life, a great vocation for 

what he does, and communicates that 
very well into all the people who work 

with him.  

Thanks to Manuel’s vocation, you can call 

him directly and he gets involved with 

you, he goes down into the ground. At 

UnLimited they are very close, and they 

have been able to generate a community 

spirit very well. 

At UnLimited, everyone knows who you are. 

6 

UnLimited, for me, is a ship that you, as 

an entrepreneur, got on at a time when 
it helped you a lot and that you have at 

your disposal, and they prepare a port 

for you whenever you want. 

For me it is a window, a support, an outlet, 

a place to grow, acquire new knowledge, 
because each time they are in contact with 

new entrepreneurs, with new ideas and 

you are inside the circle.  

Connection, networking, an organization that 

connects with all spheres of society, that allows 
you to be present at different events or meet 

investment funds, allows you to meet people, 

businessmen, other entrepreneurs. 

7 

Although it was a time of pandemic, 
they facilitated our company design. On 

the commercial side, knowing how to 

deal with a conversation with a 

potential client and knowing how to 

grow. In terms of the project, in terms 

of knowing what money I have and how 

to use it to make it more productive, 

how to invest and grow the project. 

They value your project and value the 
effort you're making. I love how lucky I 

was to have been able to get inside the 

circle of UnLimited; It gives me the 

chance to be with amazing people from all 

walks of life. That hasn't happened to me 

in any kind of previous training, which in 

the end are one-off events that you say 

goodbye very good and that’s it. 

When UnLimited selects you, it’s because they 
see the value proposition, and they’re inside the 

person who is directing the projects, their 

attitude, their commitment. With Unlimited, 

we met the pharmaceutical company Lily, who 

were one of the first companies to hire us for a 

training course. UnLimited also gives you the 

chance to meet other startups from different 

fields and ecosystems. 

8 

From February 2019 we made a first 

round of funding, in which we raised 

€8000, among our close network, 

family, friends. That's also where our 
outside investor came in, and today he 

is the secretary of our board of 

directors.  

The latest funding has been raised among 

our current investors and opening the 

opportunity to become partners to our 

community of 80,000 users, selecting the 
top 1500 users, some of whom have 

placed more than 300 orders with us. 

Unlimited means belonging to a family of 

people with a common vision. We speak the 

same language, we walk together in many 

ways, we share many things. UnLimited has 
given us visibility, reaching new people, some 

of them referents who have helped us to give 

relevance to the project.  

9 

The importance of having a mentor who 
would shape the project and give it 

sustainability, and who was as 

passionate about the educational issue 

as we are, who in the end has become a 

partner in the company, which I 

suppose is not typical. 

They gave us the opportunity to put 
ourselves in front of a camera, offering us 

formal training, pitch sessions and public 

speaking, having the chance to tell it in 

different contexts, with different 

audiences, in different formats, with 

different durations.’ 

We didn't have all the necessary knowledge at 
a financial, logistical and management level to 

start a project, and thanks to the initial training 

we received with UnLimited, we learned a little 

more about how all this was going. Nowadays, 

I think it's more of a network issue.  

Source: compiled by the authors based on the results of the interviews. 


