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While human capital, social capital, and financial capital are considered key
resources for entrepreneursstavivethe process of evolutidinom idea generation to
venture growthit is the knowlege about where to access these resources and how to
deploy thenthatdifferentiatsse nt r e pr e n e u r s Oearlystageesof fourding e s
an organizationThis dissertatio@xamines hoventrepreneurseek knowledge through
variousmultiplex communicatwe strategies during theascent and new business stages
to overcome the barriers efnergencePrior research on entrepreneurial knowledge
provides insights on theutcomefe nt r e p knewleglgeseekidgactivity, yetfew
researcherbavefocused orthespecific communicativprocesseghat relateo the
acquisition of knowledge.

Drawing on scholarship related to knowledge management, media use, and
entrepreneurshiphis dissertatiomncludes three componergsrtaining toearly stage
entrepreneus k n o veéekind) gedaviors: knowledge ambiguity managentleat,

influence ofprior experience, and mentor selection and engagemeaempirical



contextis hightechindustriesin theNew York Citymetropolitanarea featuringone of
thebiggestentrepeneurship ecosystesin the world. The mixed-method approach
employedntegratesnsights emergingrom observationthematic analysis of interviews
and quantitative analysis of survey data.

The resultgenerallyhighlight the significance of media mudtexity in
facilitating entr ep amnmsourcekrirepeeceargusaliined f know
and offline communicationhannels strategicaltp cope withthe knowledge ambiguity
arising fromtheir social and business environmgmwith tactics suclas gtimizing
information relevance, accessing indirect knowledge jreréasing communication
efficiency.Priorindustry experienceay not necessarily enhargen ent r epr eneur ¢
access of knowledg@he findings also highlight the importance of estaliighmentor
mentee relationships in seeking knowledgge Aimilarity ethnic similarity and trust are
key conditiors for developing multiplex media tiegith mentors In addition
entrepreneureely heavily on peers to faitiite knowledge interpretatioWhile the
traditional concept of mentors emphasizes career guidancesttherk brokerage
function of a mentois more relevant ientrepreneuriatontext

In summary, the findings of this dissertatigenerate crucial insights into the
understanding afommunication strategies useddmsrly stage entrepreneunsacquiring

knowledge and overcoming the liabilities of newness and smallness.



Acknowledgements

First and foremost,Wwould like to express my deepest gratitude to my adyvisor
Matthew Weberfor his constant support and encouragement throughout my graduate
school life.Matt is a wonderful advisowho cares about my personal development,
guides me through all thebstaclesand gives me the freedomerplore There are not
enough words to expse my appreciation for his kdness in helping me develop my
career path and finish this nearly impossible dissertation.

| am also extremely grateful to my committee membdrs always believeth
me. Craig Scott generously helped me with insightful comtmérom the first semester
of my program to the final version of the dissertation. gr eat |l y admire Cr ai
optimism Although | did not have the opportunity to take a course with Marya Doerfel, |
enjoyal being her mentee vemuch. Every meetowith her was a fulfilling learning
experienceMy sincere gratitude also goes to Jeff Treem, who was willing to be my
outside committee membdr. have | ong admired Jeffds rese
had the opportunity to learn from him.

| would liketo thank all the professors | have worked withtheSchool of
Communication and Informatidior giving me the opportunities to learn and grow
including Marie Radford, Jen Theiss, Nick Belkifgatya Ognyanova, and Dan
O 6 C o nlaro grateful to haveadJennifer Gibb®n my qualifying exam committee.
Her knowledgeof organizational dynamics offered me tremendous insights in the field.
Thank you to my cohorts, Allie KostericBun Rha, Joy Cgxand Teis Kristensefor

keeping me motivatedndmaking the st of our time togetheMany thanks also go to



my mentors Larry Starr and James LytléhetUniversity of Pennsylvania for cultivating
my initial interests in Organizational Theory a@dmmunication

This dissertationvould not exist without the helpdm all the entrepreneurs that
invested time participating in the resear€heir interests in this research have been my
source of strength during tiheostchallenging data collection phasem gateful for the
trust they haven me and their generousasing of stories and resources.

| would like to thank my familyor their unconditional suppomly grancparents
havehad thegreatest influence on me since my childhdatill remember the instant
noodles my grandfather shared with naé2a.m. whenwe worked togetheto prepardor
my mathexam in high school. | believe my accomplishment is the best gift for his
upcoming 98 birthday.Many thanks to my parentsr their continuous love and their
sharing of my happiness and strtédsank you to my husind, Mike Hay. He is the
person who has always believed in and supported me, not only for my research but my
whole life. | am grateful fothe time hespent on giving comments on my dissertation.
truly could nothave accomplished this without hiffhankyou to my best friend Rhino
for listening and being there when | needed suppasdt but not least, | am grateful for

having the companiamipfrom my dog Kipperalongthe dissertation writing journey.



Table of Contents

s 7

Abstrace é ¢ eeééeéeeéeeéeeéeeéecté

M-
M-
M-
M-
M-
M-
M-
M-
M-

N
N
N
N
N
N
N
N
N
N
N
N
N
N
N
N
N
N
N

é

([N

é e

(¢
D

Tabl e of Contents

M-
M-
M-
M-
M-
M-
M-
M-
M-
M-
M-
M-
M-
M-
M-
M-
M-
D~
D~
D~
D~
D~
D~
D~
D~

List of Tabl esééé

-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-

List of Figureseée

-
-
-
-
-
-
-
-
-
-
-
]

3
(9]

-
-
-
-
-

Chapter 1: I ntroducti on

D
D
D
D
D
D
D
D
D
D
D
D
D
D
D
D
D
D
D~
D~
D~
D~
D~
D~

Research Focusé

M-
M-
M-
M-
M-
M-
M-
M-
M-
M-
M-
M-
M-
M-
M-

Sgni ficance of the Study
Organi zation of the

Chapter 2: Knowl edgéé dén

New Business Stageéeéeéeéeéeééééeceececeé € e
Nascent Business Stageéééééceceéeéepsééececcece
EarlyStageEntrepreeure € € € € é é éé e e éeééééééé. éelb

s 7

Knowledgelntensive Industry é é é € € € € € € € é é é é

[}
[}
[}
-
=
(o]

s 7

Knowl edge in Organizationééééeéeeeéeéeéééé
TheChall enges of Entrepreneuri al BRh owl ed
Knowl edge Ambiguityééééééececéeecepsééeécee
Chapter 3: The Influence of Prioxpgerienceand External Gmmunicatioré € é € ..36
PriorExpere nce and Knowl edge AccesseéeéBeeeéeéec
Breadth of Prior Experienceééééééécéé
Knowl edge Explicitnessééééeéeéeéeéeéééécécé
Relatedness of Priorlpxe r ik enceé éé ééééééééé. € éé
External Communi cation and Knowl edge Ac

Vi



Def

Knowl edge

Prior

Chapter 4: MentoEngagement and Media Multiplexitye € é é é é é

nition of

Experience

Entrepreneuri al

Ot her

Media Multiplexity and Knowledg& e e ki ngé é e é é é

Ti
Relation&
The
The

The

Chapters: Data andMethod® € € € é é

Resarch Ontexe é é é é é

e

For ms

| mpact s
| mpact

| mpact

of

Ment orshipééé

Me d i

Net wor k

and

Strengt héeeéeeéeé

of

of

of

7

é

s 7

ééeé

Research

Desi

agn

Observat

ons

Semist ructur ed

D

D

Recruit men
Sampl eéééé

CodingandAnal y

Rel

abi

t

é

D

D

D

(N

S

y

Soci

é

D

D

D

Age,

a

é

D

([N

D

nt

D

D

Questionnaires

Recr ui

é

t ment é

vii

D

(N

é

D

D

D

D

D

D

(O

(O

Supporteéeeeee

é

Mul tiplexityééeéeeéeeé
Gender,

Proximityeéeéeéééé

é

([N

D

D

D

D

(O

(O

(O

a Useéeéeéé

Engagement

External C

sz

éee ..

([N
([N

sz

([N
([N

ée

ceéeeé

eeéeeéeccée

sz

(O

eeeéee

a

s 7

D

D

Factor sé

([N

eeéeeéee

N
N
N
N

é

D

é

D
D

D

D

D

D

é

é

ews ééé

D

D

é

é

D

D

D

D

([N

([N

D

D

D

D

D

D

Vi

M-
M-
M-
M-
M-
M-
M-
M-
M-
M-

D
D
D
D
D
D
D
D
D
D

D~
D~
D~
D~
D~
D~
D~
D~
D~
D~

D

([N

o

D

D

é

D

D

D

D

D

(O

D

D

([N

D

D

D

(O

D

([N

([N

D

D

8

D

D

D

(N

(O

eleve

D

(O

D

(O

(N

(O

D

(O

D

(O

D

(O

D

(O

(N

(O

D

(O

D

(O

D

(O

D

(O

(N

(O

(O

(O

D

(O

D

D

([N

7

([N

([N

D

D

D

([N

D

D

D

D

D

D

D

D

D

D

D

D

D

(O

D

D

D

D

D

D

D~

104

€105

(O

(N

(O

(O

(O

D

(O

(O

D



s 7

Sampl eéééeeeeéeéecé

Vari abl es

s

Anal ysi sééeeee

and

s

é

éee

eeé

é

éee

Measur es

s 7

e

e

Chapter6: Knowledge Ambiguity and Mbiguity Coping Srategieg

Sources of knowledgg mb i gui t vy
ComplexityofKk nowl edge

Complexity of Roles and&ks p o

é

([N

é

D

ns

s 7

EnvironmentaFac t or s é é é é é

é

é

éee

ée

bi

ée

é

e e
ée
I i

ée

Legitimacy asa Premisd o Knowl edge

Entrepreneur so

Optimize Informat on  Re |

Enhance Communicatin Ef f
Change in
Increase Awarenegs f

Access to Indire t

Specializatiorwi t hi n

Chapter7: The Influence of Prior Experience and Extéi@ammunicatiog € € .€ 169

Descriptive and |

c

7

Teamééééé

nferent

é

eeélere éeeée

é

é

,,,,,,,,,,

é

é

é

t

é

Transfer éééé

Knowl edgeééééé

7

e

([N

D

D

D

D

D

e

ée

7

a

7

s 7

evanceéééeéee

P

Knowl edgeééééé

7

(¢

7

é

é

é

S

é

é

é .

. ..133

é

é

é

é

é

é

é

é

Publicée®&éséebeeeeyw

é

é

é

7

(9]

é

é

é

é

7

D

D

(O

é

7

s

D

D

ée

e.

s 7

113

s

e.

1

ée

7

3

1

é

139

7

B8

€Sét éa.1169s t

7

The Influence of Prior Startup Experiegcé é é ¢ ¢ é ¢ € é é . 174
€ é

The Influence of the Breadth of H o r

The Influence of the Relatedneddwior Experies € € € é é

Mentor SelectonanBEngagement é é ééé

viii

Experience

s 7

é

é

s 7

é

e

Chapter 8: Mentor Engagement and Media Multiplexigy é é é é é ...é

7

é

é

é

é

é

é

é

é

é

é

é

é

é

7

é

é .

e.

é

é

s

7

c

é

180

184

é

é

é

é .

s

e

7

S

é

s

€

r C oKpnionng eStgrea tAentbiiegsu i ftoy é é é é

éééeéeééeeéé.

7

e

é

7

e



Balance of Accessibilitp nd Capabilityéééééécee

RelationalMul t i pl exi tyéééeeeeeéeéeééééecee
PeerMento shéepéééecéécécééeéeéeéeéeée.

Extended Advie Net wor kéééééeééééeeécéeceé

rr rs s7

ée

é

é

éee

189

ée.

Mentor Multiplexityand M nt or Engage me rRtéeEEEEd O

sz sz

Descriptive$ at i sti csééééééececeeeeéeéée

ée

The Influence of KnowledgBourcesn Engagement Behavi

Media Multiplexity, Tie Strength ahKno wl edge Acqui si ti oné

Media Multiplexity and Relatiora Mul t i pl exi t yéééé e é é é é
Predictorsof MedidMu | t i pl exi tyééeéééééééeéeeéeeece.
Chapter 9 Moving Forward: Summary and Implicatiagng é é é € ..é é é € ..208
SummaryofteFindngs é é éééééeeéeeéeééééééee. 2009
Theoretical inplicationg € € € é . . . éééééeeeéeéééé 225
Practicallmplc at i onsééééécéeéeéeéeéeéeéeeeee. . 228
Limtations é ééééééé. . éeééeéeéécécééeéeée. 229
FutureResar chééééeééeéééécécécééeéeeécéeé. 231
Concludnglhought séééééeéeéeéeééééééeeceebeée. 2 3
Appendix AXA3: Correlatin Teb | es ééééééééeéeeéeéeééééée. 6. €23
Appendi x B: Terminol ogyééeéééééééééc2dléeeéeééé
Appendix C Interview ConsentHomé é é é é é é . . € éééééééée. 3¢. .2
Appendix D SurveyConent Forméeéeéééeéeéééeeééeéeéedspée. 2
Appendix E Recruitmentetter é éééééééééééééééeéeéééerso
Appendix E InterviewPot ocol ééééééééécéeéeééééééééege. . 24

s 7

é1¢

eelo

0



List of Tables
Table 1. Sample of Fieldwork Sitese ¢ € é 6 é 6 ééé e ééeéeéééé. 100
Table 2. Interview Participant Profdee ¢ ¢ ¢ é é é éeéeééeééééééé. . 105
Table 3 Survey Sample DemograpgliandBs i ness Char acteri sticséc

"""

Table 4. Variable Descriptionor The Second Componenlp2téécecee

"""

Table 5. Variable Descriptionor The Third ComponentlZxééeéeececeé

"""""

Table 9. Total Areas of Prior Experience among Entrepre@etirs e ¢ ¢ € € é . 170

Table 10. Independent Samplest ofthe Influec e of St artup Experien
Table 11. Model Results Testitlge EffectsofBe adt h of Pri or Experi e

Table 12. Model Results Testitlie Effectsof Relatel ness of Pri or Experi
Table 13. Number of Communication Channelsddsen Me nt or shi péééééé él
Table 14. Types of Resource ExchangesveerEnt r epr eneur and Ment o

Table 15. Onavay ANOVA of EngagementBehvi or s by Knowl edge Sol

rrrrrrrrrrrrrrrr

Table 16. Mdiation Effectsof Te St rengt héééééééééééeéeeeéé.

rrrrrrrr



List of Figures
Figure 1. Total EarhstageEnt r epr eneuri al Activity (TEA) é
Figure 2. The OCEDameworkfor Entrepreneurship Indicat&vrse ¢ é é é é é . . . 2 3
Figure 3. Framework of Entrepreneurial Knowleélge é e e e € € € € € € é é 2 4
Figure 4. Hypothesized Model of the Breadth of Prior Experierece® ¢ € € € é . . 3 8
Figure 5. Hypothesized Model of theR at edness of Prié@erdBxper i ¢

,,,,,,,

Figure 6. Hypothesized Model Bfn o wl edge Acqui sitionééééééeeceE

Figure 7. Hypothesized Model of Relational Multiplegitg é ¢ é € € € € € € € 7 5

Figure 8. Hypothesized Model of the Predictors of Media Multipléxiéyé ¢ ¢ € . . . 7 8

"""""""

Figure 12. The Entrepreneurship Gender Gajew York City 2014¢ é é é é é € . 9 8

Figure 13. Conceptual Diagram of Conditional Process Modela&) & #4 ( b) é é é.

rrrrrrrrrrrr

////////////////////

Figure 19 Frequencyf Knowledge Newvork Engagerant é ééééééeééeé. .. 173
Figure20 Ent r epr e nBifficulsyé oF e rkmeoiwleedd ge Accessé. é

Figure 21 HypothesizedModel ofthe Breadth of Experienc&i t h Resul t sé é é é.

Figure 22 Knowledge Explicitness and Relatedness of Experiericé ¢ é € ¢ . . . 182

Xi



Figure 23 HypothesizedModel ofthe Relatedness &Xxperience with Resukésé é 1 8 3

Figure 24 The Media Entrepreneur Use to Communieeitt Mentoe é e € € é . 197
Figure 25 The Types of Resources Entrepreneur Gainedieannt or é € éééé. 197
Figure 27 HypothesizedModel of RelationalMultiplexity with Resulte ¢ € € é . . 5 2 0

Figure 28 HypothesizedModel of Predictors of Media Multiplexity with Resudt® 2 0 6

Xii



Chapter 1
Introduction

Entrepreneurship is central to the way in which economies are able to grow over
time. Recent research shows that entrepreneurial orgamzatatribute to regional
growth asaprimary source of new jol{glathaway, 2016; KritiKoS, 2014 ompanies
less than one year old have created an average of 1.5 million jobs per year over the past
three decade@Viens & Jackson, 2015 hese employment opportunities generate
income and ultimately reduce pove(fdasra, Khan, Hunjr& Rehman Ur, 2011)Based
on the2018annualreport from the Global Entrepreneurship MontGEM), almost70%
of the working populatiom 52 economies around the wolldlieve that entrepreneurs
enjoy high status within their societies &®%o of the working populatiorin North
Americasee good opportunities for starting a busir{€ebal Entrepreneurship Monitor,
2018) Overall, entrepreneurship has attracted increasing public interest as a well
regarded career option with promising opportunities.

However, the early stages of formiagcommerciallyviable @mpany present
entrepreneuwith numerous challengeAt least half of new ventures fadwithin five
years(Huang & Knight, 2017)Compared to more mature organizations, entrepreneurial
organizationsnust shoulder significariabilities of newness and smallness that threaten
their survival and growtfAldrich, 1999; Stinchcombe & March, 196®)ntrepreneurs
must also addreshange and unpredictability in ihenvironmers, such agvolving
consumer preferensand theunpredictabldehavior of competitore/on Gelderen,

Frese, & Thurik, 2000Entrepreneurial ganizations are most fragile at the beginrohg



their lifecycleandincreaseviability over time(Sapenza, Autio, George, & Zahra, 2006)
A 2014 survey of 242 entrepreneurshowed that unpredictability of overall business
conditions (46%j}vas the most cited challenfgcingearly stage entrepreneurs
(Kauffman Foundation, 2015¥lany of these challenges arise frearly stge
entrepreneus | i mi t ed access to information.
Communication Behaviors of Ehtrepreneurs

The significance and consequences of communication have been widely discussed
in the entrepreneurship literatuuccessful entrepreneurs have the responsibility to
manage the internal operation of the emerging businadalsohaveto develop external
networks(Lee & Tsang, 2001 Communication igentral in this processn&epreneurial
opportunities have been shown to fievol ve
net wor k (ArdichliaCartdoza) & Ray, 2003; Sélvell & Larsson, 2006, p. 338)
During the initial idea generation period, entrepreneurs benefit from external advising
such as mentorship validate theibusiness concepts and prioritize among many
possible actionéChrisman & McMullan, 2000; Frederic Delmar & Shane, 2002)
Moreover, startup development rarely proceeds according to plan; the process involves
change and adaptatigklofsten, 2003) Entrepreneurs learn to develop knowledge,
adjust strategies, and make decisions with the input from ektarpportergSolvell &
Larsson, 2006)At each stage of development, entrepreneurs rely on communication to
initiate and develop social networks.

Externalcommunication plays a critical role in the development of
entrepreneurial organizatiort&ntrepreneurs of successful organizations tend to spend

more time communicating with their stakeholders than those of unsuccessful



organizationgDuchesneau & Gartner, 199@ntrepreneurs employ various
communicative tactics to organize resources and influence their external environment
(Aldrich & Fiol, 1994; Lounsbury & Glynn, 2001)yhese communication activities play

a critical role in helping entrepreneurs build legitiméiogeds, Mang, & Frandsen, 2004;
Zimmerman & Zeitz, 2002)acquire resourcgSmith, Smith, & Shaw, 2018nd

establish their sense of ident{ty/arren, 2004)An anal ysi s of entrepre
participation in indstry eventshowsthat social interactions in different events were
more likely to help entrepreneurs coordinate resoy@&sn, 201Q)Smith et al. (2017)
indicated that different social media chanmabke varying contributions to
entrepr eneur Adscussiwecappaobch alsd pugdgesasléngrepreneurial
identity isrelational and emergerdeveloped throughommunicatiorwith family,
customersgcompetitors, mentors and othéRigg & O'Dwyer, 2012)Basedon this
approach, entreprenedridentity progressethrough the notion of becoming, through
and in relation to others.

Althoughexternalcommunication is widehacknowledged as a key activity for
entrepreneurseeking to develop their networksacces resourcegesearch to date has
taken a coarsgrained view of communicatiomerely registeringhe frequency of
information exchanger the time spertommunicatingHuggins & Johnston, 2010;
Shepherd & Zacharak 2001; Witt, 2004)To that end, extant research on
communication and entrepreneurship devotes less time to discussiomfdize
through which entrepreneurial communication and relationship maintenance are enacted
(Ledbetter, 201Q)s well aghe fact that communication often occurs across multiple

channels, sometimes simultaneouslge role of multipex communicative ties in



externalnetworks remains a relatively understudied area of rese@talythornthwaite,
2001; Selg, 2015)ndeed, prior work often glosses over the nuanced mechanisms by
which communicative interactions impact entrepreneacVity.
Entrepreneurial Knowledge Seeking

Communication is central not only to the concept of network relationsliips
external stakeholderbutalsoto the concept of knowledgknowledge is the foundation
for an entr epr ene guviva and longegeanmsuskaiaabilitypiesh s e ar |
& Noel, 2009) The rise of the knowledge economy created an explosion of
entrepreneurial actity and new firm formatiorfAcs, Carlsson, & Karlssqri999)
Acquiring external knowledge is closely related to the meaningfulness and novelty of
new productgKim, Im, & Slater, 2013jand the search of potential new market openings
(Gaglio & Katz, 2001)Fledgling organizations that can mobilize the tacit knowledge
embedded in their social relations enjoy a sutigtbadvantage over competitqStuart
& Sorenson, 2005)o that end, knowledge management has received a great deal of
interest in recent entrepreneurship literature as scholars focus on ways in which
entrepreneurs manage knowledge, such as gamgraticessing, sharing, and exploiting
knowledge to create competitive advantaésAdam & McAdam, 2006; McKelvie,
Wiklund, & Brattstrém, 2018; Smith, Collins, & Clark, 2008Yior research provides
comparativelyich insight into the enablers and consequences of knowkszkjeng.

The use of communicaitn in seeking knowledge remaireatively understudied.
Limited empirical research has been conducted about the process of searching
knowledge, which is often ragded as the first critical steps in the entrepreneurial

procesg{Shane & Venkataraman, 200@) particular|ittle work has focused ohow



knowledgeseekng is communicatively achieved as wellmsve nt r e pr eneur s 0
background affects their experiencEsat r epr eneur s6 previ ous exp
abilities to comprehend, extrapolate, interpret, and apply new inforn{ateh&
Robertson, 1991Whi | e some expl anations of how entr
communication behaviors have been identifiege & Tsang, 2001¥indings are
generally fragmented and inconclusive

Multiple theories and empirical studies have suggested the potential impact of
prior experience on present entreprenelngdaviorsFor example, based on the theory
of bounded rationality, lessxperienced entrepreneurs need to cope with limited
conceptualizations of problems so that their knowleskgking processes aim to satisfy
rather than optimiz€Cooper, Folta, & Woo, 1995)Iso, building onthe idea that
building ties with unfamiliar others in unfamiliar contexts requires certain social skills
and credential@Baron & Markman, 2003Stam (2010found that entrepree ur s 6 pr i or
experience correlates with their willingness and social competence to initiate new ties at
events. In contrasthe concept of bricolagenplies that more experienced entrepreneurs
are more likely taoncentrate on exploiting the availaklewledge at hand rather than
seeking ouhew knowlelge (Baker & Nelson, 2005Prior experiencéas also been
viewedasast umbl i ng bl ock inhibiting €Retberepr ene!
& Fischer, 1999)However prior studies either did not explicitly examine the different
dimensions of prior experience omamunicationbehaviors otheydid nottake into
account thelimensionf knowledgetself in influencing the knowledgseeking

process.



Entrepreneurial Mentoring

While funding remaingne ofthe biggest barrisifor early stage entrepreneurs
the necesary financial support is not in itself sufficientdnable them to fulfill their
potential. A study for the G20 Young Entre
a pressing need to provide these emerging businesses with a broader support gcosystem
including mentors, incubators, starp pr ogr ams, entrepreneurs?o
facilitate the sharing of knowledg@Ernst & Young, 2013)The GEM Surveyindicates
that it is particularly important fahe policymakes andemployees in other business
sectordo createopportunities fonetworks thatcan assist in the mentoring of young
entrepreneurs and women @preneurgGlobal Entrepreneurship Monitor, 201K)any
governments have introduced programs to support entrepreneurs. For example, the
Canadian Youth Business Foundations pravtdgh-potentialentrepreneubetween the
ages of 184 access to a personal mentor for a minimum of two years in addition to
CAD 150000 funding(Goverment of Canada, 201@he provision of mentorship
programs is pdicularly useful for young entrepreneurs who have limited work
experience.

Many scholars recognize the importance of mentorishiipe entrepreneurial
context(Haggard, Dougherty, Turban, & Wilbanks, 2011; Ozgen & Baron, 2007)
Mentorship is a process thatprimarily associated with transmitting knowledge
(Roberts, 2000)Through developing mentorship relationshipasly stage entrepreneurs
may benefit from cognitive learning (new knowledge and dpipdy recognition),
affective learning (improved se#ffficacy), new connections, and even increase

profitability (Bisk, 2002; StJlean & Audet, 2008Most prior researcbn entrepreneurial



mentorship focuseon articulatingne n t impastHorearly stage entreprenedrs

personal development and organizational grai8iigel, 2017b; Stlean & Audet, 2012)

In order to attract the attention of a mentor, entrepreneurs must be able to sustain and

nurture interpersonal relationships and demonstrate their potential for achievement

(Fagenson, 1989Yet, there is a dearth of attentibmthe ways in whickearly stage

entrepreneurexchange knowledge and maintain relationships with mentors
Communicatiorbetweerearly stage entreprenewasd mentors may occur in a

variety of forms, such as fate-face, email, video chat, instant messaging, and social

networking sites. The use of different communication forms may facilitate the transfer of

contextspecifc information and enhance the effectiveness of knowlseég&ing(Lind

& Zmud, 1995) Media choice is one significant factofluencing the formation of

individual social networks and the knowledgfgaring processes in organizati¢@sbbs,

Rozaidi, & Eisenberg, 2013; Kim, Kim, Park, & Rice, 200{pwever despite extensive

work on mentofentrepreneur relations, litttesearchas focused on identifyintpe

determinants of entr ep thesenediachoie affecdithes c hoi ¢

processes and outcomes that entrepreneurs experience or achieve. There have been few

attempts to detail how entrepreneurs maintelationships with mentors through a

variety of channels. Likewise, few have detailed how entrepreneurs navigate multiplex

channels based on social relationships, personal characteristics and motives, as well as

contextual factors.



ResearchFocus

Thefirst goalof thisdissertations to explore the sources of knowledge ambiguity
during earlystage obrganizatiorfoundingand the waarly stage entrepreneuwrspe
with such ambiguityand uncertaintyin this way, this dissertatidiocuses specifically on
ent r ep network engagednent and media use as two dimensions in analyzing how
theyinterpretand accesknowledge Secondthis study explorewhetherthe breadthand
relatednes®fe nt r e p premexperiensedwill lead tdifferentlevels of knovedge
accessThis section focuses on interactions within the knowledtgnsive industries in
which entrepreneurs are expected to use superior knowledge and judgement to create
value In addition, this study examines the association between media ngdeéige
network engagement and knowledge access. The influetke®wifedge explicithessn
entr epr en e useekidng pkocessuslalsodngleded in the analy$isd, this
studyextends the literature by exploritfte outcomes and antecedents of imed
multiplexity between entrepreneurs and their mentfisile media multiplexity has long
been related to tie strength, this study examines this association in entrepreneurial context
to explore how media use affeétnowledge acquisition.
Significance d the Sudy

The overarching goal of thdissertatioris to better understand knowledge
seeking behaviors among easltage entrepreneurs by examining how they interpret and
leverage information as well as how they identify and interact with knowledgeesdar
reviewing prior literaturethreelimitations emergeat the intersection of
entrepreneurship and communicatibirst, the significance of how entreprenesesek

knowledge and what they do to enhance their knowkseg&ing experience &



neglecedarea of study irentrepreneurial behaviosecondthere is limited

understanding diowe nt r e p priermexperienssicomplicatehe knowledge
seekingprocess. Thirddespite the growing interest in using communication as a variable
for measuring th occurrence of interaction, there is little empirical research into the
actualcommunication processes of acquiring knowledge, and how patrticipation in these
communicative activities relates to knowledge access.

The three limitations in the prior litetak are further discussed beldwitst,
compared to the role of financial capitahtrepreneurial knowledge has not been given
sufficient attention in regard to its influences on the wholechfele of entrepreneurial
organizationHuman capital, socialapital, and financial capital are the three main types
of entrepreneurial resourc@dorin, Lubatkin, & Schulze, 200&cknowledged by
scholas acros social science disciplines, from economiGdaeser, Laibson, &

Sacerdote, 2002p sociology(Burt, 1992) In addition,Clough, Pan Fang, Vissa, & Wu,
(2018)include legitimacyFrédéric Delmar & Shane, 2004atent{Hsu & Ziedonis,

2013) and narrativeMartens, Jennings, & Jennings, 20@g)alternative forms of

entrepreneurial resources. Among these entrepreneurial resources, venture capital (VC)
financing has been used as the most crucial outcome leatisinally explained by human
capital (e.g. entrepreneursd education bac
composition). Scholars question the validity of focusing predominantly on financial

outcomes, as such a focus is often due to the ease stafceecondary data on VC

funding and the fact that VC funding has been the center of media coy€taggh et

al., 2018; Ruef, 2006 here is limited attention for how entrepreneurs search for and

access alternativesources such as knowledge.
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Secondthere is limitedunderstandingfchow the entrepreneur searches for
resources in the first place, even thoagich work hasocused howentrepreneurare
granted access to resour¢€sough et al., 2018)T'he assumption that knowledge search
is not important for entrepreneurs is based on two factors: first, entrepreneurs are not
affordedto focus on hoosing the bedit knowledge holder at early stage, and second, it
is relatively difficult to observe or measure the way entrepreneurs engage in the search
procesgClough et al., 2018 Among the three steps of process mechanmsmely
search, access, arrdrsfer of resourcethis dissertation examinesearchand access
behaviorsThe f ocus i s on how eognitionespapetheice ur sé att
actions, how their actions interact with environmental conditions, and how these
responses together influence the effectiveness of their knowseadieng.

Third, the ways in whiclentrepreneurs communicate to identify relevant
knowledge sources and signal intention for knowledge tramséarot welldocumented.
While knowledgeseeking has been extensively reviewethexcommunication literature,
the context is mostly within organizational structures, wintlerently facilitatehe
awareness and retrieval kiiowledge In theentrepreneurial context, however,
understanding of how individuals, who in most occasions function as organizations, seek
knowledge and engage with their knowledge sousisiited Communication is the
key resource in facilitating the exchange and coordination between #Cooper,

Hamel, & Conmughton, 2012)In this framing, atrepreneurs are agents who actively
shape their environment through different communication and collaboration strategies
(Engel, Kaandorp, & Elfring, 2017 aking acommunicative view oéntrepreneurial

knowledgeseeking echoes callo examine entrepreneurship as a process and focus on
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what the entreprenie does to identify opportunities and acquire resources, not who the
entrepreneur i€Baron & Henry, 2Q1; Gartner, 1985 verall,a focus on
communication in obtaining knowledgeentrepreneurial processedl shed light on
how entrepreneurs navigate a nascent and uncertain environment.
Organization of the Dissertation

Chapter lhas offeredan overviav of the background of the dissertation and
points out the significance of the research questibims.following sections of this
dissertation are organized as folloWwhaptes 2, 3, and4 reviewthe relevant literature
relating toentrepreneurial knowlegg, communication behaviorandmentorshipThese
threechaptes introducethe theoretical framewosKor this study and highlights the
literature on specific tensions in explaining the knowledgeking phenomenon among
entrepreneursBuilding on prior vork, research questions and hypotheses are proposed
Chapter Sllustrates the empirical context of the researahdpresents the detaitd the
data and methodResearchlesign samplingmethodologydata collectiorprocedures
and analysis procedurasediscussedNext, chaptes 6, 7, and8 present the results
corresponding to the research questions listed in clsdhtérand4. Chapter6 offers
insight into theway earlystageentrepreneurpursueknowledge, specifically how they
navigate an uncertagnvironment through interacting with media channels and social
networks.Chapter7 presents the impact of prior experience and knowledge explicitness
on entrepreneurs6 media use, net work engag
provides an integrated dmnteracting view of théormation and maintenance of
entrepreneumentor relationshipChapte© concludes with a discussion summarizing the

research findings, implications, and limitations as well as future research directions.
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Chapter 2
Knowledge Ambiguity

This chapter details the factors leading to knowledge ambiguity alongside the
coping strategies baked into eastpgee nt r epr eneur s6 communi cat.i
early entrepreneur is introduced, followed by an extensive literature review keythe
concepts of organizational knowledge and entrepreneurial knowledge. Understanding the
priorities and constraints of emerging organizations aids in the understanding of
entrepreneur sd mogeekmpt i ons i n knowl edge

Entrepreneurship the processfaleveloping a new organizatiérngenerally
connotes a meaning of earliness and uncertaiiy.life cycle of entrepreneurial
organizationss auseful framework fodefining entrepreneurial activity and
understanding the organization creation pro¢€sessman, YHRenko, & Janakiraman,
2012; Memon, Rozan, Ismail, Uddin, & Daud, 201&)the entrepreneurship literature,
organizations are seen as progressing through emergergegreath, later growth,
maturity, and often deafliite & Hesterly, 2001)This dissertatioradoptsGEM6 s
operational definitionsf entrepreneurial process of eashage phases.

GEM collects primary data on a global bamiuallyand itsentrepreneurship
indicators have been widely usedthg United Nations, World Bank, and Organization
for Economic Ceoperation and Developme(@ECD). There are four phasés nascent,
new business, established business, and discontindatessociated wit new venture
evolution(Global Entrepreneurship Monitor, 2018)s a matter of definition, this
dissertation regards amergingorganizatiorasanorganizationin-creation, comprised

of a nascentgfre-organizational) stage and aw business stage.
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Nascent Business Stage

Katz and Gartner (198&)dicate that the problem with most organizational
lifecycle theories is that the researchamyy focus on the stages after the organization has
come into existence. There has been a fatigrrecognition of the significance of the
stage preceding the legal establishment of the organiz&titm& Hesterly, 2001)In
this approach, the investigation of entrepreneurship is not just on new venture creation,
but also on the entire creation process, since nascent entrepieggamso communicate
theirintentions to start a businessgardlessvhether they get to the founding stage
(Kessler & Frank, 2009)t is the6 s e e grocessg that sustains the emergence of new
organizatios.

This nascent stage has been further divided into two phases: theridea
conception phasand the prstartup phase. The conception phase is the time when
entrepreneurs identify an unaddressed market needatdecuring funding to create
new solutions. Entrepreneurs then use the initial funding to test their ideas by developing
prototypesand collecting feedbadClarysse & Bruneel, 2007)n the prestartup phase,
with a product in hand, the entrepreneur decides to build an organization and starts
searching for resourcé¢€larysse & Moray, 2004)The time spent in this stage is largely
industrydeterminedRoberts & Dowling, 2002)For example, biotechnology startups
tend to spend more time in conception phase than intbased startups for testing
solutions(Memon et al., 2015)These two phases togethienew business and nascént
mark a critical period determining the future direction of an emerging organization.

As shown in Figure 1, earlstage entrepreneurial activity refers to the fstage

process from conception to organization growth (or discontinuattmmpared to those
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organizations already in the process of creation, hascent organgzasiually do not

have clearlydefined goalsavailable resources, boundadgentifying conditions and

ongoing exchang@Grossman et al., 2012; Katz & Gartner, 198amining

organizations at the nascent stage allsgiwlars o0 ex pl or

e entrepreneu

time of high organizational ambigui{erossman et al., 2012 addition, this is a stage

when entrepreneurs are known to be involved in high network dynamism)Jyactive

meeting and interacting with those individuals who might emerge as future resource

providers(Greve & Salaff, 2003)Moreover, nascenamnnotes a state in which

entrepreneurs face a lackawareness by outsiders, which incredke difficulty of

acquiring essential resourd@ditteness, Baucus, & Nton Jr, 2013)In general,

emerging organizations need to overcome the disadvantagasiof) limited external

resources and the lack of structures to support daily operation.

_ Nascent
Potential entrepreneur:
entrepreneur

involved in setting
up a business

Conception Firm birth

Ownermanager of a
new business

(less than 3.5 years
o][s)}

Discontinuation of business
A

|

Owner

_» manager of
an establishec
business

Persistence

Figure 1 Total EarlystageEntrepreneurial Actity (TEA). Adapted Fron2017/2018Global
Entrepreneurship MonitdReport, January 201&etrieved from

https://www.gemconsortium.org/report/50012
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New BusinessStage

The new business stage includes two phdséise survival phase and the early
growth plase(Memon et al., 2015During the survival phase, entrepreneurs have
established the organization dmwught the product to the market. It is particularly
challenging for these organizations to generate enough income to sustain daily operation
and increase market acceptabi(iBullivan, 2000) Increasing efficiency is key in
ensuring stable organizational growifMcGowan, 2012)In the early growth phase, the
entrepreneur starts building a team and the entrepreneurial organization exhibits initial
stableness.

In the process of creating something new and different, early stage entrepreneurs
need taacquire and assemble the resources for its exploration and exploitation. Scholars
have identified four properties of new organizations: intentionality, resources,
boundaries, and exchan@dcKelvey, 1982) Intentionality describes the common belief
structures regarding the goals, purposes, history and methods that sustain the organization
(Katz & Gartner, 1988; Van de Ven & Ferry, 198Bgsources refer to the physical
components that form the foundation of an organization, suchnaarhcapital, financial
capital, property and crediiannan & Freeman, 197 7oundaries capture the idea that
the new organization possesses some of the resources within the boundary, namely,
companyname, address, licenses, etc. that form the premise forlmsasslary exchange
(Kilby, 1971) Finally, organizations also benefit from ongoing transactions and
exchanges with various internal and externatiest In general, these four properties

capture the components that sustain the operation of a new organization.
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Early StageEntrepreneur

The owners obrganizatios in the nascent or new business staye called
A e agstageg nt r e p rtmreuocertain environments of emergence, eatage
entrepreneurs must fAinitiate resource mana
(Grossman et al., 2012, p. 176When it comes to network research, many prior studies
selected the organization rather than the owner as the unit of analysisétuay
believed that the overlapping networks of owners and staff will provide more insights for
organizational level resear¢Bhaw, 2006)However, entrepreneuriattivity here is
referring to persoal behavior This dissertation focuses on how eatlggeentrepreneurs
develop knowledge networksi ven t hat an organi zationbs i
originate with the founders or dounders(Baker, Miner, & Eesley2003; Grossman et
al.,2012) These entrepreneuri al net wor ks are 0f:¢
concerns and soci al ¢ qJoharinisseoe,1998, p.BOH) i ndi vi d
addition, the internal knowledge capacity of emergirganizationss mostly shaped by
t he founder sd as s e nidwprkseekgo knierstahdehd mftuenceHe n ¢ e
of individual communication behaviors on their own knowledgeking processes rather
thanthe interactions within a staph team.
Knowledge Intensive Industry

The focus of this dissertation is on knowledgéensive industrieDifferent
business sectors operatetiheir own institutional contexts, which encompass formal
structures as well as informal conventigbg Clercq, Lim, & Oh, 2013)Thus, the
communication behaviors of eadyageentrepreneurs are both constrained and enabled

by the specific institutional context associated with the business gbdWaggio &
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Powell, 1991; Meyer & Rowan, 1977)he emerging organizations in this dissertation
arelocated inknowledgeintensive secta; which constituten area of increasing
theordical interest in entrepreneurial stud{&sédéric Delmar & Wennberg, 2010)
Organizations in knowledgmtensive sectors are more intensive in their inputs of
technology or human capital than other sectors.
Knowledgei nt ensi ve business service consi st
organizations whoely heavily on professional knowledge, i.e. knowledge or expertise
related to a specific (technical) discipline or (technical) functidioahain to supply
intermediate products and services that are knowledge fdeedg, 2000, p. 505) 0
There are three key assumptions implied in this defin{fibuller & Doloreux, 2007)
First, the services or products offered by knowlemgensive companies are for business
use, not for private consumpti¢8trambach, 20015econd, theoncepo f Ak nowl edge
intenshe 0 coul d be under st ood @vdes,i2005)artbe ms of |
conditions of exchange between producer and (itsrknes, 1998)Third, knowledge
intensive wok demands compleixtellectual input for decisiemaking and operations
(Alvesson 1995)Overall, knowledgentensive industries are businessented sectors
that have aigh demandor humancapital andequire ongoing development of new
human capital.
Knowledgeintensive organizations either produce technology as an end product
or use technology in the production process. For instance, information and
communication technology (ICT), media, professional services, and finance and
insurance are viewed agghly digitized industries across dimensions in assets, usage and

labor(Dutta, Geiger, & Lanvin, 2015lso, unlike capitaintensive or labomtensive
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organizations, knowledgatensive organizations draw upon the application of superior
knowledge and jugement to create valgarreman, 2010; Starbuck, 1992)
Entrepreneurs are expected to possess specialized skills for launching a business in the
knowledgeintensive sectofKim, Lee, & Reynolds, 2012Compared to other sectors,
high-tech industries often have higher entry barriers and require more startup costs.
Knowledgein Organization

Knowl edge is a foundation of an organi zz¢
sustainabilityand longterm succes@ock, Zmud, Kim, & Lee, 2005)Thesignificance
of organizational knowledge is attributed to fgebwing globalized economiesd the
advancement of information and communication technoldéilesi & Leidner, 2001)
While some reseahers use the terms knowledge and information interchangeably
(Bartol & Srivastava, 2002hereinknowledgeis definedas the accumulated body of
information gained from experiencasd based on contexthich can be used to inform
actions(Davenport & Prusak, 1998)nformation is a combination of data that an
individual can use teolve problemg$Child & Shumate, 2007)rhe availability of

information helps individuegbnstadd B8e!| op

=
(@]

or

| nformati on, coupled with knowledge, influ

formation in new venture creatigAjzen, 1991)andtheir skills in tackling statp

challengegBlair & Marcum, 2015)Although both terms are used in this dissertation,

Aknowl edged refers to a more refined versi

entrepreneursd personal I nterpretations.
Knowledgetransfer. Organizations achieve better performance through the

sharing and transferring of knowledge among employ@esimunication scholars study
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knowledge mostly in the organizational setting, focugingi mar i |y on dAdhow d
group members arttieir organizational colleaguéscate, store, and retrieve the
knowl edge that they need f o¢HollindgskeadrFulk, ndi vi d
& Monge, 2002, p. 335Knowledgesharing refers to the process of exchanging task
information and knowhow to enable idea generation and problem solitansen,
1999; S. Wang & Noe, 2010Dpuring this process, individuals interpret knowledge to co
create meaning&llison, Gibbs, & Weber, 2015)n practice, knowledgsharing may
involve verbal communication about a giveskathe exchange of tangible resources, or
implicit coordination of expertis€Cummings, 2004)As a matter of definition,
Oknogue etdr ansf er 6 sdhdrisguwhiehsdes kat explititly idvplee the
acquisition of knowledge by the recipid@abrera, Collins, & Salgado, 2006; Szulanski,
Cappetta, & Jensen, 200&Knowledge transferan only occur when both knowledge
seeking and knowledggharingexist

There are numerous variablthat complicate knowledge transiier
organizational settirgy Scholars have emphasized the significance of somjmitive
factors, such as incentives, trust, and relationships in influencing knowdbdgeg
(Chow & Chan, 2008Emp | oyeesd | ack of wiidoftenctgdasess or
a key inhibitorto knowledgesharing(Hansen, 1999)Complexity of knowledge may
additionallydiminishability of organizational members to transfer knowledge. When
knowledge is dependent on other information, or is difficult to dootnaelditional
communicative efforts will beaquired to coordinate knowledgéaring.Competition
bet ween team members may further restrict

with another
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The network perspective of knowledge argues that orgamnedtknowledge
resides not in particular individuals, but in the network as a whole (Contractor, 2002).
The explosion of thenternet and proliferation dCT technology motivates the concept
of MAor gani z a t(Haman, Sinisn&ekiadormn 2000kionot only the
individuals that communicate knowledge, but also indivielirmaggregate, such as those
in groups, departments, and organizations, as well as nonhuman agents e.g. knowledge
repositories (Contractor & Monge, 200Because the sources of knowledge are often
distributed and amorphic, the significance of knowleggeking sometimes overrides
that of knowledge contribution in the entrepreneurial context.

However, most research on knowleggfering has focused solely on the
motivations and behaviors associated with knowledge contribemauset is more
complicate than knowledgseeking(Bock et al., 2005; Orlikowski, 1995; Wang & Hou,
2015; Wasko & Faraj, 2000hs aresult,it s uncl ear fsdekingcaklmeo wl e d g e
encouraged, and how barriers to knowledgeking cato e o0 v e {Back, me 0
Kankanhalli, & Sharma, 2006, p. 358; Markus, 20@khong the more recent work on
knowledgeseeking, many have focused on exploring the use of knowledge management
systems within organizations such as electronic knowledge repos{téaiekanhalli,

Tan, & Wei, 2005)and eletronic expertise directorigflevo & Wand, 2005)which
store codified knowledge for future reuse. While extensive attention has given to
knowledgeseekingwithin organizationthere is a pressing need to stkmpwledge

seeking behaviors in int@rganizational settings
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The Challenges oEntrepreneurial Knowledge

Compared to other types of organizational knowledge, entrepreneurial knowledge
is particulaly abstract anéxperiencebasedFollowingKirzner (1979) this dissertation
defines entrepreneuri al k n owd thakgosvledgesof Afan a
where toobtain[a]r esour ce and of how to deploy ito |
knowledge signals a heightened awareness of information, which enables entrepreneurs
to fibe sensitive to information about obj e
environment, with special sensitivity to maker and user problems, unmet needs and
interests, and nov e l(Ardchvih& Cardazo, 20001 Bay& f r es o u
Cardozo, 1995, p. 10%uch experienebased knowledgaif | uences entreprer
perceptions of their ideabs desirability a
act(Kuehn, 2008; Schenkel, D'Souza, Cornwall, & Matthews, 2015; Shane &
Venkataraman, 2000Ent r epr eneur s6 education and indus
important sources of knowled¢8hane & Venkataraman, 200@hile at other times
knowledge can maltfrom interacting with morexperienced individuals and learning
from their storiegCope, 2005)Overall, entrepreneurial knowledge is an integration of
entr epr en e urcasdhatnforstthe discqueryrof opportunity and resource
acquisition.

Prior entrepreneurship literature has offered two widelgepted streams of how
to understand entrepreneurial activitiesthe Schumpeterian view, entrepreneurs are
innovators whontroduce new products or processes to create new industries and thereby
precipitates structural change in the econg8ghumpeter, 2000)n an alternative view

of entrepreneurshigirzner (1973)asserts that entrepreneurs are aag#urs who
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capitalize on knowledge asymmetries in the marketplace to achieve competitive
advantageHence, entrepreneurial knowledge includes two types of knowledge: technical
solutions that either materialize as new products or are used in productmodsfand
services (technological knowledge), as well as experibased knowledge about

concepts, markets, and organizations (business knowl@dgegson & Johansson,

2006)

New technological knowledge is often complicated and business knowledge is
largely tacit knowledge tt is often only accessible vis a vis or embedded within-inter
firm innovation networks (Bonache & Brewster, 2001; Ellison, Gibbs, & Weber, 2015;
Karlsson & Johansson, 200@)tegrating both perspectives, this dissertation asserts that
both the generatioof technologicaknowledge andhe mobilization ofbusiness
knowledge constitute thmainentrepreneurial activities in earffage of organization
development.

Many definitions are used in the literature to describe the types of knowledge
affecting entrpreneurial organizatia Despite thalistinctionbetween technical
knowledgeandb usi ness knowl edge, this dissertatio
entrepreneurial performanae OEM framework to further categorize the access of
entrepreneurial knowledgéhe OECD framework for entrepreneurship indicafeee
Figure2) | l ustrates that O0determinants- &6 6perf
connected flows of entrepreneursfdghmad & Hoffmann, 2008)mpacts reflect the
ultimateé v al ue & ¢ erepeenearrs fuch adjgb creatidnpnomic growth
innovation, and internationalizatioRerformance includes indicatdhat influence

impacs, for example survival rate. Determinants are the factors that affect performance,
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mainly a combination of opportunities, skilled people and resouit®ugh OCED
framework was developed for informing policy makers aloaitformulation and
assessmerdf policy measures, its categorization offers valuable insighthéopresent

study on entrepreneurial knowledge.

Entrepreneurial
Performance

= =

Determinants Impacts

¥

I Opportunities
9 Skilled people
1 Resources

Figure 2.The OCED Framework for Entrepreneurship Indicatddapted from A Framework
for Addressing and Measuring Entrepeanship, by Ahmad & Hoffman, November 2007.
Retrieved fromhttps://www.oecd.org/industry/businestats/39629644.pdf

Opportunitiesare knowledge about the market conditions, which include
competition in the markets, access to foreign markets, procureegeation and so on.
Skilled people in entrepreneurial context refers to the capabilities of the entrepreneur
(human capital) and his or her access to other skills within the entrepreneurial
infrastructure (social capitall.ee, 2000) This dissertation framegbee nt r e sr eneur 0
capabi Imatageeesntagpr@acti cesd and summari zes ac
O0hiri ng an Resquaeas signalsgaschss o capital as well as R&D and
technology. Knowledge about access to capital includes how to access debt financing,
business angels, venture capital, other equity, and stock mafketsledge on R&D
and technology helps turn i@&into new products and processas iarelate to R&D
investment, aiversity collaboration, technological cooperation between firms, patent

system, etc.
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In addition to thdive areas of entrepreneurial knowledgentionedabove,
careefrelated knowledges also included as an indicator of cognitive resaarCareer
related knowledge affects entrepreneursod a
work effort, which in turn influence their intentions in starting new busingEsmgylas
& Shepherd, 2002Moreover, careerelated knowledge also relates to the development
of seltefficacy(Pihie & Akmaliah, 2009) whi ch refers to a persol
capability to perform a given task. Seffiicacy is formed based on individa | 6 s
assessment of the availability of resources and constraints that might influence the
outcome of behaviors (Ajzen, 198R)plays a role in the development of intentions and
it affects the perception of whether a certain goal is attainable (Boydz&ig01994).
APeople who think they can perform well on
will failo (Gist Recextlytsafifieacylhas bde® deRatedasan 1 8 3)
important factor in the entrepreneurial process and opportexjiipitation (Sarasvathy,
Kumar, York, & Bhagavatula, 2014). Entrepr
succeeding and tackling challenging goals influence the development of entrepreneurial
intentions and behaviors, as well as the complex prod¢essioventure creation (Boyd
& Vozikis, 1994).Therefore, entrepreneurial knowleddjecussed in this dissertatiema

combinaion of six factors (see Figurg.3

R&D and technology
Careerrelated

1 Market conditions
9 Hiring and partnership
Entrepreneurial B I Management practices
Knowledge 1 Finance
1
1

Figure 3 Framework ofEntrepreneurial ikowledge
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Knowledge Ambiguity. Prior reseath on entrepreneurial knowledge generally
falls into two categories. One highlights the significance of knowledge transfer in the
achievement of desirable entrepreneurial outcomes, such as product innovativeness
(McKelvie et al., 2018pr startup siz¢Sullivan & Marvel, 2011a)The other emphasizes
the factors that lead to different degree of knowledge transfer effectivenelssss
geographical proximityBell & Zaheer, 2007)tie strength between knowledge seeker
and knowledge sourd&lfring & Hulsink, 2007) and the influence dhe entrepreneurial
ecosystenfMcAdam & McAdam, 2006)Yet, very little work has focused on how
entrepreneurs perceive their knowledgeking processes and how they cope with
knowledge ambiguity.

Knowledge tranker is contingent upon how easily the knowledge could be
mobilized, interpreted, and absorkgéthmel, Doz, & Prahalad, 198%ogut and Zander
(1992)poi nt to the concept of o6éinertness of ki
nature of knowledge, its resistance to clear articulation, its stickiness to the cordext, an
its idiosyncrasyKk nowl edge ambiguity refers to fAthe i
as to precisely what the underlying knowledge components and sources are and how they
i nt e(Vam dVijkpJansen, & Lyles, 2008, p. 83Bnowledge ambiguity has been
included as a key construct $everal theoretical frameworks such as knowlduiged
view of firms, organizational learning, and the dynamic capabilities of fikimsy,

2007) Knowledge ambiguity can be understood as a barrier for effective knowledge
transfer oimplementedas a strategy to maintain competitive advantagebfuscating

the actual goals of the organization
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Multiple factors can impede knowledge ambiguity anaghsferability. For
exampleZander and Kogut (199%lifferentiated knowledge along the following
dimensions: taciexplicit, complexsimple, independesitegral, observablaot
observable, articulatedot articulated, and teachabiet teachable. Other factors
influencing knowledge ambiguity include lack of motivation, absorptive capacity,
reliability of the source, and organizational cont&dulanski, 1996)or example,
unfamiliarity with a colleague might demotivate knowledge shaftitajlingshead et al.,
2002) intention to maintain power might lead to withholding of critical knowledge
(Brown & Duguid, 2001)unawareness of expertiseghi result in inefficient knowledge
seeking(Zack & McKenney, 1995)or the complexity of knowledge itself might impede
successful transf¢dKogut & Zander, 1992)For these reasorthe stickiness of
knowledgenecessitating the design of organizaticgralironmentwvhich encourage
knowledge sharing behaviors and faciktéte storage and location of knowledge.

In strategic management, knowledge ambiguity inherent in the creation of
productive processes creates a strong barrier to imitation so that company can avoid
disclosingkey information to competitordkeed & DeFillippi, 199Q)While tacit
knowledge is often interpreted as more ambiguous than explicit knowledge, management
studies further theorize the specific dimensiof ambiguityThere are two main
dimensions of ambiguit)component ambiguity and causal ambiguity. Component
ambiguity suggests the uncertain nature of the knowledge components and @tamces
Wijk et al., 2008) Causal ambiguity refers to the uncertainty on tioege components
interact and what are the reasons that lead to different résals 2014) Causal

ambiguity leads to a lack of understanding of the logical connections between actions and
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outcomegLippman & Rumelt, 1982)thus effectively help company achieve singthle
competitive advantages.

Component ambiguititighlights the tacit nature &howledge Explicit
knowledye is usuallyfully-docunented or expressed in writiiigansen, 1999)Tacit
knowledge is unarticulated, actiamiented, and contextual, which cannot wighout
the participati on o fmakinganoapplicagp(sudsipi&ct 6 f or
Bowman, 2001)Tacit knowledge is embedded mdividual cognition or experience, so
that it is not easily codified, with less visibility and more difficulties to communicate or
share with other@Bonache & Brewster, 2001; Leonard & Sensiper, 1988)eneral,
knowl edge tacitness suggest s (Pdlany,1964ve c an
In theinterorganizational context, when tacitness is high, orgéions tend ta@losely
cooperate, as in joint ventur@@isano, Russo, & Teece, 198B) orderto learn spedic
technological ppcesses from other companies.

Causal ambiguity is also understood as knowleaxbgeplexity, which captures the
number of interdependencies between actors and pro¢Sasemin, 1999)As
suggested biylosakowski (1997) n addition to the causal ambiguity associated with
each piece in the systém.e., each subunit in a highly integratedrfii there may be
causal ambiguity associated with the interdependencies lgpki t h e mdConipfex 4 2 2) .
knowledge isalsoless codifiake so that it takes more effdd communicate and
understandKogut & Zander, 1992)ach particular item of knowledge might involve a
set ofcontextspecifictechnologies, norms, individuals, and resources so that the totality

of the knowledge is not easily undenstlable and transferable.
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Specificity is another dimension critical to the understanding of knowledge
ambiguity. Specif i c ispegific skdisfardrassetd tlmat atehutdizedi t r a n
in production processes and provision of services forqpartt ar ¢ (Reed& mer s 0
DekFillippi, 1990, p. 89)Since the knowledge transfer process is inherently interactive
and dynamicSharig (1999emphasizes that the transfer process itself can transform and
accrete knowledge. This highly contextual specificity of knowledgeedes direct
knowledge transfer among individuglhompson & Walsham, 2004Yithout sufficient
understanding of the new context, the same knowledge applied might not achieve the
desired resultéSzulanski, 1996)Thus, specificity of knowledge highlights the
significance of context in generating meaning.

Meanwhile, knowledge ambiguity goes beyohd #ttributes of information and
the contextThe tie strength between the knowledge seeker and the knowledge source is
another dimension of knowledge ambiguityonardi & Meyer, 2015)When two parties
have strong social relationshibge knowledge source will be more willing to take time
and efforts to benefit the knowledge seeker with the belief that the knowledge seeker will
not undemine thes o u r ¢ epodveer andinteregMajchrzak, Jarvenpaa, &

Hollingshead, 2007With a strong social connectiobpth knowledge seeker and
knowledge source will have a better understanding of how to approach each other and a
better prediction of the potential reactions from each other, which offers the
conversational material for effective knowledge tran@feonardi & Meyer, 2015)

Alongsideknowledge characteristiceontext, and social relationships, the
competence aheknowledge seeker is atier factoreading to the perception of

knowledge ambiguityAbsorptive capacityf knowledgeseekerwhich isthe ability to
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value, assinfate, and apply new knowledg€ohen & Levinthal, 2000)as been argued

asa factor of knowledge ambiguititnowledge seekers with higher ks of absorptive

capacityare more likely to comprehend and apply the knowledge given in an effective

way (Szulanski, 1996)They are more comfortable thithe information content and

context, and such familiarity largely eases the efforts of knowledge identification and
transfer(Simonin, 1999) A Ex p e r i e n c dilkly tb possess tharelevaninexit e
knowhow to fi |l i n the g¢afPsandetd. t1988 pp.88odi f i e
59). Thus, the lack of prior experience in the relevant knowledge domain is a significant

source oknowledge ambiguity.

While knowledge ambiguity has been widely studied in the-mtganizational
contextas a source afompetitive advantage and in the irtn@anizational context as a
barrier of knowledge transfert s or i gins i n the eseekihgy entr e
process are less discusskds this gap in the literature that the present study addresses.
Therdore, the first research questiaims to understand what the factors are leading to
knowledge ambiguity.

RQ1: What are the sources of knowledge ambiguntthe context of earlgtage

entrepreneurship

Distinct from knowledge ambiguity, knowledge uncertgihas also been used as
a gauge for evaluating informati@eeking effectiveness. Knowledge uncertainty is
conceptualized as a cognitive state that reflects the discrepancy between the knowledge
desired and the quality of that acqui{@hmirez, Walther, Burgoon, & Sunnafrank,

2002). The prevalent use of various computegdiated communication channels enables

the access of knowledge in new and unique ways and influences the perceived
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uncertainty among individuals. This measurement is important because knowledge
acquired throughlifferent media channels has the potential to influence the level of
uncertainty preser{Planalp, Rutherford, & Honeycutt, 198&elevant theories related
to the effectiveness of knowledgeeking include social presence theory, media richness
theory,channel complementarity theory asalial influence theoryin addition,personal
preferenceslso influence media choice.

Social presenceheory.People using different media have varying levels of
awareness of the other person in a communication intergd&adimas, RassmeSrohn,
& Sjostrom, 2000)For example, textual media such as email and messaging cannot
capture norverbal cues,visla cues, voice tone, or informa
locale, gender, etc. Although the attenuation of these social cues reduces information
about communicatorés identity and soci al c
the impact of the cudbat are conveyefHaythornthwaite, 1996nd keep the
conversation more tadbcused. For example, the absentéacial expression in emalil
communication will highlight the content of the written text. Meanwhile, textual media
also provide considerable support for group communication due to information storage
and the ability to control participation and accg3slnan & Markus, 1987 Mediated
communication is also reported as a means to maintain social distance as people of poor
social relations might prefer lesecial presence. In sum, the reduction of social cues
does noundermine the effectiveness of communicatod knowledge transfer

Media richness lheory. The motivation and substance of a communicative act
determine the media selectidedia richness&pt ur es fit he medi umbds c

immediate feedback, the number of cues and channels utilized, personalization and
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| angua g gDaft &lremgel,t1986, p. 560People select media whose richness best
matches the ambiguity level of the tgskilk & Boyd, 1991) Faceto-face
communication is the richest mediufallowed by video chat, telephone and written
documents. Media richness theory elaborates social presence theory by identifying the
need to consider message content as well as the metius. communication media
can be differentiated based on their capescto resolve ambiguity.

Channel complementaritynteory. The development of new communication
technologies either displaces or complements the use of older communication channels
(Ruppel & Burke, 2014)For those holding the displacement view, the prevalent use of
various new media might not lead to an increase of communication across all the media
channels. An alternat viewd channel complementaritythedrys uggest s t hat A
ri sing tide |ifts all boats: 0 increased us
use of other available channéButtaBergman,2004) For i nstance, peop
community activities parallel their offline community activiti@uttaBergman, 2006)
People who spend more time using the internet report greatetoféaxese communication
(Kraut et al., 2002)The more frequently people use instant messaging, the more
frequently they communicate via email and cellphone in that relatio(Rhipirez Jr &
Broneck, 2009)The integration of channels is subject to the nature of relationships. For
example, the complementarity of phone calls and text messaging was isinocigser
relationships than the link between use of phone calls and vide(Relpgiel, Burke, &
Cherney, 201) In geneal, channel complementarity theory highlights the influence of

internal motivations on media choice for knowleggeking.
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Social influence heory.Social influence theory argues that media perceptions are
socially constructed such that they vary acindsviduals in systematic way§ulk,
1993. By including group norsiand usage in explaining media perceptions, social
influence theory emphasizes the cooperative use of media. For example, pairs of workers
tend to form common ground by coordinating both the content and process of what they
are doing in order to minimizeint communication effort§Clark & Brennan, 1991)n
the community context, people tend to foll
their perceptions that there are enough people using e rs@digMarkus, 1987)
People also adjust their own behavior by o
reactiongFulk, 1993. Collectivity playsa critical role in influencing individual media
useand perception of knowledgeeeking effectiveness

Personal peference Beyond rational, social influence and affordance factors,
scholars also recognized the significance of personal preference anizatignal
environment in media selection. For example, people might favor using some media
because of their own media styles rather than any external féietoes& Case, 183).
Communication competence in the workplace, including knowledge and sensibility, is
another reason leading to different media(enge, Bachman, Dillard, & Eisenberg,
1981) At the same time, individual media choice is also a result of such organizational
forces as resource availability and cut(fFulk, Schmitz & Steinfield, 1988) While
personal, social, and contextual factors influence knowledgking effectiveness, many
researchers bring preconceived notions to

access, focusing on either online channels or offloteites.
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Overall, the abovwenentioned theoriesuggest variety of factors contributinkg
knowledge uncertainty, for example, the information asymmetry between knowledge
seeker and knowledge souf@adichvili & Cardozo, 2000; Kirzner, 1997and the
different level of content exchange in computezdiated communication environments
(Walther & Parks, 2002Recent research draws particular attention to the affordances of
various communication channels for entrepreneurs to establish social network and
develop new ideas.

Communication tiannelfor entrepreneurs In the entreprengial context,
communication technology enables myriad ways of building interorganizational social
relations and supporting interactio@mputermediated communication (CMC) can
provide thebenefits of networks without tivecosts in terms of time, capltand other
resourcegZack & McKenney, 1995XCMC technology provides easy addition and
deletion of social connections along with the evolution of relationships and offéral cen
platforms for information sharinMionge & Fulk, 1999)When an entrepreneurial
organi zation builds up online connections,
that includes large numbers of potential audiences, who gain a rapid access to the new
firm and an awareness of it through advert
(Morse, Fowler, & Lawrence, 2007, p. 143pcial media affordances such as digital
user profiles, search, digital relationsgdaretwork transparency are the features unique to
online networking that wunde¢erbloadening he study
behaviordKane, Alavi, Labianca, & Borgatti, 2012; Smith et al., 20THe use of

online communication channels increases th
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While social media offers unprecedented opportunities for entrepreneurs to
connect with externaksources, traditional offline sociattivities are beneficial in
helping establis physical cepresence and fadge-face interactionin offline social
settings, the most significant advantage for communicating and networking is
geographical proximityOwenSmith & Powell, 2004; Sorenson, 200&ven with the
use of communication technologies, commuinicapartners still need to overcome the
differences in local physical context, time zones, culture, and langGésn & Olson,
2000) Spatial proximity enables individuals from diverse sociales to meet and
interact(Hampton, Lee, & Her, 210).

Compared to online communication, offline faoceface communication has its
advantages in conveying complex information and building (bustrry, Roberts,
Romano, Cheney, & Hightower, 200@) faceto-face onversations, entrepreneurs have
better opportunities to learn from each other in terms of how to improve their ideas and
how to develop new ventures. Entrepreneurs communicate with other people in various
social activities to gain feedback and@eate pportunities, which can lead to
commitment from potential partngfSarasvathy, Dew, Velamuri, & Venkataraman,
2003) The frequency obffline communication implies the amount of information
entrepreneurs could gain and the potential of entrepreneurs to effectively use the
information.

Most of the prior literature examined different media channels separately by
focusing on either CMCtecho | ogy 6s strength in enabling s
activitybds advantage in trust building. | n

social networks development as the goal of communication. However, there is a dearth of
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discussiorregardirg how entrepreneurs prioritize and strategically use various media
channels to mitigate the negative impact of knowledge ambiguity or even leverage it for
knowledgeseeking.Therefore, the second research question is as follows,

RQ2: How do earlystageentepreneurs select media when they are engaged in

knowledgeseeking processes and how do they use various media channels to

cope with knowledge ambiguignd uncertainty

In summary, in reviewing prior literature on the composition of entrepreneurial
knowledge and the factors affecting knowledge access, chapter 2 proposed two research
guestions regarding the sources of knowledge ambiguity andstagge nt r e pr eneur s

coping strategies



36

Chapter 3
The Influence of Prior Experienceand External Communication

The purpose of this chapter is to under
influence their knowledge accegsior experience is considered one of the essential
factors in influencing entreprenematend aspi
(Gavetti, Greve, Levinthal, & Ocasio, 2)1 Since experience is the antecedent of
present and future stat@Reuber & Fischer, 1999t is important to take temporal
considerations into account when studying
Prior E xperience andPerceivedKnowledge Access

Prior experience influences the entrepr
interpret, and apply new informati¢Heil & Robertson, 1991)People have different
capacities for innovation or opportunity discovery because of their idiosyncratic prior
knowledge(Shane, 2000; Venkataraman, 19%#jor work examining the effect of
entrepreneursd experience on organizationa
(Lee & Tsang, 2001)Most studies asserted that prior experience, either managerial or
industrial experience, will positively influence venture performgteart & Abetti,
1990; Van de Ven, Hudson, & Schroeder, 1984it sometimes experience may turn
into a liability that constrame nt r e p r e n e und snpedds thd developnent of a
emerging organization. For example, substantial industry experience may be an
advantage for entrepreneur to perform more efficiently when starting a new venture in the
same industry, but at the same time itcanbe astuntblingp c k i nhi bi ti ng en
awareness of alternativ@euber & Fischer, 1999y her ef or e, entreprene

could either promote or prohibit startup performance depending on the context.
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There are multiple approaches in defining the major dimensions of prior
experience. For instancege and Tsang (2008)r gued t hat entea epreneu
includes three main components: entrepreneurial, industrial and managerial.
Entrepreneurial experience reflects the number of previous new venture involvements
(Stuart & Abett, 1990) Industry experience refers to the prior experience in the industry
of the new venture. Managerial experience is thesyemanagement regardless of
industry.

Another line of research differentiated the types of entrepreneurs based on the role
of prior startup experience. For example, novice entrepreneurs are those with no prior
business ownership experience as a founder, an inheritor, or a purchaser while habitual
entrepreneurs are people with prior business ownership expefidgrizasaran,
Westhead, & Wright, 20015erial entrepreneurs are individuals who have sold or closed
their last businessatiore their current business. Portfolio entrepreneurs are those who
have retained their last business but at a later date have established another business.
Build on prior scholarshigdissertation asserts that the breadth and relatedness of prior
experierwe, as well as prior startup experierare particularly important tonderstanding
entr epr en e useeking behaviors! e d g e

Breadth of prior experiencee.Sc hol ar s f ound that the O6br
experience, 6 whi ch c o nabexperence, had a siggifcant a | and
effect on venture succesggsichesneau & Gartner, 199@readth of prior experience is
defined agtherangeofake nt r epr eneur 6s past work exper.
industries, or gani z ¢tam,@018, p. 632Entdepreneursovha o n a |

develop moe experience during their career will become better at identifying network
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structures and potential opportunit{danicik & Larrick, 208). Entrepreneursvith
broader prior experience have accumulated a wide array of skills and relationships
compared to those with single career concentration.
On the surface, it looks apparent that breadth of prior experience is associated
with better knodedge acess. However, past research hasaddressed this relationship
explicitly, with only Stam (2010¥onsideringoreadth of prior experience as a moderator
between event heterogeneity and network brokerbgeum, lveadth of prior experience
is closely relevant to knowledge access as
cognitive state and social capability for enacting opportur(sies Figure ¥ Therebre,
it is hypothesized that:

H1. Breadth of prior experience is positively associated p&titeivecknowledge

access.
Knowledge
Explicitness
Media Use
H>
H~
_ _ Perceived
Breadth of Prior Experiencg Knowledge
H1 Access
Hs

Knowledge Network
Engagement

Figure 4.Hypothesized Model of the Breadth of Prior Experience
Knowledge Explicitness.Knowledgehas oft@ been categorized a binarysplit,

betweentacit and explicit, external and interneldividual andorganizationglprocedural
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or substantivibecause ofttee s ubj ect ar e amganizdtionblffuactioant e f f
(Alvesson, Karreman, & Swan, 2002; Bonache & Brewst@0,12 The most common

distinction in knowledge is between the content perspective (i.e. explicit knowledge) and
relational perspective (i.e. tacit knowledgepyes & Washam, 2003)Explicit

knowledgecan be easilgocumented and expressed in writifigansen, 1999)Tacit

knowledge is unarticulated, actimmiented, and contextuahat is, knowledge that

cannot | ive without the partmakinggnédt i on of 0
application(Ambrosini & Bowman, 2001)Tacit knowledge is embedded in individual

cognition or experience, so that it is not easily codified, with less visibility and more

difficulties to communicate or share with oth@B®nache & Brewster, 2001; Leonard &

Sensiper, 1998)acit knowledge not only includdaskrelated dimensions, batso

accounts fosocial and cultural dynamics at the interpersonal and organizational levels

(Ellison et al., 2015)

When knowledge explicitness is low, the components of knowledge are usually
very abstract and complex so that they o&hi
desired knowledge ambiguous to both knowledge seekers and knowledge daawces
2014) While it is assumed that the cognitive scheme of entrepreneurs with a wide array
of experiences about how and where to retrieve knowledge is more developed than
entrepreneurs with narrower career path, such cognitive adeasthsgs obvious when
the new knowledge is less easily articulated and-dedumented. Therefore, it is
hypothesized that:

H2. The positive impact of having broad range of prior experiencgemeived

knowledge access will be reduced when knowledgéaxess is low.
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Relatedness oprior experience.The relatedness of prior experience gives
entrepreneur unigueness and inimitabildystart new organizatiorfsVest & Noel,
2009) Traditional research focus o(rédrcaunti ng
Delmar & Shane, 2006nay be misleading as it fails to recognize the fuzzy industry
boundari es | (Wedt& Noaly2009)Fos exanpleeundgrthe
Alnformatiord 1 n d u s t thgR201llrNoghtAmericah pdustry Classification System
(NAICS) of U.S. Census Bureau, there areriries for different types of information
businessés The single entry fiMotcontansl®suct ure ano
categories covering Music Publishers, Postproduction Services, Record production, etc.
The variance among these industry-sakegories in organization size, and level of
competition could be huge, which suggests that relatedness of yp@ience captures
better the association of entrepreneursodo p
Relatedness of prior experience specifically refers t&iloa/ledge of markets, of
ways to serve migets, and of customer problerf&hane, 2000Chandler (1996)
suggests that the similarity between previous job and current entreprenegaratation
could be understood in two dimensions: task environment, and skills and abilities. Task
environmendelineategheindustry relatedness in supgis, competitors and customers.
Skills and abilities is the relatedness of the internal functiooiriige business, such as
managerial duties and functional dut{@¢est & Noel, 2009)These two dimensions
correspond to the industry retginess antusiness relatedness covered in this

dissertation.

1 https://www.census.gov/ctiin/sssd/naics/naicsrch?chart_code=51&search=2017%20NAICS%20Search
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Aldrich (1999)argued that prior experience of entrepreneurs affects their access
of knowledge through jekpecific @ntacts, organization or industry knowledge or and
the culture of an occupational sutbmmunity. Earlystageentrepreneurs with relevant
experience tend to have better access to resource holders and have more transferrable
contextspecific backgroun@Barley & Kunda, 2004)For example, entrepreneurs who
were formerly emplged in wellconnected organizations in Silicon Valley were more
successful in raising funding when starting a new venture in the similar in¢Bsttgn,
Segrensen, eckman, 2002) I nfl uenced by their occupati
identities, expolice officers often found detective and home security age(\¢aas
Maanen & Barley, 1984However this perspective, with strong focus on the
transferable context and social resources between prior job and current venture, neglects
the significant role of the agency of entrepreneur in evaluating their knowseggeg
process. Thus network perspectives employed hereiim conjunction witha behavioral
strategyapproacho betterunderstand how prior experience influences knowledge
seeking.

A network perspectiveThe searclior knowledge is a common response to
uncertainty and a premise for decisimaking (March & Simon, 1958)Most of the
entrepreneurship studies wsretwork perspective to understand the search process.
Entrepreneurs rely on their existing networks, includingeleocial circles with friends
and family members, and weak ties with former coworkers and college classmates
(Granovetter, 1973; Hanlon & Saunders, 2000gscent emépreneurs in higlstatus
social contexts with affluent families and privileged educational backgrounds, are more

likely to enjoy a resoureach environment. While the network deterministic approach
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asserts that initial network ties constrain entreprenéur r e sour ce exposur e,
view of entrepreneurs argues that entrepreneurs can proactively develop new networks to
overcome resource shortages. For example, entrepreneurs can negotiate in parallel with
multiple potential partners to build new contieas with potential investor@giallen &
Eisenhardt, 2012)rherefore, according tihe network perspectiy@rior experiace
determines the original information exposure but its influence on knowledge access is
subject to entrepr enesaekigprocassdsi ons i n the Kk
The behavioral strategygrspectiveAccording to the theory of bounded
rationality, entreprenes lack complete knowledge to anticipate the consequences of
choices so that they tend to pick the first option they expect to be satisf@&itaon,
1950) When failing to find a satisfamty solution, entrepreneurs then begin searching for
alternatives. In this sense, cognition determines the knowledge searching actions. The
work of Grossman et al. (2012ustrated how entrepreneurs choose to activate network
ties based on their anticipation of the resources gained from those sohtectvhole
search process is contingent upon the factors that determine the satisfactory threshold of
knowledge(Cyert & March, 1963)The aspiratiordriven search literature shows that
during the decisiomaking process, people compare each option againsatmiation
level and choose the one that fits the lfBssen, Keil, Kim, & Meissner, 2018f none
of the options meet expectations, people will eithitiate anothesearch or lower their
expectatios.
Entrepreneurs with higher aspiration levels are less likely to be satisfied with their
initial set of choices the information from existing s@d tiess and therefore are more

likely to form new networks and use more channels to search for alternatives to indirect
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ties(Clough ¢ al., 2018) Thus, it is implied by the behavioral perspective that prior
experience increases aspiration levels of entrepremaigss the expectation of the
knowledge desiredand motivategntrepreneurto invest in theknowledgeseeking
processHowever,with high aspiration levelgntrepreneursiaybe more critical in
evaluating the knowledge received thus increase their perception of the difficulty of
knowledge access, especially in a highly competitive business envirornient.
thereforeexpededthat related prior experienedll increaseghe perceived difficulty of
entrepreneurial knowledgeecessThereforejt is arguedhat:

Hs. Relaedness of prior experience is negativedgociated witperceived

knowledge access

Meanwhile, entreprenesiwith very related prior experience are assumed to be
more critical about the knowledge received due to their higher satisfactory threshold of
knowledge(Cyert & March, 1963)When the knowledge about market conditions,
capital, and partnership is welbcumentd and easily articulated, entrepreneurs are more
likely to access desired informationthe textbased format such as through government
reports, industry newsletters, and private messages from social networks. However,
entrepreneurs with related expegerwill likely to value more on thgrivateinformation
received through social interaction and other less formal cha@mertunities are seen
to be less valuable as they becamareavailable(Cialdini, 1987) Therefore,
experi enced eweactatiorefqr thedesred kroowledge increases as the
knowledge explicitness increasdtsis hypothesized that (see Figure 5):

Ha. Thenegativeimpact of having related prior expences orperceived

knowledge accessilbe strongemwhen knowledge explicitnesshiggh.



44

Knowledge
Explicitness

Media Use

Hs

Perceived
Knowledge
Access

Relatedness of Prior

Experience Ha
i %

Knowledge Network
Engagement

Figure 5.Hypothesized Model of the Relatedness of Prior Experience

External Communication and PerceivedK nowledgeAccess

This dissetationfocuses on examining media use andwledgenetwork
engagement as proxy of external communicatonreprenelgoften access knowledge
through communicating with the external environment via their network pa(teish
& Gilad, 1991) The knowledge network is central to entrepreneurship and of
considerable interest in explaining the achievement of desirable orgaratation
performancéAlvarez & Busenitz, 2001 )Alternatively, entrepreneurs can also employ a
variety of media channels to pursndependent knowledggeeking, like reading news
posts on social mediajatching tutorials on YouTube, or leveraging collective
intelligence on public forums for problem solving.

Usergenerated medja&onsidered as a significant disruptive force for how
content is created and consumieals enjoyed fasjrowing audience sizanduser
gener at efadcusroredideraralized creativity also enabled many new forms of

organizing(WunschVincent & Vickery, 2006a)While knowledge network engagement
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usually focuses on interactions with strong ties or weak ties, media use offers broader
information exposure and larger audience dimvever, research to datas not
explicitly addressed the relationship betweengsgrerated media usenowledge
network engagement, akdowledge access.

Definition of media use Mediaused e | i neat es usnftmedapr eneur s
channels for knowledgseekingeither with or wihout the presence ofspecific
knowledge sourcéMedia use has been defined in different ways mainly because of the
context specific nature of media use and the emergence of new channels. Most studies
include faceto-face communication and a variety oédiated forms of communication
as media channels. For example, in the organizational coHtaytiornthwaite (2005)
distinguished media use betweenlgcated and distributed setfjs. In a ceocated
research department, media included unscheduledddaee meetings (e.g. meeting at
the café, hallway encounters), scheduled-facgace meetings (e.g. classes, research
meetings), as well as email, phorees,fand videoconferencEor distance learners,
media use includes online group discussion-twebs ed bul | et i n boards,
hours, real time audio for lecturing, private chat, email, phone, andddaee meetings.
In an academic institution, media use refers to thefiaceto-face meetings, emails,
shared documentation systems (e.g. Google Docs) and other social media tools (e.g.
Facebook).

Internal communication media use witlurganizationss more concerned with
group communication tools such as audio confengnand group decision support
systemqScott & Timmerman, 2005)n the interpersonal context, media channels

include faceto-face, telephone, text messaging, email, instant messenger, postal mail and
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other forms of online communicatigBaym, Zhang, & Lin, 2004)The communication
media landscape is also constantly changing with the emergence of new channels. For
example, a 2018 Pew survey includéghé social media platform$-acebook, YouTube,
Instagram, Pinterest, Snaptchat, LinkedIn, Twitter, and WhatsAppomparing media

use across different age groups.

Media multiplexity originally referred to the number of channels people use for
communicéion (Haythornthwaite, 200550merecent studies augmented this theory by
incorporating frequency of media ud&aym & Ledbetter, 2009; Caughlin & Stadi,

2013; Ruppel et al., 201 7For instancethefrequency of communicating via phone calls,
instant messenger, social networking sites (SNS), blogs, other online communication and
faceto-face communication is associated with relational interdependedadaseness

in friendship(Baym & Ledbetter, 2009; Ledbetter, 200Bpth the diversity of channels

and the frequency of usage are important measures of communication behaviors.

Acknowledging that it would be impossible to systematically study every
communication channel the early entrepreneur might use for knowseddeng, his
work focuses on the channels that are most relevant to the business dorntaitty of
usergenerated media platforms, such as YouTube, Twitter, Wikipedia, Redditezte
included

Usergenerated mediaOne of the most prominent featai intemet is its
capability to capture the fAcollective inte
webo represents an online platform where u
collaborate on, and distribute internet content and customize interhieb&pps

(OECD, 20064, 2006bAbundantii or mat i on and knowl edge fieml
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the form of data, metadata, user (Wusecht i ci pa
Vincent & Vickery, 2006bp. 8)comprise the userreated content. Users not only
produce the content but also are empowered to rate and recommend content, which is in
contrast to traditional media producers such as broadc@atarschVincent & Vickery,
20068. The widespreaddoption of usegenerated media has drastically changed the
way people search for and evaluatéormation.

Usergenerated mediis defined as the new media platform whose content is
made publicly available over the internet,
and is Acreated outsi de o {Wupsch¥irficens& i on all ro
Vickery, 2006k p. 4) Originatingas the bulletin boards on portal sites asoaim the
1990s, usegenerated mediaow encompassdsogs, wikis, videesharing, social
networking, and other usereated platforméShao, 2009)In general, there are three
types of usegenerated media: some of them fiimic as a collective platform of
information (e.g. Wikipedia), some others are more like personal(sitg. YouTube),
and there islso a mix of collective and personal sites (e.g. Flikanchester, 2006)
Users can choose to engage with these media platforms in three waygh thraducing
content, participating in community activity, and simply consuming the information
(Shao, 2009)These three engagement approaches are illustrated as below.

At the most engaged levebmrtent producers providaformation for
consumption and entertainment by sharing texts, images and videos. As the lifeblood of
usergenerated media, content producers leveragalsalfosure on either their personal
home pages or public forums to claim an identity for themsedhteact attention from

the audience, and develop supportive relationgipsninick, 1999) In addition, user
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generated media also offers a chanaehbt only individuals, but also companies and
other institutions to seek recognition and fai@aghin, 2007) Many brands rely on
producing usegenerated content fwrging collaborations with content producers to
achieve sales goalSmith, Fischer, & Yongjian, 2012Producing original content not
only helps achieve the goal of distributing information but also facilitates the formation
of identity.

In a les engaged way, peopbarticipate for the sake of engaging with other users
(e.g. sharing links with each other) and with the content itself (e.g. reviewing the
content). Social networking sites such as Facebook are popular platforms to meet
peopl elineradian oeeds. When a sufficient number of people engages in an
online public discussion, they collectively form a virtual community where the members
can develop personal relationships with those who share similar interests and also post
their own deas in a supportive social climg@iheingold, 2000)When interacting with
the content, people might give positive reinforcemetii¢éocontent producer thus
indirectly promote the development of virtual commuiigyce & Kraut, 2006)

Although these commentedso n 6t cont r i dapendently, theiwl edge i n
involvement in evaluating content increases the social value of information.

At the lowest level of the involvement are those consumers who only watch or
read but never contribute any information to the community (such as reading Wakiped
article or watching videos on YouTube). However, these passive consumers tend to
account for the most population on digital platforms. As said ®yardianreporter, if
one out of 100 people will create content, 10 will engage with the content, and the

remaining 89 people will choose to just viewMtan Dijck, 2009) According to User and
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Gratification Theory, people mainly use media for information seeking and entertainment
(Korgaonkar & Wolin, 1999)Therefore, it is not surprising that information browsing is
the most widely adopted way of engaging with media.

People seek information from usgenerated media rather than official
institutions because they t&to have higher level of trust in peers and they want to
Al earn how to make s e nBoeman& Witlidh2008gps40)inr om t h
addition, since the content on uggmerated media is usually shorter and more
digestible, it is mre convenient for people with busy schedtdefollow (Shao, 2009;
Wolf, 1999) I nformation siszpackgagetds@ast éibbé econ:
increased frequency and spédbftiller, 2007). Many different platforms, such as social
networking sites (e.g. Facebook), vidguaring (e.g. YouTube), pictusharing (e.g.
Instagram), professional networking (e.g. LinkedIn), microblogging (e.g. Twitter),
forums, andlogs, provide tremendous opportunities for people to engage in social
interactions. Each of these platforms has its special functions, such as maintaining
friendship, building workrelated ties, finding resources, attracting potential customers, or
develging online reputationTherefore, it is hypothesized that:

Hs. Media use is positively associated wikkrceivecknowledge access

Knowledge network engagementAccess to entrepreneurial knowledge depends
|l argely on an ent r epwhwpossess thesknaviedfdeppert i ons t
2001) The networkbased perspective holds that a node linking disconnected groups has
the advantage in controlling the information and managing the interpretation of that
information(Cross & Cummings, 2004 particularBurt (1992 s concept of st

holes indicates that the maximum value of knowledge networks occurs when an
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individual 6s communi cat i oother(planseh,B082)s ar e no
Reagans and McEvily (200Byoposed that networkmge, i.e. the ties to different
knowl edge pools, enhance a personds abilit
audiencesMeanwhile, networks have also been found to assist in framing and translating
complex technology knowledge in such a way thaase for entrepreneur to
understandSullivan & Marvel, 2011h)In addition,theg e c hn ol o gapidyn dust r y ¢
changingandscape requires entrepreneurs to keep up with the new technology
developments that may influence their product or sefBoegers, Van Den Bosch, &
Volberda, 2008)thusnetworkrelianceis particularly important when it comes to access
of technological knowledg€onsequentlynetworking opens up new possibilities to
entrepreneurand guides them through information asymmeti#aslichvili et al., 2003;
Solvell & Larsson2006)during the early stages of busindsss thus hypothesized:

He. Knowledgenetwork engagement is positivelysasiated withperceived

knowledge access.
Prior E xperience and External @mmunication

Ent r e p rkeawkedgeseeking behaviors apmntingent uporanindividual
e nt r e p capabilitydorid@rgify the target knowledge and evaluate the knowledge
received In this framework, entrepreneurs with less or no prior experience need to cope
with limited conceptualizations of problems, and theiowledgeseeking processes thus
serve more for the purpose of satisfying than optimig@mpper et al., 1995Y o the
contrary, entrepreneurs with relevant expergeae more likely to develop subtle and
meaningful cognitive schema to respond to external sighatsl & Maher, 1990)

Cooper et al. (1995uggested that such cognitive schema will leadszpreneurto
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betterappreciatehe information received. Also, based on the idea that building ties with
unfamiliar others in unfamiliar contexts requires certain social skills and credentials
(Baron & Markman, 2003pndStam (2010 ound t hat entrepreneurs
influences their willingness and social competence to initiate new ties at events. In
addition, entrepreneurs may seek morerimtation when their relevant experience
triggers greater awareness of what is needed and what is p@§€sibfeer et al., 1995)
These previous studies generally enpphaz e t hat entrepreneursoé c
seeking new information increases along with their experience in the field.
As entrepreneurs gagxperience, they will be more motivated to seek knowledge
as their involvement with existing diverse sociatlgs reduces the uncertainty
associaté with reaching out to new contad®urt, 2000) In particular, the involvement
of multiple group affiliations has been fo
capability to resolve the tensions of role conflibyg reduce the uncertainty of accessing
knowledge(Krackhardt, 1999Because of experienced entrept
to various external stakeholders, they are more likely to be extmieated and focus on
external communication to manage environmental pressdgsatiscussed above,
external communication refers to media use and knowledge network engageéisent.
expected thaboth the broadness and relatedness of prior experience arasssadth
thesetwo measuresf external communication
H7. The breadth and relatedness of prior experience are positively associated with
media use for knowledgeeeking.
Hs. The breadth and relatedness of prior experience are positively associated with

knowledge network engagemdat knowledgeseeking.
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In summary, informed by the idea that experience deterrhim@geople process
information and engage in the search proodsspter 3associated earlstage
entrepreneur so pr i dernal ecmmunication behaviers,andt h t h e

perceived knowledge access.
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Chapter 4
Mentor Engagementand Media Multiplexity

This chapter focuses on examining the dyadic relationship between entrepreneur
and mentor. While entr epirrsthafeundatodof pri or i nd
entrepreneurial knowledg&hane, 2000)scholars suggested that overreliance on
personal experience will ultimately limit the ability to recognize opportun(iBesdean,
2011) Mentors are particularly important in the founding and development of new
organizationgEesley & Wang, 2017; Ozgen & Baron, 20@écause their knowledge,
skills, and connections help the novice avoid costly and even fatal mig¢gakkgan,
2000) An investigation ohow entrepreneurselectand engage with mentcontributes
to generalunderstanding of the evolving concept of mentorship.
Entrepreneurial M entorship

The word fateurrddssthénmfei mngt Odysseusd sonds
Ho me r 6QdyssegUlutterbuck and Devine (1986pnsider the practice of mentoring
as originating from the apprenticeship system where masters, passed down knowledge
onto more junior persons or apprentices about how the task wa¢Ciwetai, Bwisa, &
Sakwa, 2016; Clutterbuck, Devine, & Beech, 199he junior person is usually younger
in age or lesgxperienced in managing an organization. Mentorship is oosidered as
a developmentriented interpersonal relationship between a more experienced individual
(i.e. mentor) and a lessxperienced individual (i.e. protégd&by, Butts, Durley, &
Ragins, 2010; Eesley & Wang, 201K)entors also contribute tremendously in the
commitmentand selimage of young peopl@Vhite, 1970)and exert strong social

influence on earhcareer individualgTartari, Perkmann, & Salter, 201dnd in early
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adulthoodMcDonald & Lambert, 2014Most prior studies have focused on
organizationallypounded mentorshifikram & Isabella, 1985)ith scant attention given
to extraorganizational mentorship, a context emphasizing caneeéility and lifelong
learning.

Entrepreneurial mentarg specifially refers to support for entrepreneurs whose
organizations are at the early stadgesrly stageentrepreneurs face multiple uncertainties
at the organizationbés formative stage and
interactions with othss: mentors, advisors, or investd&axton, Wesley, & Saxton,
2016) The role of the mentor is considered important in the eatyedearning period
when entrepreneurs Ahave to quickly |l earn
strategi ¢(DeakiascGrahamy Sulivan, & Whittam, 1998, p. 19%)is
reciprocal relationship involves mutual exchange of idelaggard et al., 2011Mentors
help mentees to integrate social resou(etsrich & Peters, 2002; Huang & Knight,
2017) such as professional advice, feedback, influence, and moral support in order to
facilitate the career and personal development of the protégé.

Learning with a mentor is an effective way to help estdgeentrepreneurs
obtain tacit information to bypasise lack of experience and develop new ways of
thinking (Smith, Matthews, & Schenkel, 2009; Ucbasaran, Westhead, & Wright,.2009)
Whileent repreneursé interactions witiDet heir k
Clercqg & Rangarajan, 2008)enture capitalist€Shepherd & Zacharakis, 200partners
(Huggins & Johnston, 2010and incubatoréMicAdam & McAdam, 2006)have already

been studied from psychological and managerial perspediveslissertation takes
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commuricationchannels into consideration whanalyzingknowledgeseeking
experiences.

Mentor functions in entrepreneurship. Mentoring, explored extensively within
organizational settings, influerseutcomes such aarnover(Payne & Huffman, 2005)
leadership developme(ithakur et al., 2001)job satisfactior{Allen, Eby, Poteet, Lentz,

& Lima, 2004) promotionopportunitieg Srivastava, 2015gand the establishment of

corporate culturéWilbanks, 2013)In ther mentor role theoryKram and Ishella (1985)
identified two general types of mentor functionghe workplacecareer development
functions, which facilitate the prot®g®06s
psychosocial funct i orsdfefficachanddrsorsalf f ect t he p
developmentThe ment or 6 s @o ottt @EE®develapmenttdepend h e
upon the mentorés power and status in the
contributions correlatevith the quality of the interaction and the strength of the
relationship(Ragins & Cotton, 1999For example, research suggests that most

successful corporate madeesidents have had mergahose male executives who had

mentors were awarded higher salaries than those who didemstings, 1971; Roch,

1979) In generalfraditional mentor functions reflect organizational structures and power
dynamics.

In entrepreneurial context, mentor functions are different from thoseatyqfi
large organizations, mainly because mentors have no formal hierarchical positions above
earlystageentrepreneurs and the protégés are typically business o{@tdesan, 2011)

In addition to traditional career development @sgichosocial support functions,

entrepreneuriainentoring helpgarlystageentrepreneursvercomevarious obstacles
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such as the lack of certain skillack of insider information about the field, and lack of
social cmnections to resource providéEesley & Wang, 2017)here are six main
functions,career development function, psychosocial function, skill enhancement
function, socialization function, resource broker function, and investor funetiaoh
are introduced as below.

Career developmenuhction. Career development is the most widely studied
mentoshipfunction in a variety of empirical settingKram, 1983) Mentors provide
coaching, protection, sponsorship, challenging assignments, exposure, and freedom to
pursue skills development to entreprend@astton, Shen, & Livhélarandach, 2011)
Earlystagee nt r epr eneur so6 | imited information abc
types of caress has emerged as one of the key barriers for ent(&acermann &

Roach, 2016)Therefore, career development support is less about helping entrepreneurs
climb the organizational ladder and more about helping entrepreneurs get a more
compehensive understanding of possible entrepreneurial career paths.

Psychosocialdinction. Psychosocial functions, which include confirmation,
counseling, friendship, personal feedback, role modeling, and inspiration, constitute
another key locus of suppgrtesent in both peer mentorship and hierarchical mentorship
(Cotton et al., 2011)Recently, selefficacy has been elevated as an important factor in
the entrepreneurial proce&arasvathy, Kumar, York, & Bhagavatula, 2Q13¢lf
efficacy develops according to the individ
and constraints that might lnénce the outcome of behavigigzen, 1987) Self
efficacy affects the perception of whether a certain goal is attai(Be & Vozikis,

1994) Entrepreneursé beliefs about their cap
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challenging goals influence the development of entrepreneurial intentions and behaviors,

as well as the complex process efwinventure creatio(Boyd & Vozikis, 1994)In some

cases, the provision of psychosocial support is not dyadic and interactive, which means

that entrepreneurs might perce a mentor as a role model solely based on their own
perceptions without t he Ifbeon 004)ledecaiher enes s
mere presence of a mentor conveys a sense of comphipiamen entepreneurs

manage the uncertainty arising from their new venture.

Skill enhancementdinction. Scholarshave linked a wide range of special skills
to entrepreneurship, including abstract reasoning, synthesizing divergent ideas, creative
framing, improvisatia, observation, questioning and experimentatigaker et al., 2003;

Baron, 1998; Dyer, Gregersen, & Christensen, 20B8)epreneurship diffefrom other
professions in that thereno available institutionaled knowledge to help eartyage
entrepreneurs identify the relevant skills or develop these skills in ad{ieesley &
Wang,2017) Mentors with substantial experience gande earlystageentrepreneurs in
acquiring tacit knowledge of the profession, such as how to communicate ideas to
stakeholders, build initial teamg)dnavigate external investment.

Socialization finction. Mentorsalsoprovide socializatioffior earlystage
entrepreneutdelpngt hem Ai nternalize behavioral nor m
sense of identity aaunsbuoyn200i7;Weidman, dwale,& t he f
Stein, 2001, p. 6)0ne example is that scientists will be more likely to consider
commercial activity from their research labs as legitimate if they have advisohgeidvo
on startup advisory boar@®ing & Choi, 2011) Throughout the socializing process,

mentors provide insider information and subtleties of local politics and power
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(McWilliams & Beam, 2013)The shared contexdpecific experience between mentor
and early entrepreneur may create a bonding effect, which help foster a positive
chemistry between the(@eakins, 2000; Stead & Wiggins, 199Fhereforethe transfer
of industry specific information helps entrepreneurs adapt to the new business
environment.

Resource brokerdnction. Even with sufficient industry specific knowledge, the
lack ofdirect connections to referrals, resource holders, and emdensé&om social ties
can be darrier for earlystageentrepreneurs to enter the startup ecosygkamney &

Goe, 2004; Stuart & Sorenson, 200Mgw organizations are more likely to secure
investments and grow their customer base when they leverage their relationships with
third partiegPlummer, Allison, & Connelly, 2016; Shane & Cable, 2002)ese social
connections play a crucial role in easkageentrepreneww access to information and
resources fosetting up a business venture.

Investorfunction. The evolution of mentorship may benefit entrepreneurs in
additional ways. For example, an informal mentor may become an investor or a
shareholder in the later stage of organizational grg¢i@twejko, Chan, & Au, 2016)
Several recent studies have shown that mentors are sometimes expected to be investors
when the business is scaling ([wejko & Chan, 2018)in the duality of menter
investor rolesthe mentor role may either come as a consequence of the establishment of
aninvestment relationshifHuang & Knight, 2017pr as a precursao onefunction
(Dowejko & Chan, 2018)Unlike in traditional organizational contewhere mentorship

usually comes with an expiry daé@/einberg & Lankau, 2011jnentorentrepreneur
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relationshipin thenew venture settinganevolve into a more complex interaction
beyond initialexpectations.
In summary, mentors plag aitical rolein multiple entrepreneurial processes,
from helping potential entrepreneurs identify business opportu(@zgen & Baron,
2007) to nurturing earlgtagee nt r epreneur s compBHleameti es t h
al., 2017) to sharing knowledge and connections to support entrepreneurial activities

(Radu Lefebvre & RedierCollot, 2013) Although mentorship has been viewed as one of

the most important pillars of an entrepreneurship ecosydsemberg, 2010; Kwon,
Heflin, & Ruef, 2013) therearemany alternative forms of suppdor entrepreneurs. The
following section differentiates several concepts on entrepreneurial support and discusses
the facilitators of mentorship relationship.
Other Forms of Support

It is important to distinguish mentoring from coaching, advisongmsulting, as
previous literature has approached them as distinct con&gytepreneurial mentoring
as it is viewed in thigissertationdiffers from coaching in both objectives and nature of
the relationshigAudet & Couteret, 2012)Coachegrovide entreprenesmwith specific
skills to address neeglis addition to nurturinghe skills that the entrepneuralready
possessedMcWilliams & Beam, 2013)Conversely, mentoringas a broader scope,
seeking to teach the protégé how to be an entrepreneur in a more general sense as well as
tohelpwden entr epr eneu(Ssléan g Audet201?;arhompsonr& z o n s
Downing, 2007) Moreover, mentoring is voluntary for the most panereasoaching
usually signals a business relationshipere the coach are financially reward@didet &

Couteret, 2012Mentoring signals more comprehensive guidance compared to coaching.



60

A distinction must also be made between mentoring and advising. Even though
thes two concepts amftenused synonymous|ynentoring features regujaonsistent
interaction over a period of timehereas advising simply implies the provision of
knowledge(Wilbanks, 2013)Thus anadvisor is not necessarily a mentor unless there is
regular personal interactioAn advisor isomeonavho providedirectionwithout
attending to specific personal motivations and needs. A mamtahe other hand, guides
protégés to choose their own paths and learn together along the j&imisr to
advising, practitioneralsouse the term consulting to referttee assistance froraxperts
who provide readynade answers to specific areastsas marketing or engineering in a
shortterm period/Audet & Couteret, 2012 Compared to advising drconsulting,
mentoringfeatures social relationships over a longer periodagigsds to both business
and personal needs.

Other than mentorship, entrepreneurs also benefit $mraral alternative forms
of early support such angelinvestmeni{Mitteness, Sudek, & Cardon, 201R)cubators
(Amezcua, Grimes, Bradley, & Wund, 2013) and seed acceleratdiejia & Gopal,
2015) For example, agel investorsreindividuals who invest their own money into a
new business either alone or with an angel investment gaodpyeoftenmotivated to
become angels in order to mentor oth{@wsnjamin, Margulis, &8argulis, 2000) Angel
investorsare willing to passlownthe wisdom gained through their experienoeoften
enjoythe opportunity to givéack to the entrepreneurial commur(¥4an Osnabrugge,
2000) Incubators and accelerators are considered as the connectors of resources between
entrepreneurs and established businesseselprograms are usually one to five years in

length(Cohen, 2013)Incubators are mostly publicly owned, operated by governments,
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universities, researdhstitutions, or municipal agenciéBergek & Norrman, 2008)
Accelerators have much in common with incubators and angel investors but engage with
entrepreneurs for a shorter duration, usuallgehmonths, to help eardyage

entrepreneurs adapt quickly and le@@ohen, 2013)Since the advent of the first

acceleratad Y-Combinatod in 2005, the nmber of accelerators in the US has

increased to over 200 in 2014 while creating more than 16,00QNt)s & Gopal,

2015)

Such initiatives was consi diminggod as HfAor g
increassmew or gani z at i(elyms 59935 Thesevattamathediatathee s
relationship between entrepreneurs and their environmermt®ainga resourceich
context and offering particular intervent:.
activities(Amezcua et al., 2013pPneof the resources offered is relational connections
(Baum & Oliver, 1991)such as mentorship opportunity.

Although mentorship haseen a focus of prior research with regardssto
functions ininfluencingentrepreneww déareer choicand resource acquisition, less
studied is how entrepreneurs identify angaeainentors at the first place. Within
organizations,drmal mentoring relationshipme designated by the organization
employing the two parties based on job fimt (Audet & Couteret, 2012)Since such
formal matching falls short of ensuring interpersonal corbpidyi or linking between
two partiedRagins & Cotton, 1999kcholargenerally advocatmformal relationships
(Allen, Eby, & Lentz, 2006)Informal relationshipslevelop spontaneously t¢ime basis
of mutual identification, whiclare usually of much longer duration than formal

relationshipgDouglas, 1997)Mentors select protegesimilar to themselves and derive a
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sense of contribution to future generatigBskson, 1963)Protégésearch for mentors
they deem successful, influential or sufficiently exgeced to help them develop a sense
of professional identityRagins & Cotton, 1999 here are many aspects of the
relationshipthat increase the probability of meaningful and frequent interadifdlen et
al., 2006) For exampleMemon, Abd Rozan, Uddin, and Shah (204@nmarized 13
gualities of a mentor from previous literaturergjdhe dimensions of objective control
(e.g. gender, ethnicity) and subjective control (e.g. trust, shared vatoesdver,few
studies have looked into the tensions and strategies when entrepreneurs select mentors.
Mentor selection is a strategic decrsir entrepreneurs given limited time and resources
to identify newties and build relationship$hus, the third research question as follows:

RQ3: How do earlystageentrepreneurs select and engage with mentors?
Media Multiplexity and Knowledge-Seeking

Knowledgeof mentoring is essential in understanding how estdge
entrepreneurs gain access to knowledge and resources. However, early literature tends to
6confus[e] the person, the process, and th
(Hagerty, 1986)Some scholars argue that when discussing menpoitks important to
explore the tasks associated with the (Sammers, 1992s well as the relationship
evolution(Dowejko & Au, 2017; Roberts, 2000)t appears that little research has
focused on the communicative processes underlyingsiadge nt r epr eneur s 6 s
knowledge from mentors and the maintaining of relationships.

Experience cannot keasily transferrefom one grson into anothgSmith &
Alred, 1993) People share knowledge through a complex set of interactions with external

actors embodying knowledge exchangegrdination and probie solving(Huggins &
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Johnston, 2010; Weber & Kim, 201%Jommunication is amtegral component of
knowledgesharing and innovatiofArgote & Ingram, 2000)Technological toolare
progressively more capable of supporting knowledge management in orgasization
(Flanagin, 2002)Communication technologies enable information flow aglg teams

to integrate diverse perspectives to solve complex problems and generate new solutions
collectively(Boland & Tenkasi, 1995; Maznevski & Chudoba, 200@any studies have
examined how technologies are used within
communication and work neefldaas & Hansen, 2007; YoaZhao, Liao, & Chi, 2013)

Very few studies, however, have examined how multiple media channels can be used in
combination to support knowledgeeking needs with external stakeholders such as
mentors.

Media multiplexity theory. In order to better undstand howentrepreneurs
engagewith theirmentors it is helpfulto turn to the communication literature on
multiplexity. Media multiplexity theory highlighted that many interpersonal partners use
multiple media to maintain their relationsklpedbetter & Mazer, 2014; Parks, 2017)

Based on a social network perspectie, key argument of media multiplexity is that

channel use is driven by relational characteristics such as tie strength, so that stronger ties
tend to incorporate more media into their relationghligzo, Mariani, & Donahue,

2011) These mixeeémedia relationships help us understand how media use reftetts
promotes social relationships.

Several studies have compared network aspects across media platforms.
Haythornthwaite and Wellman (199&iferentiated work ties and friendship ties and

found that media use in work relationships is mostly driven by the nature of the task
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while the type®f media used in social relationships is determined largely by the strength
of the tie.Kim et al. (2007found that mobile phones tend to be used in reinforcing
strong ties, and tesiaseccomputermediated communicatioif©(M/C) media tend to be
used in expanding relationships with weak tiskii (2006)found differences in media
use based on gend euseof ofher média,amdslidtance bhetwean| rol e
partnersOnline dating partners who used a greater variety of médianels prior to
meeting offline repoddhigher leves of intimacy(Ramirez, Sumner, Fleuriet, & Cole,
2014) Different mediaallows different degree of interdependencies between
communication partners.

Scholars summarized three main attributes of médmt 1 nf or m peopl ed
and usage of media: social bandwidth, interactivity, and surveill@arey & Fulmer,
2004) First, social bandwidtindicates the transmission of social information such as
social identity cues and relational cues when using the communicationrm@ice,
1987) The presence of social cues influences the developaf relationships. Second,
interactivity captures the speed and pattern of the responses and scholars usually
distinguish between asynchronous and synchronous forms of communication
(Hollingshead, McGrath, & O'Connor, 1993; Walther, 19@2)mpared to synchronous
communication where piarers need to coordinate in time, asynchronous communication
allows more independence of action and is less intr§doees, Watson, Gardner, &
Gallois, 2004) Lastly,surveillance derminesthe publicness of interactidnhow the
communication is influenced by potential third partiebas been suggested that
perceived obseation by third parties will influence the communication strategies people

use to seek informatiofBarry & Saunders, 2003Jor instane, the visibilityof social
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media affords peopléne opportunity to find out what people know and withey may
know (DiMicco, Geyer, Millen, Dugan, & Brownholt2009) The transparency on social
media reduces the effareeded foknowledgesharing(Bregman & Haythornwaite,
2001)and it motivagés users to strategically manage their online knowledge
communicatior(Danis & Singer, 2008 Different mediaafford different aspects of
relational development.

Past research on media use in organizatiggelyreinforces the idethat
different media serves different communication needs for knowdsegiing(Groth &
Bowers, 2001; Yuan et al., 2018pr example, when seeking contextual or experience
based tacit knowledge, fateface communication enables people to learn from
observatn andpermitsimmediate clarificationlnformation communication
technologiesICTs) with high synchronicity such as video chat increases communication
partner sod pe (Wilson, O'kedry, Metio, & Jetti2Q08Nnd allows them to
use visual cues to build common ground and trustriomkedgeseeking. Some new
ICTs such as social networking sif@&NSs)and bbgs offer affordances such as visibility
and associatiofifreem & Leonardi, 2012p signal the connection between information
and improvehe efficiency oknowledgeseeking In addition, research on organizations
has emphasizetthe significance of new media platformstie knowledgesharing
procesg{Murray & Peyrefitte, 2007)For exampleSNSssuch as Facebook were used
primarily to form mixedmode relationships from online to offline to foster relasioip
development and knowledgharing(Ellison, Steinfield, & Lampe, 2011Media

multiplexity promotes the complementarity of different communicatiomicéis.
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Media multiplexity also enhance the flexibility in knowleeggeking and give
both parties more control over the format of communicdtiaran et al., 2013)For
instance, when peopgeek knowledge on asynchronous channels such as email or shared
documentation systems (Google Bpthey are able to carry out their tasks at their own
pace without spending time waiting for respo(isalman, Monge, Fulk, & Heino, 2002)
Social media platforms like blogs alsnhancé&nowledge as people can use one single
post to initiate multipleknowledgeseeking request and facilitate interact{¥uan et
al., 2013) Media multiplexity provides dyads more choices in media selection and the
benefits of each channel in an integrate (Yuan, Carboni& Ehrlich, 2010) For
interpersonal media channels, faodace meetings, phone calls, emails, instant/text
messaging (e.g. WhatsApp), social media (e.g. Facebook), video chat (e.g. Skype), and
collaboration tools (e.g. Slack) were lisi@lppel, Burke, & Cherney, 20LDverall,
becausadifferent media channetomplement each other in enhancing the convenience
and complexity of knowledge exchange, entrepren@hsusemultiple media will be
more likely to obtain desired knowledge from men{see Figure 6 Thus, it is
hypothesized that:

Ho. The formation omultiplex media ties between entrepreneurs and meistors

positively associated with entrepreneur

Tie Strength

Hll/ Mo

Ho

Media
Multiplexity

Knowledge
Acquisition

Figure 6.Hypothesized Model of Knowledge Acquisition
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Tie drength. Strong ties to other organizations mitigate uteiaty and promote
adaptation by increasing information shar{fgaatz, 1998)Moreover, tie strength
typically indicates that actors have high levels of intrinsic motivation and positigct
to engage in a working relationshidarsden & Campbell, 1984)nd contribute to
knowledge generatiofbosa, 2011)Strong tieenhance the timing, relevance, and
gualify of information that are integral for entrepreneurs to spot opporiiButy,

1992) Entrepreneurs also accumulate obligations from others in thelasidsgetwork
and accrue influence to leverage these commitn{®&arolis & Saparito, 2006} ie
strength offers a conducive social context for resource exchange.

Successful strategic partnerships contain greater communicatiositip{@&ohr
& Spekman, 1994and better communication improves mutual learrfing | i Renko,
Autio, & Sapienza, 2001)n studying the relatiorgps between young technoletgased

firm and its key custome¥,li Renko et al. (200Inoted that the acquisition ekternal

knowl edge rmaesnndsse iotaraction, and on the willingraddirms to
shar e i n(p.680)niredeed, sacidl interaction enhalagowledge acquisition as
it increases role interaction®king & Vande Ven, 1994) enabl es entrepr ene
recognition and evaluation of knowled@ene & Lubatkin, 1998and encourageboth
parties to exchange and process informaf#tahra, Ireland, & Hitt, 2000)Tie strength
is often regarded as a signal of frequent social interaction.
Strong ties are particularly important for knowledwgeking purpose because of
the hidh degrees of ambiguity and uncertainty inherent in entrepreneurial proceéds.
strength of a tie is a combination of time, emotional intensity, intimacy, and the

reciprocal ser vi ces (Grahovetten, 1973) p.rla68adrlestagez e t hi
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entrepreneurs are faced with many unansdegpuestions regarding the product, the
market, or even their capability to achieve suc¢Esald, Klyver, & Svendsen, 2006

this volatile contextyeak ties are not sufficient fexchanging sensitive information
(Krackhardt, Nohria, & Eccles, 2003)he stong ties between entrepreneurs and mentors
will allow both parties to disclose more sensitive and detailed information. It is
hypothesized that:

H1o. Tie strength is positively associated with knowledge acquisition of

entrepreneur.

Media multiplexity and tie grength. Media multiplexity theory also suggests that
people who communicate with partners using multiple media channels will have stronger
relationships than those using only one channel because having a greater number of
media offers additional opptinities for influence and relational coordinati@iedbetter,
2010) Although media multiplexity has beassociated with tie strength, the causal
connectiorbetween these two concepts is less dleadbetter & Mazer, 2014)n
general, it seems that a mutual causality occurs across time between media use and tie
strength(Ledbetter, 2010)The initial finding ofHaythornthwaite (2000§uggests that
media multiplexity is a characteristic of strong tie relationships many scholars later
used tie strength as a predictor of media multiplefiticzo et al., 2011)

Another line of investigation viewed tie strength as an outcome arising from
multiple media use, asserting that media multiplexity can predict closeness and
interdependence in a variety of contexts, including frienddtedbetter, 201Q)music
based social netwoilBaym & Ledbetter, 2009 anda multiplayer gaming platform

(Ledbetter& Kuznekoff, 2012) In this view, when partners use multiple media to
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communicate, they are more likely to share critical knowledge because a greater number
of media offer additional channels for social influence and coordin@dtexdbetter,
2010) This dissertation takes the second line of reasoning that when entrepreneurs use
multiple media channels for canunicating with mentors, they will have stronger social
relationship. Thus, it is hypothesized that:
H11. The formation of multiplex media ties between entrepreneurs and mantors
positively associated with tie strength.
H12. The formation of multiplex mdia ties between entrepreneurs and mentors
has an indirect effect on knowledge acquisition through tie strength.
Relational M ultiplexity
Relatioral multiplexity is defined as the extent to which two entif{es.
individuals, organizations, et@ye pined bydifferentiatedresource exchang¢doang
& Yi, 2015). For example, within a single relationship between a vendor and an
entrgreneurial firm, there could be exchaagé market information, technical
knowledge, or capital in addition to the initial transfer of matefladsson & Starr,
1993) Each contenexchange tends to reinforce the other, thus augmenting the overall
strength of the relationsh{i€otton etal., 2011Ent r e pr e n e u-seskingik n o wl e d ¢
fundamentally a social activity; in order to understand knowlesggdking, we need to
understand the relationships that reify it.
Although research onetwork structure has highlighted the importance of
interconnections between partners and the centrality of networks in entrepreneurial
processe$Stuart &Sorenson, 2007}his structure perspective did not give enough

attention to the qualitative differences of interconnections. Multiplexity incorporates the
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Aprior research about the i mportance of in
networks t r u ¢Bliamel evicCathy, & Maine, 2016, p. 248Relational multiplexity
t heory provides a quantitative apprai sal 0
social ties.There are many interpretations of multiplexity, including social multiplexity,
relational multiplexiy, and strategic multiplexity. These concepts diffecording to
theirrelative emphasien social aspesbf therelationship, relationship content, and
relationship structure.

Social nultiplexity. Social multiplexity featureboth a business and a salci
componentFerriani, Fonti, & Corrado, 2013; Jack, Dodd, & Anderson, 2008¢
business relationships are instrumental ties which reflectrédeskant commitments and
transactional expectatiofiBliemel et al., 2016)On the other hand, the social dimension
of multiplexityrepe s ent s t he degree to which two ent.
personal and emotional wddeing(Huang & Knight, 2017)Scholars have investigated
the significance of the social dimension in enriching business relatiorfstipag &
Antoncic, 2003) and found that entrepreneurial networks have a tendency toward
multiplexity, with relationships starting with a business transaction eventually becoming
social relationship§lohannisson, 1996iowever, multiplexity may also constrain
entrepreneursdé behaviors as business deman
(Hoang & Yi, 2015) While the layering ofisocial dimension on business relationship
generally promotes the losigrm berrfits of both parties, it mayot necessarily lead to
desirable shotterm outcoms

Relational multiplexit y. Recent work sugests that social multiplexitg ia

dichotomous concept distinguishing business and social relations blurs the distinction



71

between multiplexity and tie strengBliemel et al., 2016) A Mul t i pl exi ty
relationship content while strength and
(Bliemel et al., 2016, p. 257Therefore, relatiodanultiplexity is a better framing to
recognize the multidimensional nature of business relations. For example, within the
same dyad, people can think of their partner as supplier, customer, vendor broker, and
previous employefHite, 2003) Mesch and Talmud (200@)vided multiplexity into

activity multiplexity (shared social action) and content multiplexity (the nurob®pics

that a dyad shasg Following Marsden and Campbell (1984glational multplexity is

not regarded as a central component of tie strength.

Relational nultiplexity has been examindmbth within organizations and in the
interorganizational conteXLee & Monge, 2011)For instance, employees involved in
multiplex communication networks have stronger organizational commi{Reht
Hartman & Johnson, 1989)azega and Pattison (1998®und that lawyers from a
corporate lavfirm tend to have interconnecting exchanges of goodwill, advice, and
friendship.Cross, Borgatti, and Parker (20@Gplied netwdk analysis to demonstrate
that the five informational benefits of advising relati@rsolutions, metaknowledge,
problem reformulation, validation, and legitimatfoform a unidimensional scale such
that a contact always provisimultiple benefits. Scholaaso showed that the
multiconnectivity between biotechnology organizations in research, finance, licensing
intellectual property, and sales drsweetwork evolutionPowell, White, Koput, &
OwenSmith, 2005) Compared to social multiplexity, relational multiplexity captures

more contexspedfic information.

e my

em
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Strategic multiplexity. Another approach to studying multiple relationships in
organizational networks is called the strategic multiplexity perspe@ivipilov, 2012)
Strategic multiplexity happens under three conditions: 1) entrepreneurs are
simultaneously embedded in diverse relationships, 2) the relationships are
interdependent, and 3) the interdependence influences entrepreneurs. While social
multiplexity and relational multiplexity focus on the level of a dyad, strategic
multiplexity involves two dyads with entrepreneurs as the shared contact between them.
Entrepreneurs control the interdependence of relationships and benefit from actively
maintaining and exploiting the separation between pdfibstfeld, 2005)By bridging
the unconnected and influencing the inform
relationshipgBurt, 1992; Monge & Contractor, 2003; Nicolaou & Birley, 2Q03)us
entrepreneurs who maintain diverse, heterogeneous networks, especially those who
bridge O6structur al résourcesand@onteorbgnefys. mor e val u

Since the focus of this dissertation is on the multiplexity that is conducive to
knowledge acquisitn, the relational multiplexity perspective is adopiafithin
entrepreneurship, the types of exchange can include technical knowledge, market
information, emotional support, and business exch@fdgang & Antoncig¢ 2003;

Human & Provan, 1996; Larson & Starr, 199Bhese categories refer to the content of
the exchange instead of the relationship context: work, school, familyBetss, 2003)
Multiplexity is more likely to occur when the market uncertainty is liiggckman,
Haunschild, & Phillips, 2004 Multiple layers of resource ekange between the
entrepreneur and the partner increase the-organizational independence as well as the

value of the relationship, until theoint at whichthe relationship reaches saturatsnd
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the entrepreneurs need to find new contacts for additi@sourceéBeckman et al.,
2004) This dissertation uses the six general functions of ment@rstapeer
devebpment, psychosocial support, skill enhancement, socializatisource broker,
and investad asaframeworkin order to exploreelational multiplexity.

The extent to which the content exchanged between pairs of individuals in the
interactions covers a ae range of perspectives, topics, or domains has been related to
the concept of knowledge diversiyu, Sha, & Chang, 2012¥cholars have also used
knowledge breadtfGopalakrishnan & Bierly, 200@nd broadnegddargadon, 2002;

Sullivan & Marvel, 2011bYo refer to knowledge diversit@rganizational studies have
shown that individuals who access diverse knowledge are more likely to develop
cognitive variation to synthesize knowledge and generate new(iSieagnton, 1988;
Sosa, 2011Knowledge diversity and relational multiplexitetween entrepreneur and
mentor predictshe richness and depth of social relationships.

Recent work calls for studies associating multiplexity witbrediverse
performance variables other than organi zat
satisfaction with business performance, profitability, and internationalizgt®nm at k o v i |
Kregar & An.Thene still dxists gairdrésgarchddressindnow relational
multiplexity could be achieved communicative§ome studies contend that intense
social interaction lead to relational multiplexity as it promotes the development of

common knowledgéYli Renko et al., 2001gnd makes both parties more comfortable
wi th each ot he rlasltyonanovesde excharg®iagniid/anrde
Ven, 1994) But focusing on social interaction in general overlooks the subtlety of

information exchange enkgd by different media channeldaythornthwaite and
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Wellman (1998%tudied media multiplexity and relational multiplexity at the same time,
but their argument associated both concepts sepavéthlyhe frequency of
communicationThus, this dissertation aims égplicitly investigatehow media

multiplexity affectsrelational multiplexity.

Media multiplexity and relational multiplexity. Many evidences show that the
goal of introducing new communication media is not for enhancing the effectiveness of
doing old things, but instead for etialg new things that were not possible or feasible
with the old technologySproull, Kiesler, & Kiesler, 19925cholars contend that media
multiplexity opens up opportunity to access more diverse knowledge since people can
integrate the benefits of multiple media to obtain different knowlédgeet al., 2012)

In addition, media multiplexity allows the transferringnadre accurate knowledge as the
layering of each additional media will increase the richness of inform@ficem et al.,

2010) Moreover, media multiplexity facilitates the development of shared understanding
and common knowledge, which is important for two parties to collectively solve
probdems and generate ide@3arlile, 2004) Multiple media use enhances the quality and
guantity of information.

Media multiplexity has been asss¢oui at ed
& Mark, 2008) Su and Mark (2008)emonstrated that despite switching among tasks, a
significant part of multitasking involves switching between communication partners and
among media channels in different organizalaontextsStephens (200®xplored
successive use of communication technologies and suggested that a combinatorial use of
ICT could increase the efficiency of accompimngha variety of tasks and increase the

likelihood that communicators will reach the audience. Howetephens (2000id not
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address how simultaneous or repeated ICTwikénfluence communication
effectiveness.

Media multiplexity increases mutual responsiverete/een communication
partners by facilitating the formation of common knowledge and enriching the
communication conterfCarlile, 2004; Wu et al., 2012pyads with higher levslof
media multiplexity enjoy &ter expertise responsiveness and therdiaxehigher
guality anddeepeiinteractiongSha, Wu, & Chang, 2012 a study of creativity in
dyads,Sha et al. (2012pund that media multiplexity facilitates the generation of new
ideas because dyads will have better access to each other when usipig multi
communication media and they are more likely to offer each other thoughtful answers.
Receiving information through multiple medihannelslso affects the way one
perceives information and influences the time one spends on communiedaital
activities (Thatcher & Brown, 2010)Therefore, it is hypothesized thaee Figure )

H1s. The formation of multiplex media ties betweentrepreneurs and mentass

positively associatedith relational multiplexity.

Media His Relational
Multiplexity Multiplexity

v

Figure 7. Hypothesized Model of Relational Multiplexity

The Impacts of Gender, Aye Ethnicity
Homophily and media multiplexity . The formation of communication netvks
is often explained by therinciple of homophilywhichis thetendency for ties to form

betweerthose who share similaritiéstonge & Contractor, 2003jiHomophily is one of
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the best documented empirical r e(Glougheet i t i es
al., 2018, p. 24)According to(Brass,2003) si mi | ar ity i s sought to
increase predictability of behavior, and f
networks usually exhibit similar characteristics inisdemographic, behavioral, and
intrapersonal aspecfsicPherson, Smitthovin, & Cook, 2001) Research suggests that
relational multiplexity is associated with honialg among friends who have similar age,
gender and ethnicitfStoller, Miller, & Guo, 2001)Peopleare more motivatetb engage
in frequent communicatiowith those who aranoresimilar to themselves.

Studies on relationship formationtime entrepreneurial context also widely use
similarity attraction theory to explain how entrepeurs select business partners or
investorgGrossman et al., 2012; Hallen, 2008; Vissa, 20B4) example, in studying
the networks of entrepreneurs in the URugf, Aldrich, and Carter (200&)und that
homophily actsas amechanisnthatgoverns the composition of founding teamasthe
founderswerehighly homogeneous by race, gender, @tityy, and previous occupation.
Bounded rationality suggests that entrepreneurs with limited social capital tend to rely on
easily accessible information to startup their busingssalten & Pahnke, 2016)
Connecting with mentors who share similar characteristics with them will enhance the
ease of amess and increase the opportunities of building stable and strofigalisan
& Kubitschek, 1988)The following sections discus$isree types ofimilarity i gende,
age, and ethnicity that are likely to influence eartageentrepra e ur s & communi c ¢
patterns.

Age andmedia ug. Age homophily has beanostly examined in friendship and

studies shown that age is among the strongest predictors of close fipsiisiitherson
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et al., 2001; Verbrugge, 197 1hdividuals in similar age range possesHdiatinctive
composition and character reflecting the circumstances of its unique orijmiars t or y 0
(Ryder, 1985, p. 845Within organizations,employees of similar age tend to have
common norwork-related expeences outside of organization based on their similar
social role§Zenger & Lawrencel989) Scholars found that age similarity may produce
similar attitudes regardless of industry and tenure, for example, people will have greater
job satisfaction and commitment when they grow o{tlwrris & Sherman, 1981)
Further, age has been shown to drive the initiation of unplanned conversations in
organizationgZenger & Lawrence, 1989 onsequently, age similarity implies the
alignment of values and experiences, which further drives the formation of relationships.
Although age differences are consielas a characteristic of mentoring
relationships in some studi@idunt & Michael, 1983)scholars question the assumption
t hat t kcehid pdadr edriytnami ¢ i s ¢ canddealatohship brildihgp ¢ o mn
(Levinson, Darrow, Klein, Levinson, & McKee, 197&ntrepreneurs will more easily
access mentors of similar age and such age homophily aldl gihigher likelihood of
meanigful interactions. Research halso shown that people of different age group have
different media repertoire and use media differef\fgn Rees Van Eijck, 2003) We
argue that earlgtageentrepreneurs wilisefewermedia channels to engage with
mentors of different age groufsee Figure B Theefore, it is hypothesized that:
H14. Agedissimilarity is negativelyassociated witthe formatio of multiplex

media ties between entrepreneurs and mentors
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Age Dissimilarity _Gender Ethnicity
Dissimilarity Dissimilarity

Hi 4

Proximity
Hig
Trust Media
Hio Multiplexity
Perceived Value
H2 o
Social
Embeddedness

Figure 8 Hypothesized Model of the Predictors of Media Multiplexity

Gender andmedia tse.Numerousmpirical studies have explored gender
differencesm social networks andorkplace relationships oveecade¢Durbin, 2011,
Ibarra, 1997; McGuire, 2002people tend to be professionally attracted to others of the
same gendgByrne et al., 1971)The underlying mechiasm of gendebased interaction
is the distinct values, beliefs and communication patterns of male and {&nadsman
etal.,2012) Femal e wor kersdé behavi or sorigmtadv e been
than male dheytend to emphasizearing, listening, and nurturing #ite workplace
(Pounder & Coleman, 2002yloreover, research has shown the impact of gender
differences in languaggse on organizati@h decisioamaking(Sheridan, 2007)Gender
composition of groups and organizations to some extent determines the network
relationships betweemaleandfemalecoworkers(Blau, 1977) Ibarra (1992)
investigatedne n 6 s and womends i nter actndshowep at t er n
that , compared wit h typifeedby Bomophilbus ties, kegardieds aft ar e

tie content, women are more commonly found to obtain advice from ties to men while
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maintainng informal social nteraction with womenn general, it seemmen and women
weremore likely to engage in gendekclusive interactions organizational settings

The undetrepresentation of women in entrepreneurship might also influence their
communication patterns withdividuals of other genderResearch has shown that
women were 60% less likely than men to be entrepren@usf et al., 2003and they
had significantly lower founding rates in Western Eur@ner, Brush, & Hisrich,
1997) For many reasons, women have | ong been
discussion network@Rosa, Hamilton, Carter, & Burns, 199#)d research hdsund that
in many countes maleentrepreneurs seldom include women in their strong tie circles
(Aldrich & Sakano, 1998) Womendés | ow founding rates con
heterogeneity in forming strongps creates considdrd e barri ers t o women
information(Aldrich, 1999) Consequently, the perception of being in a minority social
group mightdeter female entrepreneurs freeekirg information from male resource
holders.

In thementorprotégé relationship, previous research has suggesteshthat
gender mentoring dyads achieve better outcomes thangeoder dyadg-eldman,
Folks, & Turnley, 1999)In particular Appelbaum, Ritchie, and Shapiro (199ddind
that the pairing between a female mentor and a male protégé piddetmvestlevel of
mentoring effectiveness. But for some specific mentoring functions-garder
mentoring dyads might not be superior than cgessder dyads. For exampkagins and
Cotton (1999¥ound thatgender composition does not affect psychosocial mentoring
functions.Crossgender relationship of male mentoffemale protégé dyadas foundo

realizehighest level of vocational mentoring functigi@osik & Godshalk, 2000)



80

Despite the divergent findings of the effect of gender composition, much of the reasoning
behindgender homogeneiig thata mentor with the same sex is more ready to provide a
sense of acceptance and confirmatmthe protégénd to serve as a role model
(Weinberg & Lankau, 2011)In alignmentwith these findings, it iexpeced thatgender
dissimilarity will play a role inreducinge nt r epr eneur s moti vati on
discouragingentrepreneurfom engagingnorediverse media to seek knowledge.
Therefore, iis hypothesized that

H1s. Genderdissimilarity is negativelyassociated witthe formation of multiplex

media ties between entrepreneurs and mentors

Ethnicity and media $e.Ethnic-based homophily has been found in the
relationships between entreprenand investo(Bengtsson & Hsu, 20157 his is based
on the premise that socially proximate people have lower communicatior{ldegtie &
Tumlinson, 2014)Followingthe definition ofKauffman FoundatiofBradford & Mijid,
2016) ethncity is broadly categorized into four groups: White, Black/African American,
Asian, and Hispanic/Latino. Large ethuiisparities exist in enterprise ownership
(Fairlie, Robb, & Hinson, 2010access to financiaapital(Mijid & Bernasek, 2013)
andawareness of markefBates, 2011)Fairlie and Robb (2008pund that Whiteand
Asianowned firms have highesurvival rates than do Blacknd Hismnic-owned
businesses. Similarly, ethnic gaps exist in-salployment rate@Blanchflower, 2009)
and startup performang¢Eairlie & Robb, 2007)According tathe 2007 Survey of
Business Ownersninority-owned businesses account for only 2de8cent of all U.S.
businesseRobb, 2013)In general, minority entrepreneurs are stiltlerrepresented,

and wnderperformingcompared with white entrepreneurs.
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There are fewer skilleBlack and Hispanic entrepreneurs than White and Asian
entrepreneurs, mainly due to less frequent prior family business ownership, lower
education levelsaand less management expade(Bates, 2011; Fairlie & Robb, 2008)

The insufficient skills and exposure ofaBk and Hispanic entrepreneurs result in less
opportunity identification, less motivation to start a business, and less propensity for
these entrepreneurs to compete in industries with high entry bdtaéssrom & Bates,

2013) There are several reasons that cause Black and Hispanic entrepreneurs to enter
industries with lower capital requirements. First, since Black and Hispanic entrepreneurs
have lower family wealth levels compared to Whitee&preneurs, their new businesses
also have lower equity leve{$aylor, Kochhar, Fry, Velasco, & Motel, 2011$econd,

Black and Hispanic entrepreneurs encounter more challenges in loan application than do
White and Asian entrepreneurs with the same individual level and organizational level
characteristicéBlanchard, Zhao, & Yinger, 2008yhedisparity in access to funding and
expertise among ethnic groups thus seagea beier to effective communication and
knowledge exchange. Therefore, it is expected that entrepreareursore likely to use

more media channels to communicate with sathaicitymentors

H1e. Ethnicity dissimilarity is negativelyssaeiated withthe formation of

multiplex media ties between entrepreneurs and mentors
The Impact of Proximity

One underlying force of forming homophilous networks is induced homophily
(Clough et al., 2018)which refers to the fact that similar people are more likely to
encounter each othavicPherson et al. (2008uggeted that connecting with distant

people takes more time and energy than those who are available asgdngraphic
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space not onlis detrimental tdhe presence of relationship kbe frequency of
interactionsGeographically paratecommunication prtnershavefewer opportunities

to share common social contegnhd motivations for interaction, which are all important

for building network ties (Yuan & Gay, 2006} henphysically celocated, workers

usually feel more psychologically obligated to ergjagsocial interaction€&eographic
proximity plays a more i mportant role in 0
(its multiplexity and the frequency of actual contact) than it does in determining the

pr es enc éMcPBhérsoa et al.j 2004, p. 43Thus, geographical location is an

important factor in generating social ties.

People often found it difficult toommunicatéocational informatiorand make
accurate assumptisabouttheremote situationfCramton, 1997)Physicaland
perceivedsolationbedetrimental to knowledgseekingand effective collaboration
(Bartel, Wrzesniewski, & Wiesenfeld, 2012; Sole & Edmondson, 2Q@ation
dispasion thus becomes an obstacle for people to cormatenand form advieseeking
ties. The perceived remoteness deters entrepreneurs from increasing the number of
communication channel¥hus, it is hypothesized that:

H17. Proximity is negatively associatl withthe formation of multiplex media ties

between entrepreneurs and mentors
The Impacts of Social Factors

Trust and multiplexity . Trustindicates relationship qualify.arson, 1992and it
was recognized as a critical factor for knowledge shdkisy, Ju, Yen, & Chang, 20Q7)
Trust along with commitmenis essential for interfirm alliances to engage in cooperative

behaviordMorgan & Hunt, 1994)Chow and Chan (2008uggested that trust influences
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expectatioso f ot lerdiorssaidd behavigrpeople are more likely to favor the

knowledge bared by trustworthy colleaguégust also encourages knowledge exchange

by i ncreasi ng Wilngneds®dhgréMakela, Amdergsenp& Seppald,

2012) Further, relations based on trust enhance information processing and reduce stress

as partnersan spend less time on bargaining and monitofihyer & Singh, 1998; Mohr

& Spekman, 1994) Wh a t @nstuahtrast iecreases confidenceeim c h ot her 6s ¢
will and flexibility so that people can enjoy broader scope of learning and risk taking

(Larson, 1992; YliRenko et al., 2001)n general, trust mitigates the risk of

communication and smooths thepess of knowledge transfer.

Trust here focuses on the benevolence dimension of trust as indicaketh&san
and Hess (1997)The benevolereof a trusted partner reflects the degree to which that
partnerdéds fAconcern and cared0 dRempeled a mer e
Holmes,& Zanna, 1985) Trust was found to be a major determinant of relationship
commi t ment by fAreducing the perception of
by the partner, increasing the confidence that sieom inequities will be resolved over a
|l ong period, and reducing the t(Gamnesan®&cti on
Hess, 1997, p. 441; Morgan & Hunt, 199%he enhanced relationship commitmieids
tothef ocal partnerodos desire to develop a stab
beyond the costs to maintain the relationgipderson & Weitz, 1992)hereforethe
relationship bateen trust and multiplexity is hypothesized as follows

Hais. Trust is positively associatedth the formation of multiplex media ties

between entrepreneurs and mentors
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Perceivedvalue and multiplexity . Perceived value is conceptualized as the
expected gality and reliability of information given by the focal partri@ohnson,

Cullen, Sakano, & Takenouchi, 1996; Moorman, Zaltman, & Deshpande,. T98R)
concept focuses on the par characteristics such as tasglecific competencies,

reliability on the advice given, and predictability in terms of collaborative behaviors
(Ganesan & Hess, 1997, p. 44Bpth expectancy theory and social exchange theory
imply that perceived value influencesmmunication behaviorExpectancy theory
proposes that individuals are motivated to act based on their perceptbtisete is a
positive correlation between efforts and bendftioom, 1964) This social psychology
approach has been widely adopted to explain motivatiothe mrganizational context
(Mitchell, 1982) If people perceive that contacting a person will help solve the problem
or make progress on the task, people are more motivated to maintain this relationship and
increase thérequencyof contact inthefuture (Allen, 1977) Perceived value is

particularly relevant in knowledge search proddssbus, 2004)Similar to expectancy
theory, social exchange theory posits that individuals evaluate the investment costs of
their participation in relationship to the returns they recéframer, 2005; Monge &
Contractor, 2003)Compared to trust, perceived valoeusesédss on the motivation of
communication and more on the outcome.

Most studies have found thaigher perceived expertise or value of certain
membersnakes individuals the target aflviceseeking, makinghem central in advice
networlks (Gibbons, 2004)Borgatti and Cross (200®yoposed a model of information
seeking that is based on the functioh&nowing what people know, valuirgp e r s on 6 s

expertise, gaining timely accessthe person, and evaluating the potential costs in
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seeking information fronthe personGrossman et al. (201Bpave argued thaarly stage
entrepreneurtend to seek out network contacts who have higher perceivedgraére
both the wideranging needs and the uncertainty of founding a new busifiess.
perspectivaaken in this dissertatias aligned:it is expectedhat entrepreneurs will
engage in a wider rangé @ommunication activities witimentorshaving higher
perceived valuand increase the exchange of resources to maximize their benefits.
Therefore, it is hypothesized that:

H1o. The perceived value of mentsis positively associated witihe formation of

multiplex media ties between entrepreneurs and mentor

Socid embeddedness and oitiplexity. Social embeddedness has long been
argued as a predictor of cooperation and communication effectiviéres® Walker,
2014) While social embeddedness vaaginally articulatedby economic sociologists
(Granovetter, 1985)t has been widely applied the entrepreneurship literatustudying
team formatior{Aldrich, Carter, & Ruef, 2002}or example, based on evidence from 12
venture teamsChandler and Hanks (199f)und that most team members havier
connectionssuch adelonging to the same family or having worked together previously
In some studies, social embeddedness refers to the number ofteomgat two
individuals share in a relationshigasley & Kleinberg2010) Other scholars use social
embeddedness to suggest the shared affiliations among jpdwgleg members of the
industry association, from the same academic institutions, or working at the same
company(Cornwell & Harrison, 2004; Lattanzi & Sivakumar, 2008his dissertation
argues that both affiliations and common contasteprisethe social embeddedness

betweerearly stage entreprenewsd mentors.
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One assumptionf social embeddedness is the principal of familiarity, which
asserts that nApeople who associate with on
more | ikely to continue the ass@driclaet i on su
al., 2002, p. 157)Prior shared contexts between individuals contribute to interpersonal
familiarity and thus lead to more effective collaboratidnother assumption of social
embeddedness is that the presence of commo
communication patterns and motivatidisackhardt, 1998)Embeddedness enables
mutualy beneficialrelationships as noncooperative behaviors will be known quickly in
the whole networkAral & Walker, 2014) For instance, in Simmelian ties, people are
directly and reciprocally connected to one anofReackhardt, 1998) A The appear a
of the third party indicates transition, ¢
(Simmel, 1950, p. 145)n general social embeddedness stabilizes relationships
(Obstfeld, 2005and facilitats the generation of new ide@#/u et al., 2012)Research
suggests thatyads in Simmelian tebenefit from media multiplexity as they have
multiple communication channels to enrich communication opportunities and
accessibility(Wu et al., 2012)Thus,it is arguedhat the facbf beingsocially embedded
will increasein d i v i rdativatlorst@ communicate and to develop deeper social
relationshig. Theefore, it is hypothesized that:

H2o0. The social embeddedness is positively associated katfotmation of

multiplex media ties between entrepreneurs and mentors

In sunmary, chapter 4 delineated the significance of mentorship in
entrepreneurship and proposed the research questions entrepreneurs early select

mentors, as well as how does media multiplexity enable the engagement.
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Chapter 5
Data and Methods

The fdlowing section delineates the data and methods used in this dissertation.
Data were drawn from observations;depth interviews and questionnaires. The core
methods include content analysis and multivariate regression analysis.

Research Context

The following section gives the context of this research and offers details on the
locations where data were collected.

Entrepreneurship ecosystenin the NYC metropolitan area. The empirical
context of this study isonstituted by th&nowledgeintensive industes inthe NYC
metropolitanarea.The list offamousNY C-basedstartups includsGilt Groupe, Tumblr,
AppNexus Foursquare, and DoubleClidRuring 20178, NYC observed some notable
tech companguccesses-or exampleWeWork is a NYCbased company thatqrides
shared workspaces for entrepreneurs, small businesses and freel&let®msk has
raised over $20 million as of 2017 andhddacquiredseverakeducationrelated and
eventrelated companies, suchREsatiron School, a coding school offering startup
education in ManhattaandMeetup, a platform used to organize online groups that host
offline eventsTrello is a project management application enablingsusecreate and
delegate tasksmoa virtual whiteboard. This NY®Based company was acquired by
Atlassian in 2017 for $425 Million. Yext, an d#ine brand managemeobmpany went
public with $116 nilion raised at $940 Million evaluation in 2017.

Among the seven leading technology regions in theddfy,New Yorknotched

an increase in theumber ofVC deals between 2007 and 2Q&ational Venture Capital
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Association, 2016)New York hada 32% increase in VC deals compared to Silicon
Valley at-10% and New England at4 %. NYC has more than 200,000 businesses with
20 or fewer workers, and they eraplmore than 600,000 employg&sichner, 2016)

New York State ranked #3 in the nation in terrheraployment in the tech sector
in 2016, after Cli#ornia and TexagOffice of the State Comptroller, 201 Based on the
2016 NYC Tech Ecosystem study, NYCOds Tech
fast as dNlacnomy, tlree éimes faster than the U.S. Tech Ecosystem, and six
times faster than the overall U.S. econddR&A, 2017) Figure 9demonstrates the job
growth difference between different ecosyste@mnpare to other sectors in NYC, tech
has the fastest growth rate since 2010, reducing the traditionaceela the securities
industry(Office of the State Comptroller, 2017Mhe NYC metropolitan area ranked third
in the nation in terms of the number of tech patents granted in 2015 behind San Jose and

San Francisco, according to U.S. Patent and TrademaneOffi

30%

16%
10%
5%
NYC Tech NYC Total US Tech US Total
Ecosystem Economy Ecosystem Economy
(Including Tech) (Incluing Tech)

Figure 9 Tech Ecosystem Job Growth 26616 Reproduced fror@016 NYC Tech Ecostgem,
by HR&A Study Update, 2017.d®ieved from
http://abny.org/images/downloads/2016_nyc_tech_ecosystem_10.17.2017_final_.pdf
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NYC6 s nolegydtosystenmadmore than 7000 startups of the end of 2017
provides more than 326,000 technology jobs arriinked second in global startup
ecosystemgGauthier, Strangler, Penzel, & Morelix, 2018heNYC tech ecosystem has
grown from $2.3 billion investment in tech startups in 2012 to about $13 billion in 2017
In 2017, NYC hadver 9600 startups amdore tharl00 incubators(Digital.NYC, 2018)
NYCO6s governmemppl red edcieenecde RFP to expani
the applied sciences to enhance the cityos
investment, cityowned land at a set of designated sites, and expedited city approvals
process to institutions dfigher education, research institutions, and private partners
(HR&A, 2017). For example, Cornelléich obtaied approval to build a $2B, twaillion
square feeapplied science and engineering campus on Roosevelt Island. The City
supported a group of leading academic institutions and private companies in the creation
of the NYU Center for Urban Scienaad Progress in Downtown Brooklyn.

Tech entrepreneurs come to New York City for access to capital, customers, as
well as new ideasNew York City has 48 Fortune 500 headquarters, accounting for the
biggest portion of the number in the United St&té$S. Census Bureau, 2013he
corporate investment from thesstablished businesses on venture funding and
acquisition has largely promat¢he development aimallersized businessehe
proliferation of startup activity and tech talent in New York City encouraged established
businesses such as KPMG, IBM Watsoaunch labs to tajmto the innovation
ecosystenin order to stay current and nimiflanovation Council, 2016)n addition,

New York has a variety of acceleregpincubatorsand ceworking spaces to support the

devel opment of tech community and I mprove
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York alsooffers unique culture and economic diversity to inspieatvity and
collaboration A survey in 2018 showed that over 8@¥thetech talents are attracted by
the diversity of people, diversity of indugtrand cultural options in NYCAccenture,
2018)

Composition of the Teeh Sector Since there is no consensus on the official
definition of the Atechnol ogy sector, 0 mos
measure employmephanges and economic activitigffice of the State Coptroller,

2017 The Feder al Reserve Bank of New York | i
use technology as their core business stra
(Forman, 2015)This definition provides aomprehensivene as ur ement of t he
secbr. Figure 1@shows the NYC share of nationwide tech sector jobs by industry from

2004 to 2014and 10b is the specifindustry distribution in the citynternetrelated

industry is the fastest growing ssdxctor with the largest share of nationwide tech jobs. In

NYC, the computer system®sign industry employed over half of the workforce

followed bythe Internetrelated industry anccgertific R&D and rvices.
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Figure 10 NYC Share of Nationwide Tech Sector J¢as& Industry Distribution of Tech
Sector Employment in NY@), 2004 vs 2014Reproduced frodlY C6s T e dywCefer of i | e,
for an Urban Future, 2015 eRieved fromhttps://nycfuture.org/data/nydschprofile

Office of the State Comptrollatefined the tech sector as firms that primarily
research, design, manufacture or maintain technologies related to computas,syste
software, computer and communication equipment, the internet and biotechnology. Based
on the data from 2016, computer systems design, integlaed companies, and

telecommunications are the three biggest tech sectors in(B¥iCe of the State
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Comptroller, 2017)Businesses focusing on computer systems design have created
almost half (48%) of the jobs in the tech sector in NYC. Interglated companies such

as Google and Facebook contributed to more than Z@Pe gobs. Telecommunication

firms, such as Verizon, accounted for 15% of the jobs even though the overall
employment rate of this sector is decliniiitis dissertatod s def i ni ti on of
includes the industries covered by the OSC definitioadufition to some emerging

fields and the larger tech community as discussed below.

Emergingfields and the larger techammunity. Digital media is the dominant
tech subsector in tHeYC metropolitararea. For example, Forbes Media, a Jersey, City
NJ-basel global media organization, has the mission of reinventing the medium,
technology, and platform for thmoderndayaudience. It was among the first major
media organizations to successfully transition to digital. In 2018, Forbes Media
announced a new stegic investment role to identify areas of future growth in the fields
of digital media, fintech artificial intelligence, and blockché@torbes Corporate
Communications2018)

Digital media startups include content providers such as news organizations,
informational portals, video sharing platforms; reporters and opinion writers (e.g.
Mashable); usecentered content discovery platform (e.g. BuzzFeed), anejeseratd
content sharing platform (e.g. Tumblr). These companies employ innovative business
models with features such as ddtasen insights, integrated customer experience, digital
marketing, and the leverage of emerging teobgiels such as mobile and cloud

(McKinsey & Company, 2015)
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The way in which people consume news and entertainment has changed radically
over the past decade and the changing patterns of consumption have created a huge
market for digital innovation in the media seateloitte, 2017) The development of
digital technologies also offers an entirely new set of opportunities for content creation
and distribution. One trend is the rise ofd@mand content with consumers in the
driver 6s seat tgenedhte data@hoe themseXiedelrmam,t201a)n d
Sophisticated targeting technology and programmatic buying are at the core of this
busiress format. Another trend is the faentric business model that dra@n deep
learning and data analytics to commercialize fan insights. Music service company Spotify
is a good example that uses listening datarn casual uss into highvalue subscriérs
(PWC, 2017)

A recent technological breakthroughtire media industry is the use of
augmented reality (AR)ral virtual reality (VR) to engage consumers. VR is an artificial,
computergenerated simulation of a rdidke environment through stimulating consumers
vision and hearing. AR is a technology that layers commérerated enhancements
atop an existing rdity to enable meaningful interaction with the real world. Interaetion
oriented VR/AR technology transforms the way people experience entertainment. In
2016, VR/AR startups have secured funding from large media and communication
companies such as Verizorhe New York Times, and Comcast, andiaehd 37 equity
deals in tota{CBInsights, 2017)

The tech sector has partnered with some traditional industries such as journalism
and finance to create new opportunities for economic growth and industry transformation.

In this way, even notechnology sectors have contributed to the growth of techipobs
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the city(Office of the State Comptroller, 201 Hor example, the Brooklybased retail
company Etsy is primarily an online platform and in 2016 it acquired airid¢n start
up to further improve its shopping demt. Despite growth industries in fintech; E
commerce, interngand digital media subsectors withitYC, the city is now a key hub
for some emerging subsectors, including advanced manufacturing and robotics,
cybersecurity, health and life science, atié#i intelligence, big data, and blockchain
(Gauthier et al., 2018)

As shown in Figure 1Xech companies are concentrated in Midtown, Midtown
South, and Downtown with multiple clusters spread out in Long Island City iarQue
and Downtown BrooklyfHR&A, 2017). Other tharNYC, themetropolitanarea also
includes Long Island, the lower Hudson Valley in the state of New York, northern New
Jersey, northeastern Pennsylvania and several large cities in Connéttcut. Yor k 6 s
extensive regional transit system proviéasyaccess téhelabor poosin these areas.
NYC offers proximity to huge potential customer base of digital media, othdasteth
companies, and a vast existing media workforce, in addition to itgr@asing venture
ecosystenfAccentue, 2014)

Extant literature has explored the significance of geographicatligentrated
knowledge flows in researdhtensive industriefOwenSmith & Powell, 2004; Uzzi,

1997) Researchers suggested that Higth organizations can benefit from the
knowledge spillover from nearby knowledge institutes such as universities and non
academic research centédlfsma, 2008; Jaffe, B®). In sum, proximity is essential to
facilitating the diffusion and exchange of knowledge that underlies the creation of new

products or servicg€arlino, 2001)
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Figure 11 Tech Clusters in NYCmap from original studySource2016 NYC Tech Ecosystem,
by HR&A Study Update, 2017.d®ieved from
http://abny.org/images/downloads/2016_nyc_tech_ecosystem_10.17.2017_final_.pdf

Workforc e characteristics and dversity. In the NYC netropolitan area, there
are 7.72 million 25 and older residents holddbig c hel or 6 s or (AG,aduat e
2016) According to U.S. Census Bureau, only 25% of the tech workers are women,
which is far less than the 50% rate in the overall workforce in 2015. Immigrants play an
important role in the tech community, accounting for 47% of the tech jobs requiring
technical skil§, such as software developgs£S, 2015)

There is evidence th&tYC has the most supportive ecosystem for women
entrepreneur s. @&dstrepdeneurrCitids intdéReall, 201TYdIYVC
ranks first overall amug 50 global cities for its ability to attract and support high
potential women entrepreneurs with a-tapked operating and enabling environment.
Compared to other leading tech hubs such as Silicon Valley and Boston, women
entrepreneurs in New York stargreater share of the tech compandthough the
number of womesowned businesses has grown rapidly during the past ten years and had
made tremendous contribution to New Yor kos

to expand their businesses.
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Barriers to Growth . The fastgrowing tech ecosystem also leads to many barriers
for entrepreneurs to survive the highly competitive emerging process. Three main barriers
are delineated below: lack of access to knowledge and adhigenges to scale upg
organization, and hiring the right workers.

Lack of access to knowledge and\ace.Early stage entreprenelase often
caught up in pressing dag-day operationsAlthough New York City is home to a dozen
incubators and accelerators, only a handfdarhpanies can benefit from those high
intensity programs. For example, accelerator program Techstars requires companies to
haveadeveloped product and demonstrated value before applying and it usuadly take
startups several years to just have a shot.i8slon is extremely competitive with an
acceptance rate of only 2%. The vast majority of startups in New York have limited
aacess to learning opportunities, although extensive Meetugctivity in the city offers
early stage entreprenewpportunitiesd obtainadvice from likeminded peergMessina,

Gray, Lentz, &Bowles, 2016)

Challenges to scale up therganization When new businesses try to add
employees, their labor costs are compounded by the additional costs of growth, including
office space, training, middle managememtd various employee benefitéany
entrepreneurs face the obstacles of transitioning fréat atartip team to a company of
20 or more witha cleater division of labor. As indicated by Michael Simas, the executive
vice president for the Partner sithithestdtor New
ups employing one to four people, but there is no growth with thee-&fbre employee
c o mp a (innavaian Council, 2016)When entrepreneurs try to scale up their

businesses and move out from coworking spaces to-$agje factories and private
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offices, they have to deal with HR, with légand all kinds of other expenses by

themselves. The growing demand of business calls for entrepreneurs to develop a whole

new strategy to handle the hiring, real estate and equipment investments, and decide what

parts of the business to outsource andtwihaandlein-house. Some businesses move to

more affordable regions such as NJ and CT to reduceadtexpand their businesses.
There is als@significant gender gap in scaling up the organizatitvomen

founded businesses account for only 21 pdrogfirms with paid employees in New

York and they produce only 13 percent of annual total private business revenues

(WENYC, 2015) As shown in Figure 1,2naleentrepreneurs owned 1.5 times more

businesses than women entrepreneutie city, and their average sales performances

are 4.5 times betteBusinesss with female founders in New York City tend to stay

small whether they want to or not and they face many challenges to scale up their

businesses. Over 90 percent of fer@mned businesses have no paid employees in the

five boroughs, implying that not mg womenled startups are advancing to the next level

(Messina et al., 2016 hek is evidence that a vast majority of women entrepreneurs are

Asol opreneur s, 0 e rBowlesy2016)§he growthyof worheded o wn e r

businesses usually is hindered by their lack of capital, training, and limited social

comections. In addition, in womettominant startups industries, such as personal care

and healthare, manyarehomeased with an aim to accommod

family obligations, which limit their growth potential. Moreover, some internal

challenges, such as a lack of confidence andtolgtant attitude are often the reason that

women entreprengs are less likely to leverage business opportunities. Fdmaided

tech startups thus have fewer Aexitso via
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female founder account for only 10% of the

Businessrankingdaf he ci tybés fastest (Cgams, @15 g busi nes

586

359
Number of Businesses AverageSales Per Business

('000s) ($'000)
®Women ®Men

Figure 12 The Entrepreneurship Gender GaNew York City 2014 Adaptedfrom Unlocking
the Power of Women Entrepreneurs\iiC by WENYC, 2015. Retrieved from
https://we.nyc/aboutve-nyc/

Hiring the right workers.Small business depends on talented workdrs can
take onmultiple roles. For many safl businesses with limited budgets and much less
oversight capacity compared to large corporaiarorkers need to possess a mix of
skills, experience, and the ability to work independently and stay motivated. Small
business also struggles to identifp talents with limited time and experience, so that
they oftenendp wi t h édgood eMessingdtd., 20l8)p | oyees
Overall, the tech ecosystemNYC metropolitararea offers a unique opportunity
to explore the connections between networking behaviors, the institutional environment,
technology use, and entrepreneurial resoaotpiisition. TheNYC metropolitarareais
one of thdargest urban agglomerati®m North America. Scholars have focused on the
New York metropolitan area in researching geography of entreprene(Refspnthal &
Strange, 2005nd industrial transformatigi©rr & Topa, 2006)Accordingly, this
research examines a distinct population of entrepreneurs whose boundaries are defined by

geographical proximity, common resource needs, and shared environmental pressure.
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Research [®sign

This dissertation adoptscomplementarity med-method approach based on
observations20 semistructured interviews, anguestionnairelata from 100
respondentsWith this mixed methodology, this study aims to achieve three goals
outlined in the work ofRossman and Wilson (198%) corroboration, establishing
convergence between interview and survey data, 2) elaboration, using interview data and
secondary datatprovide richness and enhance interpretability, and 3) initiation,
suggesting areas for further exploratiéppendix B provides a list of terms used in this
dissertationBoth the interview and survey design were constructed with the approval of
the Rutgrs University Institutioal Review Board (see Appendixf@r interview
protocol, Appendix Oior survey questionnaire, Appendixfé informed consent forms,
and Appedix F for recruitment messaye

Observations.The first stage of the research was fielotk and observation.he
researchespentover 0 hourdn the fieldin a sixmonth periodrom April to October
2018conductingobservations iwvariousactivities related téechstartups. The purpose
was to be familiawith the broader environment, ttenguage specific to the technology
industries, and build up relationships with entrepren@Rubin & Rubin, 2011)Based
on the fivedifferenttypes of participant observations proposedspyadley (2016)the
researcher engaged in moderate participationto mainthRiad ance bet ween fir
Aout si der 0 observirgstreprdnburiad actyitiethe researcher geo know
the insidersdé6 conception of reality, which
nonmembers, all of whom necessarilyexpi ence 1t | n(Jordgemsénl v as a

2015, p. 4)
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The activities were organized by either online Meetup grougsg Tech
Meetup, Blockchain NYC), local accelerator programs (e.g. NYC Media Lab), tech
conference (e.g. TechDay NYC) or University Entrepreneurship Labs (e.g. NYU Leslie
eLab, Cornell Tech Runway). The locations of the events indlindBarclays-
sporsored finech incubator Rise New York, Capital One Labs, WeWork Chelsea, Made
in NY Media Center, the New Schod\ppNexus etc Table 1shows a list othe sample
fieldwork sites that the researcher visited as part of the observational study.

Table 1

Sample of Fieldwork Sites

Name Type Location Organizer

Annual Summit Conference Parsons School of Desig NYC Media Lab

Summer 2018 Founder Institute

Showcase Startup pitch Rise New York Accelerator

Co-working

Annual Open House | space/Incubator | Brooklyn Navy Yard New Lab

Leslie eLab Open NYU Entrepreneurial

House University Lab NYU Leslie elab Institute

XR Bootcamp Incubator

Information Session | program Parsons School of Desig NYC Media Lab

Startup and

Entrepreneur Meetup &

Networking Event InvestorPanel Microsoft Open Sky Group

Decentralized

Network Meetup Civic Hall Blockchain Meetup
During participation, the researcher

patterns of action and behavior and actively engaging with people to leatrttadiou
background and purposes for attending the activities. The role of the researcher during
the whole research process, from observation, interviews to survey stuchsamas
academic researcher. Since teetated startups are typically highly cordittial, the
researcher role in an academic institution will help assure entrepsénauthe nature of

the discussion is not businesdated, and the usage of the data will not be harmful for

ut
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their business activities. When socializing with entreprenand other stakeholders
related to the field, the researcher actually joined the community by asking meaningful
guestions, sharing related information, and introducing useful resources to enhance her
reputation as a researcher and her trustworthiness.

Semi-structured interviews. The researcher conductederviewswith 20 early
stageentrepreneurs NYC metropolitararea from August t@ctober2018.The target
of the studywasfounders or cdounders of the startups entrepreneurasho wereactive
in trying to start a new business in the past 12 moftbiéowing the model of business
phass by Global Entrepreneurship Monitor (2017), nascent entrepretransstionfrom
potential entrepreneurs with business concepts to owner of a new business 184s than
years oldduring the earlystage entrepreneurial activiffhe emerging organizations run
by these entrepreneusserein their early stages of forming a business plan, launching a
product, or developing an organization with a growth stratéging pultic available
information, he researcheselected interviewees with diverse backgrounds and with
different startup experience levels, in order to increase the validity and reliability of this
study.The aim of these interviews was exploratwryature ad served to help
understand the entrepreneurship context and the utHerént sources for knowledge
seeking practices in general.

The interview locations were either selected by the interviewees or suggested by
theresearcherincluding study rooms ianiversity libraries, meeting rooms in
ent r epr evorking spaai hoteblobbiespublic parls and coffee shap The
locationsweremost |l y private for protecting entrep

well as enhancing the quality of recorgn Participantsverecompensatedith a $25
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Amazongift cardfor participating inthe interview Notes were taken during the
interviews and the interviewsere tapeecordedwith an average duration of 4dinutes
each All the interviews were transcribegrbatim by professionalanscription service
agent, yieldinga total of360doublespaced pages of transcripts.

The researcharsed a senstructured interview method to ask about a range of
topics, including gener al atignae ganeraiynuseful i ke
foryourdaytood ay wor k? 0 i n-spaediitfiiaen qtue sme cdina | i Ke
to use social media for seeking information and when is it better to communicate-face
f a c &s?he intervewer posed each questionppingor clarifying questioawere used
to generate further understanding of the p
describe what you mean by _ =, 0 T @nACan you
researchealso included questions about motivationttrtsthe business, interactions
with various stakeholders, and their personal staligesg the founding processhe
researcher followedn ethnographic approach to interviewing, listening to how
entrepreneurs explained and conceptualized their liviesrrdtan interrogating the
reliability and accuracy of their statements. Focusing on description, experience, and
reflection(Spradley, 1979the researcheasked participants tdarify with specific
examples.

The goalof interviewing entrepreneurs wasunderstand the challenges that
entrepreneurare facing when seeking information during the early stages of founding
new ventures and to explore their engagement with mentors or other knowledge sources.
Discussios coveredbasic business information, maiiion to start business,

informationseeking processes and channels, as well as their selection and engagement
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with mentors or other knowledge sourc&lrough indepthinterviews, the experiences,
motives, and opinions @arly stage entreprenewere revealed. These interviews also

allow the researchdp create portrastofe nt r e pr e n e ugeekidg pkocessesl e d g e
and explore contradictory or counterintuitive mat{@&sbin & Rubin, 2011)

Recruitment Three complementary recruitment strategies were employed. First,
the researchanade personal connections with entrepreneurs at various entrepreneurship
related oreéchrelated social events in New York City. With initial fatmeface
introduction and rappotiuilding (Glassner & Loughlin, 1987theresearcher
reconnected with these entreprerseto explain the premise of thessertation and ask if
they would be willing to participate in orm@rone interviews. Those entrepreneurs were
contacted and recruited through Leétkin or email during August 2018.

Anocther recruiting strategy used wée snowball sampling technig@@oodman,
1961) where initial participantsamel other participants who rhthe eligibility criteria.

At the end of the interview, whenever possible,rdsearcheasked for namseof one
acquaintance that could hesuitable folow-up participantaind requested permission to
contact them. Once the names were collected, they were screened based on the
recruitment criteria and contacted randomly. There are several advantageseabsocia
with the snowball sampling technique. First, this study calls for entrepreneurs to share
personal motivations and experiences. Individuadseinclined to participate in such a
study if referred by their friends and having some sort of social conndotparticipants
helps to establish credibilityt is easier fotheresearcher to find people whose

characteristics are necessary for this study. The snowball sampling techlioguez the
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researcheto identify a divese set of informants so that ttiata does not only consist of
people with similaparticipationat the eventto whichthe researchdrad access
Acknowledging the possible sampling bias arising from snowball sampling and
convenience sampling, some of the participarserandomly setcted from the digital
meda startups listed on AngelLisin online platform connecting investors, job seekers,
and startups. It shows the personal profile of entrepreneurs as well as the company
information. This approach avoiddte sample selection wg@Heckman, 197 7hat
might arise from recruiting participemin similar social settings. Regardless of the
recruitment strategy, all interviewees were informed of the purpose of the study, the risks
and benefits associated with the participation, and intended dissemination of the results.
Their written consent foboth participation in the study and being audioorded were
obtained before the interview started. To protect the privacy of participants, all quotes are
anonymizedandparticipant IDwereused.
Sample.The researcher contacted 52 entrepreneurgah ther through
personal conversation at offline gatherings, or through online messages via LinkedIn or
email. Among the 52 entrepreneurs contacted, 20 participants expressed interests in
participating in the research with possible time commitmerd 8345 minutes
interview. The sample size of 20 participants was consistent with the rar2fe 15
suggeted by prior literature with aimilar project scopéolkinghorne, 1989; Trotter II,
2012) Of the 20 interviewees, 6 were female, and we interviewed foundéyuoder &
CTO, cofounder &CEO, and potential student founder. The entrepreneurs who
participated in the interviews had an average age of 32 and ranged in ages from 25 years

old to 42 years oldl'able 2 shows the list of interviewees and their gender, age, company
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full-time graduate students.

Table 2

InterviewParticipant Profile
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ID | Gender| Age Company Industry Founded Year Job title

1 M 32 Cryptocurrency 2018 Founder & CEO

2 M 42 E-commerce 2015 Founder & CEO

3 M 28 Digital Media 2017 Founder & CEO

4 M 25 Virtual Reality In Process Mastes Student

5 M 29 BioTech 2017 Founder & CEOPostdoc
6 M 35 Digital Media 2014 Founder

7 F 32 Virtual Reality In Process MBA Student

8 M 36 Mobile Paymen 2017 Founder

9 F 29 Business Services 2018 Founder, MBA student
10 M 28 Digital Media 2018 Founder

11 M 32 Cryptocurrency 2018 Co-founder, MBA student
12 F 30 Business Services 2018 Founder

13 F 35 | Atrtificial Intelligence(Al) 2016 CEO

14 M 32 BioTech 2017 Co-founder, CTO
15 M 34 EdTech 2018 Cofounder

16 F 35 CleanTech 2017 Co-ffounder & CEO
17 M 33 Virtual Reality 2018 Founder

18 F 31 Artificial Intelligence 2017 Founder

19 M 26 Artificial Intelligence 2017 Co-founder

20 M 32 HealthTech 2016 Co-founder

Coding and aalysis The analysis started after the first several interviews and

continued for one month after the last. Transcriptions were analyzed eotitent

analysis approacbutlined byKrippendorf (2004,

wh i

ch

Apr ovand e s

objective means to make valid inferences from verbal data to describe and quantify

speci fic

p h e AVdamizoh, 4992) p.314ntewiavetranscripts were

analyzed using Dedoose, a qualitative data analysis softwara sp#tific focus on

mixed-methods researdq$ocioCultural Researdbonsultants, 2016)

Guided by previous literature as well as the key themes in this dissertation, |

createdfoubr oad

categories

from

which to

code

Sy

t
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Aknowl edge ambiguity, 06 Aambi gnodiebhgggemeatpi ng s
with mentors or ot her adineloydnenodingwasr ks. 0 Fo
performed to identife mer gent topi cal codes challenpe as 0d
in identifying expertiseandb access news through online coi
In the second iteration of codinigwas able to identify patterns and descriptions
that are connectgeorbin, Strauss, & Strauss, 201@pdes indicating similar concepts,
comparison, and broader tensions were highlighted and grouped together as a theme. This
step of theme identificatiowasconsistent with the three general sets of amthématic
analysis suggested I3ibson and Brown (2009gxamining commonalities, differences
and r el at i on s hdopbsan tebusinesseodawap fouad to highlight the
response to thesks indeveloping the new product or pursuing the entrepreneurial career
and it was grouped under t.6Amothereexamgeds v o6unc
t h &hallerige in identifying expest#d was found to demonstrate tharriers of
accessing talent from certain fields due to the norms and values of the industry ar region
twashhen grouped under the A&lsotbasgpdnthe Ai nstit u
motivation of knowledges e e k aoreg, ne ws t hr ough onl-i ne ¢ omn
coded as fsoci al medi ao which bel onMgs to t
this stage, themes includlboth broad constructs that link many different concepts as
well as more focuseitemsthat pointto specific kinds of expressiofRyan & Bernard,
2003)
In the third step, themes were grouped together in categories basedasgehe
themeghey revealed as well as the research ques{itersovitzky & Weber, 2018)For

example, vaous types of channels use were groupeédas the motivations, such as
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Ai ncrease information exposure, o0 Aoptimize

visibility, o fiaccess to indirect knowl edge

communicatio e f f i c i secaligatanwarhd ni 't eam. 0 These

further grouped into a broad theme Aknowl

Reliability andvalidity. Content analysis is a systematic technique for reducing
words of text into fewerategories based on explicit rules of codjiéeber, 199Q)

Verifying reliability and validity is a critical step in qualitative analysis to check for
trustworthiness and comss$ency of research findingMorse, Barett, Mayan, Olson, &
Spiers, 2002)Reliability emphasizes the consistency and replicability of the coding to
make data meaningf(Yu, JannasctPennell, & DiGangi, 2011)

Code reliability wasnsured witta transparent, repeatable, and verifiable process
(Gibbert, Ruigrok, & Wicki, 2008)Coding reliability was addressed withhaeestage
processin stage ongtheresearcheindividually coded25% of theinterviews and then
met with heracademic advisor tdreft the coding sheme and codebook the
codebook, definitions of the codes, rules that demarcate subcategories, and examples
were includedin stagetwo, theresearcheconductedatraining with a second coder to
clarify the coding scheme. In the same timgg the second coder and ttesearcher
separatelyoded half of one transcriphd convened to reconcile any discrepancies in
coding.Through assessing reliability informally during coder training, the coders were
able to refine the instrument togethafter two coders reconciled all the discrepanttes
reach a mutually agreeable code, the second coder continued tbbéo6déthetotal
transcriptionsAt this stage, a sample of thriéles was determined based on the

suggestion that not less than 10G$ould be sufficienfLombard, 2004)Crosschecking

r

e
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codes for similarity aftetwo codersndependently code and assessube ofinterview
dataincreases the trustworthiness of the findifi@eok, 2011)Reliability wasachieved
when two coders with diverse personalities duplicate their research efforts in different
environmentgKrippendorff, 2004)

Whiletheree s no Obest 6 coeffici ef@dmbardp t est t
S n y d ech, & Bracken, 2002}the researchexdopedC o h e n & €8) tkathasfbeen

commonly used in the coding of behavior in prior litera{l@akeman, 2000Cohen' s a8
is the proportion of agreement over and above chance agre€oiem suggested that
values O 0 as i ndi ci®dR0asgonertoslightiXk46 asdamt and
0.47 0.60 as moderate, 0.81.80 as substantial, and 0i8100 as almost perfect
agreementC o h e sHowed that ther@assubstantiahgreemenbetween théwo
c o d gudgendenton 74 total excerpts in three interviews &18;:p < .0005 Cohen's
a is stdistically different from zero.

Validity refers to whether the data represent the phenomenon being studied and
whether the findings are traeséble and credibl@Bluhm, Harman, Lee, & Mitchell,
2011; Hycner, 1985)ollowingHanson, Balmer, and Giardino (201tjeresearcher
began data coding while still interviewing participantsgaugingdata saturatiobased
on the emergence of new them&krough bringing new participantintil no new
insights emerge and data exhibits redundancy, we can set thie steae@and increase
validity of thequalitative analysis.

Survey questionnaires The surveyguestionnairencludedquestions about

par t i giiopeaperterscéknowledgeseeking channelknowledge sources, and

engagement with mento®emographi@and businesselatedquestionsvereincluded at



109

the end of the survedne operended queston n fiwhat i s the biggest
to access t he i nfsceoperended responsea are always ficledire d
guality ard also resulin lessbias, i.erespondent giving desired answBenwarden,
2013) The goal watwofold: to understandot onlyhow prior experiences and
communication behaviorse | at e t o ent r e knowledgeubutaléto ac qui s i
explore the influence of edia multiplexity on knowledge acquisition in entrepreneur
mentor relationship.

The surveydata were collecteldetween September and October 204Bgthree
formats the first option was an online survey administered through the Qualtrics survey
software the second option was an offline survey collected tablet, and the third
option was a paper survey, which was presented to participants in gesstime first
option,the researcheagither sent oudininvitation with survey link directly through
Qualtricsemaildistribution, orcopiedthe anonymous lirgoffered on Qualtrics to
various online fatforms or directly to individuals. The advantage of gsgualtrics
email distribution was that it providedimmary orthe completion status so that the
researcheican followrup with participants who have not started survey after a certain
period to increase the responseratsingthe anonymous link waanother efficient way
of distributingthe survey since it helpetrget broader audieas anckenabledaudiences
to furthersharesurvey links.

The three surveys were identicaldontent but with paper survey the researcher
preparedwo printedversions for the branalgqu e st i on ADo you have a
givesyou advi ce ab tinthe onjreosurvey & theasurvey gn Pablet, people

wh o an s wwere difedfedsadsection asking them to think about one mentor who
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acted as an important source of professional advice for their startups. For those who
answer MANoO o rwerédMeckdto s sectien,asking tiem o think about
onepersoninstead of onenentor In the pager survey format, the researclugrectly
asked this question at the beginning to determine which versammmister

The eligibility criteria for surveyuestionnaie was similar as fotheinterviews.
The researchencluded a screening question at the beginning to recruit participants who
founded a companin the period 20148 or who hadbeen active in trying to start a
business in the past 12 monthke researchialso included several eligibility criteria
both in the recruitment flyer and the survey questionnBasicipantswere limitedto
thoselocated in the NYGQnetropolitanarea and who are in the technology and business
servicessectorsParticipants weranformed at the beginning that the survey is
confidential.

Recruitment Survey participants were drawn from three sourgest, the
recruitment information was posted in a wide rangentihe communitiesicross
multiple digital platformssuch adMeetyps, WeChat groups and Facebook groups.
Meetup is an online social networking portal that facilitates offline group meetings in
various localities around the world. Meetup allows members to find and join groups
based on common interest. For example, NY Tdebtup is the largest meetup group in
the world founded in 2004. It belongs to NY Tech Alliance, which is aprofit
organization supporting the New York tech community. Other than the monthly events,
NY Tech Meetup has an online portal with more th@®80 memberfRkecruitment
messageand survey linkwereposted in the discussion sectanf all the relevant

meetup groups itheNYC metropolitanarea.Similarly, over 10 Facebook groups were
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identified, including New York Startup Community, Japan N&t@rtups, NYC Tech
Startups Women, etc. Recruitment messages and surveyin& posted after obtaining
the approval of the moderators. WeChat is a Chinese messaging app providing social
networking services.

In order to accegheentrepreneurial commities, the researchdrst built
rapport with gatekeepers to make connestaomd receive authority for this study. These
formal and informal gatekeepers inclddgeogram managers of incubator programs,
managers of Unersity labs, and organizers ofeétyp groups. The significance of
gatekeeperto increasingparticipant access has been wilcumentedChikweche &
Fletcher, 2012)

The second channatedto identify target respondentgs LinkedIn, which is a
professional social networking siteatreaches over 433 million global users and
confains information about a substantial fraction of the U.S. workf@iogton &

Tambe, 2015)Employment histories on LinkedIn contain useful information for

identifying nascent entrepreneurs: their currefgs, prior employers, skills, and
educationTambe, 2014)LinkedIn allows users to conduct a variety of searches of
individuals based on keywords, locations, industries, and connections. LinkedIn also
shows all the relevant networks such agarnders e that it will help identify more
entrepreneurs. Additionally, the researcheedAngelList, CrunchBase, and
SensorTowerincubator program websitas channels to identify entrepreneurial
organizations and follow up by using company websites to afmess d e r s .Aften a me s

connecting with the founders and-fmunders on LinkedIn, recruitment messaged
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survey links were sent either as private LinkedIn messameasnvitation links via
Quialtrics.

The third channeio recruit participantsvasthroughdoing fieldwork invarious
offline channelsuch agech meetups, conferences;working spacendUniversity
entrepreneurship labsheresearcheparticipated in those community events as a
researchefrom September to October 20a8d built rapport wh entrepreneurs on site.
Most of these offline settingserein the format of startup pitching, technology demo
session, lab open day, and founder showcase at the end of the accelerator program. Some
of theinteractionsstartedwith first theresearcheasked about the business idea, then
afterentrepreneursxplaining the idea, they invited thesearcheto shareher own
experience, feedback and other relevant resourRssprocity was highly appreciated in
the context of entrepreneur engagem@ftien he setting was less interactive, such as in
a startup pitching session or investor workshibpresearcheapproached the
entrepreneurduring the networking time before or after the formal presenttion
initiate the conversatiorn all the caseshe conversatios wereinformal and casual.

During the conversation, thhesearcheconducted the first round of screening by
asking about the business stage and industry. For people who met the criteria, the
researcheo bt ai ned poasent tdilt auftha sutvesy.din most of the cases, the
researchemaintained an unobtrusive status near the participants to ensure their privacy.
However, some participants also pre¢éelengaging with the researcher while answering
the question, for example, givingetiheasons behind their choices, asking for clarification
of the meaning, offering suggestions about alternative options, or giving feedback on the

wording of the question itself. Through this engaging fieldworkrélsearchewas able
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to think reflectivey about the design of the study as well as the explanation of the survey
answers.

QualtricHoffline app was the main tool useddollect offline data. It allowethe
researcher to collect survey data without inteameessnd then upload all the datbaa
latter time It wasof tremendous value for collecting data in the fi®lthen there were a
group of entrepreneurs, printed surveys were also distributed. For convenience purpose,
participants were sometimes giviétie researchérs c e | | p hhe onkne suweya c c € S ¢
link directly.

Sample There were 168urvey responsallected in total from the three
approaches to data collectidixcluding the incomplete data from people who have
opted out of the survey in the middle or those who did not passshscreening
guestion about their entrepreneur staesailted inl00 completed survey Although
somerespondents skippeskveral optional questions or some ofdieenographic
guestions, these 1@®&ople completed the whole suryapcesses. Of thed®0
participants in the sample, 43 were from the offline Qualtrics tool on tablet, 10 returned a
paper survey23were from invitation over email on Qualtrics, and the remaining
participants were from anonymous linkgecording to the trackable invitatiaver
email, the response rate was 9%, which eassistent to the rates of 8%9% normally
obtained in research using internet survey me{Bainmeyer & Moriarty, 2000; Ozgen
& Baron, 2007)

The majority of the participants were male entrepreneurs (80%). The gender
composition irthis dissertation sample consistent with tstatistics of thdroader

social contextA government report in 2015 found that worfennded businesses
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account for only 21 percent of firms with paid employees in New York and they produce
only 13 percent of annual total private business revefWENYC, 2015)In 't he ci t y 0 ¢
tech sector, women founders agsd represented, partially due to the senahare of
women workforce in the major tech industries such as computer systems design and the
software publishing fieldlWomen entrepreneurs have been more prevalent in fields like
fashion, beauty, design, aridod (Messina et al., 2016 hetop fivetypes ofwomen
owned businesses in NY@eaday care, nail salons, social servjte=slth care, and
educational services, where women make up a significant share of the workforce
(Bowles, 2016)Thereforethis sample reflects trdemographics afhale entrepreneurs
in the technology startup sector.

More than half (54%) of the participantsthis samplevere undethe age of 30
This distribution accords with the societal trend of Northefiga, which ranks firgh
theentrepreneurial activity globally for the 28l yearold age group, at 23.4%slobal
Entrepreneurship Monitor, 2018Jowever,the samplein this dissertatiomloes differ
from previous national studiesefnt r epr eneur s age distributd.i
survey in 2014, typical entrepreneurs are in their thirties or forties, an age by which one
has accumulated sufficient industry experience and financial capital to start a new
organizationKauffman Foundation, 2015%0me of these young entrepreneurs under 30
are still in schoopursuingacademic degree, including college students, MBA students,
and PhD students.

About half of the entrepreneurs surveyed (47%) were of White ethnicity, more
than double the number ofsfanPacific Islander ethnicity alonand Black/African

American and Hispanic or Latino ethnicity togethgoproximately 9% of the
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entrepreneurs holdlmaa ¢ h edegoee @ sore and 48% of them have completed
graduate level educatiomhe educational tinment ofin thissample is significantly

hi gher t han Ka udathim2004 Whesebaut®@4 of tberestrépreneurs
possessed graduate degre@auffman Foundation, 2015) his percentage reflects the
attracton of New York City for highlyeducated talds.

Based on the seteported data of the respondents, 20% of the them weesieent
entrepreneurswho wereactive in trying to start a nelausiness in the past 12 months.
The majority ofthesample (80%) were owners of new busieadgloreover,80% of the
organizationsverevery smallin sizewith four or fewerfull-time employeesgincluding
the founder themselvesThe datecorresponds to the hatd-scaleup problem facing
early stage entrepreneunsthe NYC metropolitanarea.The percentage of startup
companies with total capitehised more than $10,000 (50%)saequal to those with less
than $10,000 (50%).

Approximately 32% of the entreprenewverefrom three biggegraditionaltech
sectors based on New Yor k S0O®O#Hicebfeghpart ment
State Comptroller, 2017Yheywerecomputer systems design, Internelated and
telecommunicationsAnother 30% of the entreprenewsreoperating inthe emerging
techndogy industries, includinyR, cryptocurrency, &t or in healthtech, fintech
(financial technology), anddéech(education technologyYhesamplen this dissertation
echoeghe growth of new technology sectors in the cagientific R&D and business
servicesand onsulting togdter accountetbr 15%. The remaining 23% of the
entrepreneurs chose ti¢hercategory and tsed on their description (e.g. data science,

beautyech), theywereall considered am tech or businesselated industriesAs
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scholars point oyta specific imustry context and soctdemographic background offers
insight into the focal phenomenontafget populatiofiDouglass, Allard, Tenopir, Wu,
& Frame, 2014; Fleischmann, Hui, & Wallace, 2QTI@ble 3 shows the percentages of
entrepreneurs by gender, age, athpj education and their company size and total

capital raised. Note that data on ethnicity was missing for one entrepreneur.



Table 3
SurveySampleDemographis and Business Characteristi@$=100)
Factor n %
Gender
Male 80 80
Female 20 20
Age
20-29 54 54
30-39 32 32
40-49 12 12
50 or more 2 2
Ethnicity
White 47 47
Hispanic or Latino 11 11
Black/African American 11 11
Asian/Pacific Islander 20 20
Other 10 10
Education
Sone high school 1 1
High school diploma 5 5
Bachelor 46 46
Master/MBA 36 36
PhD, MD, EdD or equivalent 12 12
Current business stage
Nascent stage 20 20
New business stage 80 80
Total capital
Less than $10,000 50 50
$10,000%$99,999 20 20
$100,000$499,999 17 17
$500,000$999,999 3 3
$1 million or more 10 10
Organizationsize
1-4 80 80
5-15 14 14
16-25 2 2
26-49 1 1
50 or more 3 3
Industry
Computer Systems Design 7 7
Internetrelated 22 22
Telecommunications 3 3
Scientific R&D 4 4
Emerging Technologies (e.g.VR) 18 18
healthTech, edTechinfTech, etc. 12 12
Business Services and Consulting 11 11
Other 23 23

117
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Variables and Measures The researchateveloped thsurvey measures several
stages. In the first stage, survey items were generated mainly by referencing thenstales
theoretical basesuggested iexisting literature. In the seconthge,the researchaxplored the
interview data and then used the findings to refine some of the survey items. The intent of using
this sequential approach wasdevelop better measurements with specific samples of
populations and to see whether data from a few entrepreneurs could be generalized to a large
sample of populatio(Creswell & Creswell, 2017)'he second componefticusedon exploring
whet her entrepreneursé prior experience influ
knowledge acces$he third componenhvestigatedspeifically how entrepreaurs engage with
their mentors.

Perceived kowledge acessPerceived kowledge access wameasured with thea® of
accessing knowledge when entrepreneurs are planning their buBiadispants are asked
AWhen you were planningoyr business, how difficult or easy for you to access the following
knowledge® Respondents were asked to rate each of the source ormiitescale, ranging
from Avery dif fi cultibclude$ @items, whioh afe IL=#inayce,2angiry 06 ( 5)
and collaboration, 3= R&D and technology, 4= Market conditions, 5= Management practices, 6=
Careerrelated. Based on tlpFe-surveyinterviews this question focuseah the types of
information particularly relevant to the knowledig¢ensive industrig. Theease oknowledge
accesgvasaggregated to a composite score for statistical analysis.

Breadthof experienceBr eadt h of entrepreneursodé prior
total number of areas that they had experience prior to founding the crenémte(Stam,
2010) Entrepreneurs were asked to report their prior experience across six areas, including

industry experience, stamp experience, senior management experiear functional
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experience in R&D, marketing and sales, and fingBeekman & Burton, 2008)There was
al so an opti on @ No haveno éxperidne atalb Dhe measure fangpsdronp | e
a low of 1 with no experience in any of these six areas to a maximum of 7.

Relatedness oferience.This measure includes two dimensions: industry context and
business approackollowing West Il and Noel (2002)elateshess of industry experience asked
aboutthe extent to whiclearly stage entrepreneGmesent company operates le tsame oa
very similar industryRelateahess of business experience askiedutthe extent to which your
present company6s products, services, oOor over
marketing, salestc.) are the same or very similar tagt experienceBoth of these questions
weremeasured by a fivpoint scale where 1= extremely unrelated and 5 = extremely related,
following the method used Byanriverdi and Venkatraman (2003he score for these two
measuresvascombined to a composite score for analysis.

Mediause This measure assesgbé extent to which entrepreneurs engage with diverse
media channel®r knowledgeseekiy. Respondentererea s k ed A How frequently
the following media channels to obtain information for your startipR€ver 2=Less than
once a montf3=Monthly, 4=Weekly, 5=Daily) 6 A v aserdgendratednedia platforms
relevant to business otext and entrepreneurial communication were includedro-blogging
site Twitter(Fische & Reuber, 2011)business networking site Linkedl®'Murchu, Breslin, &

Decker, 2004)mobile learning platform @dcass (Boulos, Maramba, & Wheeler, 200@&nline
forum Reddit(Mack, MariePierre, & Redican, 2017blogs(Shao, 2009)collaborative projects
Wikipedia(Shao, 2009)private social networking site Facebd&mith et al., 2012)videc
based content community YouTuf@ulnan, McHugh, & Zubillaga, 2010and other. If

participants seleetdfi o t h e rweréaskedte write down the name of the media channels
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The researcher compostintensiveness of media ubased on the dgiuse across all the
pl atfor ms. ivredrappedanda e swenses mar ked fl ess tha
taken as once per 60 daf®r example, Nreferredto the total number of media used less than
once a month by an individuah short,mediause wasalculatecby summing thérequencies of
all media usedThe formulais
Mediause= N2/60 + Ns/30 + Ni/7 + Ns/1

KnowledgenetworkengagementParticipantaverea s k ed t he questi on AH
do you engage with the following sources to seeksrtigor your entrepreneurial endeavor?
(1=Never, 2=Less than once a month, 3=Monthly, 4=Weekly, 5=pPailyp Wene& e
categories of information sources listed including friends, customers, investors, other
entrepreneurs, consultants, mentors or adsjsmademic institutions, members of professional
networks (e.g. conferences), generally available books and reports, and other. Partmipants c
also specify other sources that are not included in the survey. This m&asadapted from the
knowledgecontact networks dfluggins and Johnston (20188 well as the sources of
innovaton items used bWeterings and Boschma (200%he formula for composing a total
scorewasthe samas for intensiveness of media use.

Knowledgenetwork engagement =M0 + Ns/30 + No/7 + Ns/1

Knowledgeexplicitness There were two questions included for this variable. Participants
were firstaskedi When you receive t he f oyburstarup,mwgsthiey pes
information sufficiently explained to you in the tebdsed formatg.g. reports, emails,
messages)? (1= Not at all, 2= Mostly not explained, 3= Somewhat, 4= Mostly explained, 5=
Explained clearlyp Then the second item asked abbuVh en you received t he

of information for your startup, Respondenssy was
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were asked to rate each of the source on afieei nt s cal enoteasgaiaii (d )f,r dmm |
Avery eThestyms of(ndrmation include@ itemsabout entrepreneurial knowledge
which are 1=Finance, 2= Hiring and collaboration, 3= R&D and technology, 4= Market
conditions, 5= Management practices, 6= Carekted.The ratings were aggregated to a
composite scoras the variable knowledge explicitness for statistical analysis.

Control variables.Three sociedemographic variables were included as control variables
in the analysis: gender, age, education and funding level. Gender was included following prior
studieson the impact of gender in forming knowledge netwdsffith & Neale, 2001)
Gendemwascoded 1 through 3, where femalel, male = 2, and nebinary/third gender = 3.
Agewasincluded as a control variable because studies shown that age influences the use of
communication channels in organizational settiMydson etal.,2008) Ent r epreneur s 6
coded 1 through 5, corresponding with the following brackets: H§exb, 2635, 3645, 4664,
and 65 and abov&ducationwascontrolled in this study since education impacts the likelihood
that someone will engage in knowledge sharing actiibesrte & Snydeg 2006) Education
levelswerecoded 1 through 5, from ASome high school
advanced degr eaiocdemdgnaphia\driabldsjganiaatianal size and total
capital raised to datgere includedas control variabke Organizational size measures the
numberof fult i me empl oyees including the gartiocihipan
or more. o0 Tot al capital rai sed capture five d

A$mi I I i on or more. o
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Variable Descriptbn for the Second Research Component

Variable

Description

Perceived kowledge access

Breadthof experience

Relatedness of experience

Media use

Knowledge network engagement

Knowledge explicitness

Sociodemographic variables

Business characteristics variables

The average perceived easiness of knowledge acce
across six areas: finance, hiring and partnership, Ré
and technology, market conditions, management
practices, and careeglated issues.

The areas of experiences in total, including industry
experience, startup experience, senior managemen
experience, functional experience in R&D, marketini
& sales, and finance.

1). The extent to which entreprensud pr es e
company operates in the same or very similar indus
2). The extent to which
company uses the same or very similar business
approach.

The frequency of media use, including Facebook,
Twitter, LinkedIn, podcasReddit, YouTube, Blog,
and Wikipedia.

The frequency of network engagement, including wi
friends, investors, customers, other entrepreneurs,
mentors or advisors, consultants, members of
professional associations, academatitutions, and
generally available reports or books.

The extent to which the knowledge is sufficiently
codified across six areas: finance, hiring and
partnership, R&D and technology, market condition:
management practices, andeamrrelated issues.

Entrepreneurds age, gen

Startup6s t o-tingelemployeestardithe
total capital raised from external sources.

Knowledge aquisition. Knowledge acquisitiowascalculated as an average of four

guestions, with each of them assessed opairit Likert scale (from 1=strongly disagree to 5=

strongly agree). This measure was adoftem the satisfaction with knowledge transfer

measure fronbeonardi and Meyer (201%)s well as the knowledge seekepoted usefulness

of Levin and Cross (2004This question askeehtrepreneurs tmdicate the degree to whitte
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or she(a) felt the knowledge received was what he or she was looking for, (h)gdédhowledge
source was a good person to ask for the knowledge, (c) felt the knowledge was useful, and (d)
felt the knowledge improved the quality of his or her w@&sed on th study ofLeonardi and
Meyer (2015) t hese four items wer &dfWwWkIl |l aligned wit

Media multiplexity. Media multiplexity assessdtie extent to which entrepreneurs use
multiple media chanels for engaging with mentorEhis measure was adapted from the media
channels in the work dflaythornthwaite (2005as well as the media relevant to interpersonal
communication in business contéBaym et al., 2004Scott & Timmerman, 2005Participants
wereasked to respond to the qguseteinteractrwithiydih at medi
ment or or knowl edge s our dactofacdneetingneidep ehatp |l at f o
(e.g. Skype), phone calls, emails, social media (e.g. Twitter), instant/text megsaging
WhatsApp) collaboration tool (e.g. Slackd other.If participants seleedii ot herwere t hey
asked to write down the name of the channels. The number of chevenebsygregated to a
composite scoras a count variabler statistical analysis.

Relational rultiplexity. Knowledge complexity measedthe range oknowledge shared
between mentaaindearly stage entrepreneuBarticipantswera s k ed fAWhat types o
have you gained accessed to as a result of yo
The six answer choices inclutlsocial support, career advice, specific business skills, referral to
other contacts or exposure to other resources, general information about the business
environment as well as investment. The first five iteveseadapted from prior study on
entreprenerial mentoring functions: psychosocial sup@ist & Mitchell, 1992) career
developmen{Eesley & Wang, 2017kkill enhancemer{Baron, 1998)resource brokgiKenney

& Goe, 2004) and socialization to the fielding & Choi, 2011) In addition the researcher
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includedan emergingnentorship functionrnamelyproviding investment directly or indirectly
for new venture suppo(Dowejko & Chan, 2018)The number of knowledge type®re
aggregated to a composite score for statistical analysis.

Tie drength. Tie strengths reflecteithe perceived closeness betweanly stage
entrepreneurand their mentor€lames, 20007 ie strengthwasassessed as the average of
emotional closeness and communication frequency, consistent with previous \Re&gains
and McEvily (2003andHansen 1999) Participantscored the following two statemerms a 5
point Likertscaleil communi cated frequently with this m
close soci al rel ati onshi p ranging fromi=Istiorsgly disagrde o r / k n
to 5= strongly agree).

Trust. Trust has beesuggestedsa critical factorto information exchange, reciprocity
of influence, and joint problem solvi{gand, 1972)This measure adoptelde fouritem
benevolencédased trust scale used bghnson et al. (19963imilar to those used byayer and
Davis (1999)@ndLevin and Cross (2004Yhis measure included= | assume that he or she
would always look out for my interest, 2= | assume that he or she would go out of his or her way
to make sure | was not damaged or harmed, 3= | feel like he or she cares about what happens to
me, and 4= feel like he or she is on my side. All of these four items are assessed ugpaina 5
Likert scale (anging froml= Strongly Disagreto 5= Strongly Agree).

Perceived alue. Perceived valuevasadapted from the competerbased trust scale
used byLevin and Cross (2004)nd the credibilitybased trust scale developedJmhnson et al.
(1996) This measure includes: 1= | kndkat he or she is capable and competent, 2= He or she
is always frank and truthful in its dealings with us, 3= He or she is very knowledgeable about the

things relevant to my startuand4= Advice given by this person is reliabkll of thesefour
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itemsare assessed using-gaint Likert scaleranging from 1= Strongly Disagree to 5=
Strongly Agreg.
Socialembeddednessocial embeddedness measusetther theentrepreneurs and
their mentordiave common friends, affiliated with common professionad@atons, from the
same academic institutions, worked for the same employer, and they are now in the same
industry. This measunasadapted from the work &ral and Walker (2014andEasleyand
Kleinberg (2010) Respondents are asked to answer Yes
ment or and | have common friendso and AMy men
institutions. 0 T hwereaggregatedrto accdmposiee Sctomstatistical r s
analysis.
Spatial poximity. Spatial proximity askedbout thephysical location of the mentaor
four spdial categories: same cjtgame region but different cifyithin a onehour drive)
different region but within the same countrydatifferent country. This measuness similar to
the measure of spatial proximity of investors and investmerfsitsgh and Schilder (200&nd
the measure of spatial proximity between software firms and custom@/stleyings and
Boschma (2009)The onehour drive boundargorresponds tthecritical distance for Silicon
Valley VC investment$Zook, 200dand t he regi on where most of t
activity takes placéStam, 2007)
Age dssimilarity. Mentoragegroupswere coded a% through 5, representing -B%, 26
35, 3645, 4664, and 65 or oldein order to creata composite score of age similarity, the
researcher first computed the median in each age group, for example, 21.5 foRage 55

forage466 4. Then the absolute number of the diffe
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ment or 6 s age rmmed Kinally, thes@ate of dhese ®vo numbers was used as the
measurement of age dissimilarity.

Gender dssimilarity. Respondents were askidreport whether they had the same
gender as their mentor, with 1=yes, 2=no, and 3= not &a&meder compositiowas created with
adummycoded variable witlilo representing homogeneous gender dyadsiamcepresenting
heterogenous gender dyads.

Ethnicity dissimilarity. Theracial categories of entrepreneurasbroadly grouped into
Af ri can Amer ista@a RispanicBahda\thike OEXthnic cAmposition wasliedwith a
dummycoded variable witlfilo representing homogeneous ethnic groupsiodepresenting
heterogenous age groups.

Control variables.Threesocicdemographic variables and two business attaristic
variables were included as control variables in the analysis: gender, age, education, ethnicity,

organizational size and total capital.



Table 5

127

Variable Descriptiorfor the Third Research Corapent

Variable

Description

Knowledge acquisition

Media multiplexity

Relational multiplexity

Tie strength

Relational trust

Perceived value

Social embeddedness

Spatial proximity

Interpersonatlissimilarities

The perceived effectiveness of knowledge acquisitiban
interacting with mentors. It includes (a) felt the knowledg
received was what he or she was looking for, (b) felt the
knowledge source was a good person to ask for the
knowledge, (c) felt the knowledge was useful, and (d) fel
the knowledge improvethe quality of his or her work.

The extent to which entrepreneurs use multiple media
channels for engaging with mentors. The media platform
includefaceto-face meetings, video chat, phone calls,
emails, social media, instant/text magisg, collaboration
tool and other.

The extent to which entrepreneurs obtain different types
resources from the mentors. It includes social support, c.
advice, specific business skills, referral to other contacts
exposue to other resources, general information about tt
business environment as well as investment.

The perceived closeness between entrepreneurs and the
mentors. It includes (a) | communicated frequently with t
person, (b) | had a close $alarelationship with this person

Relational trust measure includes (a) | assume that he o
would always look out for my interest, (b) | assume that |
or she would go out of his or her way to make sure | was
damaged or harmed;)(I feel like he or she cares about
what happens to me, and (d) | feel like he or she is on m
side.

Entrepreneursdé perceived
(a) I know that he or she is capable and competent, (b) t
she is alway$#rank and truthful in its dealings with us, (c)
He or she is very knowledgeable about the things releva
my startup, and (d) Advice given by this person is reliabl

The total number of overlapping social circles between
entreprepurs and their mentors.

The physical distance between entrepreneurs and mentc

Differencein gender, age, and ethnicity between mentors
and entrepreneurs
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Analysis. Prior to analys, data were examined usi8§SS V22.0 softwar@BM Corp,
2013)for accuracy of data entry, missing values, and fit between their distripaimhthe
assumpbns of multivariate analysi®ata were screened first to verify the accuracy of data and
to ensure that key statistical assumptions were Tinetresearchenspecedhistograms across
all the variablsto see if diributions mae senselittle (19880 s mi ssi ng compl et el
(MCAR) test was used to check whether or not the pattern of missing values is dependent on the
data valuesThe expectatiormaximization (EM) algorithnfAllison, 2002)shows thap-value is
higher than .05, suggesting that the missing data occur at random Mégiatanobis (1936) s
distance witlp< .001, no case was identified as multivariate outlier.

Most of the variables were confirmed to be normally distributed by conducting z tests of
skewness and kiosis appropriate for the sample sfg&m, 2013) A log transformatiomwas
used forthe highly skewed variables, which resulie@pproximately normal skewness and
kurtosis This studydid not use mean centering as there is some controversy as to the impact of
mean centering on the measures of multicollinedldgyobucci, Schneider, Popovich, &
Bakamitsos, 2016; Shieh, 201Eurther the researcharonfirmedthat all variablehave
tolerance values higher than ,20null result for multicollinearityGrapentine, 1997;

Tabachnick, Fidell, & Osterlind, 200Iulticollinearity wasalsochecked by looking at the
correlations between variablesd linearity was confirmed with the predictealueresidual
scatterplotThebivariate correlations dll the variables ithis modelwere calculatedsee
Appendix A)

Independent sampletest.In the survey questionnairgsrticipants were asked to check
whether they have startup experience prior to their current busitesstudy usethe

independent sampleest to compare the means of two independent groups, people with startup
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experience and without startup expede, to determine whether there is statistical evidence that
the means are significantly differebevere6 s t est was used to examine
variance, which is an assumption for independent santptt(t.evene, 1961)When equal
variances are assumed, the calculation uses pooled variances; when equal variances cannot be
assumed, the calculation utilizes-pooled variances and a correlation to the degrees of freedom.
Oneway ANOVA This study used oneway ANOVA to test whether there wa
differencein average engagemdmthaviorsamonggroups of people who have menteho
dondt have mentor, or who ar e.Tmeaoulhypathese foa b o ut
an ANOVA is that there is netatisticallysignificant difference among the groups. If thealue
associated with thE-ratio is smaller than .Q%hen the null hypothesis is rejected, which means
that the means of all the groups are not ef(fDatdinal & Aitken, 2013)A Tukey test was used
as theposthoc test to determine where the group difference lay
Conditional process radeling.Moderated mediation models aim to explain both how
and under what conditions a given effect occurs and whether the strength of an indirect effects
depends on the level of the moderdchuck & de Vreese, 2012 onditioral process
modeling was used &xamine whether or not the mediating link betwpgar experience and
knowledge accesds corditioned by a moderating variabf@owledge explicithes§heSPSS
PROCESS macr(Hayes, 2015, 2018)elps test the model that includes the direct and indirect
effect ofprior experiencen knowledge acces¥he second research componera e d Hayes ds
Model#5 in testing the moderated mediatfofihe third componeni s e d Hay e#4t6s Mo d e |
examinewhethertie strength mediates the relationship between media multiplexity and

knowledge acquisitian

2Model 5 and Model 4 are statistical models in the PROCESSaofgr SPSS
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Bootstrapping is a nonparametric resampling procedusbtin confidence limits to
assess the significanoé conditional indirect effedPreatier & Hayes, 2004)The
bootstrapping function iIFROCESShelps generate a confidence interval around the indirect
effect.5,000 resamples of the data were drawn at a 95% confidence interval to estimate the
hypothesized effectdf. the interval does nahclude zero, the effect significantly differs from
zero in a standard twiailed tes{Schuck & de Vreese, 201HBigure 13a) and (b) illustrates the

conceptual diagrams and statistical diagrams for Model #5 and Model #4 respectively.

(@)

;Xm\g

Conceptual Diagram Statistical Diagram

Indirect effect of X on Y through Mi = ai biConditional diect effect of X on Y = c1'+ ¢3'

(b)

Conceptual Diagram Statistical Diagram

Relative indirect effect of X on Y througWi = ai bi. Relative indireceffect ofXonY =c"

Figure 13.Conceptual Diagram and Staittsl Diagram of Conditional Process Model #5 (a) & Model #4
(b). Adapted fromintegrating Mediation and Moderation AnalysFundamentals using PROCESS,
short seminar bidayes August2013. Retrieved from
http://www.personal.psu.edu/jxb14/M554/specreniplates. pdf
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Sequential multiple egressionSequential multiple regression is a variant of the basic
multiple regression procedure that allospecification ofa fixed order of entry for variables in
order to control for the effects of covariates oretst the effects of certain predictors independent
of the influence of others. To answer the first question, whether media multiplexity predicts
relational multiplexity, a sequential multiple regression was perforinestep 1the three
sociademographicontrol variablesgender, age, and education, as well as the two business
characteristic control variabl@gere entered to predict dependent variablational multiplexity.
Since these variables might be associated with the way people develop rdladitneh were
entered first twontrol their effectsin Step 2, thenain construgtmedia multiplexity were
added to the modelulticollinearitywas checked toonfirmthe independent effect of each
variable in the moddAiken, West, & Reno, 1991F5imilarly, sequential multiple regression
was also used to answer the quastibout the predictors of media multiplexithe sameset of
variableswasentered in Step 1 and the main constructs, age similarity, gender similarity,
ethnicity similarity, proximity, trust, perceived value, and social embeddednessadded in
Step2.

Openendedsurvey giestion The answers for the survey questasking about
challengsin accessing informatiowereanalyzed in Excel in three steps. Firstly, the researcher
parsedhe text to identiffcommonthemes. Secondly, the researcher tagheditemes with
different codes to make them searchable and countable. Lastly, the frequency of the themes was
calculated and interpreted along with the interview questions and survey reables6 presents
a summary of the mixed methods, data sourcebazalytical procedures, which atleen

elaborated below in greater detail.
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Topic Research Questions Analytical Approach Key Data

Knowledge ambiguity and coping strategy RQ1 Thematic analysis Interviews
RQ2

Prior experience, communication behavior and Hi-Hs Multivariate regression Survey
knowledge access
Mentor selection and engagement RQ3 Thematic analysis Interviews
Media multiplexity, relational multiplexity and Ho-Hi3 Hierarchical linear regression Survey
knowledge acquisition
Predictors of media multiplexity Hi4-H2o Hierarchical linear regression Survey
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Chapter 6
KnowledgeAmbiguity and Early stage entrepreneur® Copi ng Strategi e:

The goal otthe first part of the dissertatiamasto explore the factors that lead to
knowledge ambiguity among eartyage entrepreneurs as well as to understand how they use
various online media channels or engage with knowledge sourcepaavith the ambiguity of
knowledge and the uncertainty in knowledgeeking. The themes of bothtbEse corguestions
are discussed in this sectibased on the textual analysis of the interviews and the learnings
gleamed from the observatiotietwere conducted as part of this study.
Sources of Knowledge Ambiguity

In strategic management literature, knowledge ambiguity was used as a way for
companies to intentionally increase the stickiness of knowledge to prohibit imitation and protect
technological advantag®eed & DeFillippi, 1990)Communication scholars used knowledge
uncertainty to capture the discrepancy between the knowledge desired and the quality of that
acquired(Ramirez et al., 2002Base on prior literature, RQ1 aims to understand what are the
factors thateéad toknowledge ambiguitand uncertaintyn the earlyentrepreneurial context.
Fourthemes emerged from the interview data as sources of knowledge ambiguity: complexity of
knowledge, complexity of roles and responsibilities, environmental factors, gitichéey as a
premise of knowledge transf@ome of these themes encompaskiple subconcepts
Interviewees are referred to as-E20 in thequotation correspondingpo their participant ID in
Table 2

Complexity of knowledge Based on the content dfe interviews, complexity of
knowledge was found to be a mtficeted construct. Specifically, complexity of knowledge can

be analyzed based ¢ime characteristics of the market and industry.
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Newness of rarket. While most prior studiemterpret complexit of knowledge as either
its hardto-documemnnature(Leonardi & Meyer, 20159r its unclear interdependencies between
action and resuliSimonin, 1999)datain this dissertatiomevealed that the newness of market
andthe hybrid industry format are tlkey factors resulting inomplexity of knowledge aman
early stage entrepreneunsthe NYC metropolitanarea First, in an emerging fieldit is
extremelydifficult for entrepreneur® identify the industry norms or best practices to follow as
well as toidentify the target customers ready to accept thve teehnology. Entrepreneurs thus
spend tremettous time in the early stage focusimg customer discovery and product validation.
With limited established industry knowledge, customer feedback is one of the most important
sources oknowledge for entreprenes to explore market needs and develop viable products.
However,the knowledge obtained from customerasually vague since the information given
by the entrepreneur was not clear at the first placexfkinedby one participant, th€EO of a
digital media companjoundedin2017 fAlt i s very hard to talk to
beginning when you are developing. I f youdre
to get the point across right aw@aE10). The newness of nket increases the difficulty of
framing the new idea, communicating the idea to stakeholders, and receiving specific feedback.
Hybrid industry. The NYC metropolitanmarket is well known for producing startups
that are hybrids of multiple industries numberof established businesses have collaboratively
sponsored coaching programs for hybrid industfes.exampleAccenture hapartnered with
Partnership Fund for NYC to creadintech Innovation Lab to suppahtrepreneurs who are
developing disruptivergerprise technologies for the financial services sector such as banking
and insurance\NYCEDC and Bloomberglsolaunched draining program ELabNYC for

supporting bio & lealth £ch entrepreneurMany of thesenitiativesaim to teach entrepreneurial
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budness concept® aspiring tech entreprenews that tech expertaneffectivelymanage
productsandbuild organizationsHowever, he hybrid nature aiech plus X industryncreases
the complexity of knowledge as thbyrdenedwvith conflicting priorities and perspective$he
knowledge in this hybrid contex¢quires additional effoftom entrepreneurs to bring in
stakeholders from both fields to negotiate andi@ate shared understandifitpe founder of a
oneyearold Al-driven drug discovery compamgmarked that
| think you hear a lot from the leaders in the field ... Like, | start feeling this thing where
you're merging two fields, like we are inherently a mix of a tech company and a bio
company. It's very easy to find opinions from experts in d&nal opinions from experts in
tech, but | think that hybrid opinion's kind of mixed. | don't know how this would be
possible, but if there's some way to get those two opinions into a room and say, like
"Okay, how would you guys combine your two workflow&ather than bio trying to

just steal stuff from tech, or tech just trying to go into bio, thinking, you know, like,
fiOkay, how can we take the best of the tech world and the best of the bioo{B8J?

In the quote above, which isaotech companythethree pillars that support product
innovativenesarepharmaceutical knowledgengineering knowledge, and biology knowledge.
It is important to combine the separate functiooal fogether to resolve conflicts and improve
efficiency. The foundefrom the above compangisodescribe how healways triedo organize
teams in a hybrid formafi s o we kadaaghtdam@d a osEeometo-one ratioso one drug
discovery person, one machine learning person, one computational biologist, and they go work
together to solve theseqislem® (E5). The balance of voices from different fields well aghe
involvement of multiple industry normesult in a diversification of theomponents of
knowledgeand increase the complexity of knowledbat is required fosuccessAlthough such
knowledge complexity ultimately creates a bartteimitation it demands more resources and
iterationsduring the generation process

Complexity of roles andresponsibilities.Research on knowledgeeeking within

organizatios arguesthat hierarchy influences knowledge transfer asdamking members tend
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to be more accessib{Borgatti & Cross, 2003)The qualitativedata suggested that while the role
of hierachy is diminished in entrepreneurial conggext ent r epr eneur s speci al
responsibilities tend to complicate the way they seek knowledge and the way they make sense of
the knowledge received@hreesub-concepts were identifieddm the data: rolesafounder,
tension between sherermneed and longerm vision and tension of information disclosure

Role as bunder.First,as the CEO of the organization, sometimes also as the only
employee of the organizatioantrepreneureften experience difficliies in conceptualizing
knowledge, identifying the source of knowledge, and makidgmentof knowledge due to the
responsibilities attached to their organizational rdtes.examplewhen diverse customer
feedback existfor multiple prototypes, founds take fullresponsibilityin selecting the right
prototype to move forward by combiWwhenthegy previ o
knowledgeseeking process is coupled wéklecisionmaking process, he f ounder 6 s dusz:
exacerbatethe stickiress of knowledgeAs a founder of dhreemonthold digital media startup
explained

Because you have to use your gt product manager, so that's where yourifran

starts coming into playAnd saying, okay, based on the market knowledge that yae} hav

based on the experience that you had as a user, developing your own personal brand

assessent to busines$o, you're kind of like extrapolating from real customer data,

unreal customer data, and then adding your gut feeling, so there's always ithgiofeel

of doubt.(E10)
Similar tothe example abovyeseveral other interviewees pointed out howitidn comes into
play when theyaveinsufficientt i me and r esour ces tEntrepréneuts t he O
tend toadjust their expectations abdbe knowledge desired to accommodate other business
needsPreviousresearchndicatesthat the capability of the entrepreneur to value and assimilate

knowledge is a key factor of kwledge ambiguity. Howevethe assumption is based the

availability ofknowledge. i neglectghe fact thasometimes entrepreneurs havenake
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decision about knowledgeithout sufficient resourceer informationseeking.Thus, the role as
founder interferesviththee nt r e pr e n e wsedékisg pkocessw| e d g e
Balance of shot-term needand long-term vision. Second, as founders in emerging
industries, many of the participants expressed the tension between balancitgrshogeds
and longterm visiors of the businesslhese entrepreneurs constantly situated themselves in the
broader social context to evaluate the vision and mission of their busingssésliowing
conversation was withf@male entreprenewvho cafounded an Al device company in 2016.
Her companyprovidesresidents in senior living facilities witasy accgsto the outigle world
using voiceenabled A devices She explained
We pretty much justlook @pt her ebdbs di fferent i nnovations
company, we areno6tt really explicitly doing
have a pathwato go towards healthcare. And we want to do that obviously because of
the demographic we work with. How do you leverage technology as a way of changing
behavior? As a way of promoting your healtldl arttimately of living longerWhat can
youdo?é Ther[are]broader questions | thirsbout all the time, you knowVhen you
have more life behind you and less life ahead of you, wherewdiryd motivation and
purposeEspecially in the western society wher
societytisy ou youdr e n otSothsse dralike, thoseyfumdamental .
guestions help a lot actually because then we start taking these big ideas and narrowing it
down to see, is there a way that we can use our platform to help solve these problems or
malke their lives easier(E13)
The founderds quote abtove ¢ odypesmeggihscat hat even
technology platform, she and herfounder always come back to the fundamental questions of
healthcare future and societal concammform their knowledgeseeking The balance of this
tension, on one hand, suggests the value of the businesses, but on the other hand, increases
knowledge ambiguity as the broader social problems are usually much more complicated than

the possible solutions. €context itself generates meaning and impedes the transfer of

knowledge(Sharig, 1999; Thompson & Walsham, 20(yery single innovation in the market
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changeshe industry landscape and the changing social comendases thstickiness of
knowledge.

Tension of information dssclosure.ln the knowledgesharing literature, the intention to
maintain power within an organization can lead to the withholding tiéarknowledggBrown
& Duguid, 2001) Findings from the qualitative portion of this stutlgmonstrat¢hat the fact
that entrepreneurs the nascent stage of delopmentprefer to ay hiddencould be the reason
that their perception of knowledge is more ambigu&msrepreneurgtentionallyremain
hidden orvarious online or offlinehannels for different reasons. Qeasorfor thisis that at
early stage of deslopment, especially ia highly-competitive environment, they want to protect
their ideas from imitation and give more time for product developridémnénnew product
devel opment is the organizationbds rmmayfebl ood t
especially valughe incubation of new product€hang, 2014)As said by a student founder
Abecause this is stildl | i ke mryapeopleyto kthaevvowr | o p me nt
idea.(E4)0

Another reasothat entrepreneurs may obfuscate their idemgithhatinformation
disclosue on certain sensitive topics may cause negative responseaudiencesOne female
entrepreneur who was in the pess of starting a business in virtuzdlity commentediiSo you
never want to advertise that yldaproductnlékéel have s
would rever tell a VC thig (E7).In an organizational environment marked by increasing
scrutiny from media, business analysts, and other external stakeholders such as customers,
organizations are vulnerable when communicating extigr(iaésai, 2017)For example, in the

case othat female entreprenelghe chose not to post information about hiring a technieal co
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founder on social media because that information might be interpretedignal that the
company lacks a technical foundation and therefore cannot compete in the tech industry.

One similarity of both the cases above was tirtentrepreneurs were student founders
who have not fully developed a product prototyphis nasent stage prior to product launch
marks a period demanding resources but also requiring special attention to the way for seeking
resources. \Wile withholding information at early stagleelps entrepreneurs focus on product
development antelps entreprenesitoavoid others formingiegative perceptions, the reduced
external communication also increased the level of knowledge ambigstyne exterds
people could not provide timely feedback without open communication.

Environmental Factors. Although thespecificity of knowledge in previous literature
attends to the contextual factors in affecting the transferability of knowledge, the context could
be also examined througtresource dependency perspectivaninstitutional approach.

Resource Dependendieory is premised on the notiontla@to r gani zati onés abil i
dependencies on other organizations influences its ability to acquire external resources for

survival (Pfeffer & Salancik, 2003)The nstitutional approach focuses on explaining how social
structures, rules and routines provide stability and immgao social behaviorgScott, 1995)It

was found in the interviews that the cognitive, normative, and regulative structures attached to
occupations and institutions serve as barriers for entrepreneurs to effectively interact with

external stakeholders and assimilate information.

Occupatioral Differences.Similar to the fact that internal knowledge transfer is
influenced by organizational factors such as functional diveidigber & Kim, 2015) inter
organizational knowledge transfer is also affected by occupational differences. For example,

almost half of the respondents pointed out the knowledge ambiguity and uncertainty associated
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with their communication with investorSecuing funding is not a straightforward proce$he
clarity and timeliness of the information from investors are the main coné&sous literature
suggested that the lure of business opportunity can tempt entrepreneurs to provide overconfident
assessnmds of their business or other unreliable information in order to secure res(hircas
& Sorenson, 2005)The information asymmetry between entrepreneurs and ingegists
because entrepreneurs have better knowledge of their own capabilitgstaniial than
investorgAmit, Glosten, & Muller, 199Q)Both venture capitalists and angel investors spend
significant time conducting due diligence ofenture to assess the validity of the information
(Sengupta, 2011Yherefore,f om | nv e st or s Dprigity is ® maketheiogte s, t hei
valuable investment givedll the asymmetrical information from entrepreneurs and the fierce
market competition. For this reasamvestorsend to avoid giving straightforward feedback and
hint about their investing possiibyl.
Respondents suggested thatitleas of investors sometimes contradict themselves and
that makes entrepreneurs very unsure athait true intentionsManyrespondentexpressed
the frustration about learning the criteria of how investors choodetdo invest inThelong
and complicated proces$ seeking infomation on investment opportunitieaused considerable
perceived ambiguityAs explainedby thefounderof a sixmonthold cryptocurrencycompany
You know, making sure peopllat intend to write checks or invest ... Have them do it in
a timely fashion, or give you a decision that says no in a timely fashion so you can move
forward. That's basically it, just people that you speak about the opportunity and they're
interested, ad then they kind of respond to you on their own time, which you could
expect, but it can be real frustrating sometinfes)
The different expectations of how to interact

abovepoint tothe different rotines and norms itheinvestment industry and startups. External

forces originated from st ak e hbftedtedretrrsedp rde rf & verr seén
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action. During this adjustment and responding process, the interdependencies asdeise
perception of knowledge ambiguitin addition, occupational differences between investors and
entrepreneurs increased the difficulty of the interpretation of feedB&okinderexpressed that

he could not get the meaning of feedback directly from tlo@@lsonversation with investors.

He hal to read betweethelines and then consult friends or peers to make sense of the advice.
The differences between occupations as well as the different goals in a business relationship
complicate the knowledge transfeocess and increase the level of ambiguity.

Institutional factors.The barriers imposed by institutions such as universities,
government, and regional ecosyssdmve alsompeded the transfer of knowledge. For
example, lhe tension between technologydarusiness is a common struggle for entrepreneurs.
When people with backgrouadh businesserve as CEQt is very challenging for them to find
technicalco-founders or engineers. Ostudenfoundershared his frustratiothat there ign
institutionalblock between engineering school and business saibd University in terms of
talentknowledgesharing.The founding teamecruited their first engineer by walking into the
engineering buildingo spread the wordand attract attention from engineeyistudentsThe

student foundeexplained:

l'tdés | i ke super political . é. tjusbfeselslke-ke, it 6
Yeah. This is the engineering school I
you know,dmi ni sh whatever |1 &m doing and the oth
because thereds so much innovation and pow
strategic thinking of a business school where the execution and building capacity of the
engineering chool , | i ke you merge those two thin
your school . |l snét that what you want? Y
these silos and rules and regulations and red tape that prevent that from easily happening.
(E11)

Based orpreceding quotation§ eel i ng of #Aturf warso suggested

between fieldsn the broader business environmeédihe reasocausing such ownership of
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knowledgemight be tke socially constructed superiority and priorifycertain fields over the
other The academic setting in the above university represents a miniature society with different
disciplinarystatuses

Beyond the institutionalized hurdle between fields, in some other cases the barrier of
knowledge transfer aes fronpolicy-maker®ignorance of communication neediring co
founder and early employees were found as the key barrier to grothaNrY C metropolitan
area. For example, amtrepreneur in biotech explained that even though there are many talents
in this area, it is very hard to find these people and make conred¢iiemproposed a potential
solution:

What would be really helpful is all the students in New York, instead of companies

posting jobs and students applying or it, if there was a wastdidents to be, like ... a

centralized New York database, where it's like okay, there's are people who are looking

to start a career in the next six to twelve months. Here are their skills, you know, they're
just looking at it. And then startup companie®wen established companies could go

and look, like "Who here should we reach out &%)

The centralized New York database of talents mentibyetie biotech founder respontdsthe
institutional gap in the market that interfemsh knowledgesharng between entrepreneurs and
themarket.Without appropriate institutional support, it is difficult for entrepreneurs to identify
the source of knowledge and the path to access knowledge.

Founder legitimacy as a premise of knowledgeransfer. In theentrgreneurial context,
stakehol der s 0 nrkoowledgead contingentiupon thehparceivad ¢egitimacy of
theknowledge seeket.egitimacy has long been argued as the most significant predictor of
resource acquisitioand organizational growifZimmerman & Zeitz, 2002)For example,
audience affirmation is attributedéon t r e p highvaume of @osten Twittersignaling

quality, distinctiveness, anélational orientatiorfFischer & Reuber, 2014Datain this

dissertatiorsuggesthat founder legitimacplays a critical rolen influencingaknowledge
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sourceods will i ngness camplicagehtherkmowlgdgeitransfer proeass i on a
Since it is hard to evaluate foundersoé | egitd.i
investors, mentors, and peer epteneurs all rely on mutual contact to monitor their information
disclosure. Such indirect knowledge transferease&«nowledge ambiguity

Reliance on mutual ontactor social dfiliation . Within organizations, studies have
found that unfamiliarity beteen colleague@ollingshead et al., 20025 well as tie strength
between knowledge seeker and knowledge sqesenardi & Meyer, 2015nfluence
knowledge transfer eftéivenessDatain this dissertatiomlemonstrat¢hat in entrepreneurial
context, while direct social relationship is less of a prerequisitectmsaing desired knowledge,
social embeddedness has been given exceptional importance in the knowledge transfer process.
Social embeddedness refers to the shared affiliation between entrepreneur and knowledge source
such as mutual connections or sharedas@goups(Lattanzi & Sivakumar, 20095hared
context warrants the knowledgee e k e r 6 s sopnddnusleddsitoanare effective
collaboration.

Social networks not only allow knowledge seekers to identify knowledge holders, but
also sere as credential evaluation mechanisms for knowledge holders to decide whether to open
up the acces$ocial networks are usually considered as information pipes that connect
knowledge seekers and knowledge holdBdolny, 2001)Indirect ties impact the process of
accessing financial capitéfisuet al., 2007)1t is common knowledge among entrepreneurs that
investors rely on mutual contacts to determine the necessity of further conversation. Literature
also shows that investors are more likely to back an entrepreneur if they share diraoedr ind
ties as the social connection offers them private information about the capability of the new

businesgShane & Cable, 2002\ccording to a study of university spinoff startups,
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entrepreneurs who have connecsiavith angel investors are more likely to attract further

attention from other financial providefShane & Stuart, 2002patafrom this studyalso show

that finding mutual contastand asking foea warm introduction has been the industry standard

for entrepreneurs to connect with investors. It was also made clear by many investors that mutual
contact directlynfluences he opport uni t ypraofile beingpreviewedne e pr en e u i
intervieweeshared wi he thinks relying om mutual contact for deciding knowledge transfer

could be detrimentdbr promoting innovation

The thing that's worked best for me is just finding someone who they've already invested

in and asking for an intro, right? It's an ingitdy tedious ... It's not a great process. But

it's a pity that's the way it works, because then investment just becomes a bubble with

people who just all know each other, rather than really branchin¢a@)t.

Other than mutual connections, social &ifibn with established institutions is another
determining factor of knowledge transféffiliating with anincubator program could enhance
earlyst age entrepreneursodo | egitimacy so that the
mentors. For exaple, the founder of a digital media company indicated the significance of
obtaining credibility fromanincubatorin orderto facilitate the knowledgseeking process:

Once you graduate or you go through the process of an incubator, you do have a stamp of

credibility at that point before you've gone through the process or like & &omtidrial

you would call it.The mentors are much more likely to help you once you go through an

incubator and you have an established company that is looking to b&leditwise if

you're just working on a company, but you have not worked towards or you don't have an

incubator backing you, it's a little bit more difficult to get the attention of a mg&tb)

As indicatedabove access t&nowledge is largely determed by intermediaries so that the
knowledge transfer process becomes indirect and contingent. Natamsthe decision of
whether ¢ share knowledge at all depemrd mutual contact, but also the quality and quantity of

theinformation sharedl'able 7 shws the codes, definitions and exemplary quoteghier

sources of knowledge ambiguity.
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Sources of Knowledge Ambiguigmple Codes, Definitions, and Exemplanyofes

Topic Concept Subconcept Description Exemplary Quote
Sources of Complexity of Newness of Nascent market ABut i f youdre creating somettl
knowledge knowledge market with limited do you explain Uber at the beginning? How do you explain Airbnb?
ambiguity available norms the begiming everybody was thinking, why would people rent their
and practices houses, it is hard to visualiz
Hybrid The mergeoftwo Al start feeling this thing wt
industry or more industries inherently a mix of a tech company and a bio company. It's very e
with divergent find opinions from experts in bio, and opinions from experts in tech
knowledge base I think that hybrid opinion's
Complexity of Role as The caflicting ifiBecause you have to use your
roles and founder opinions or manager, so that's where your intuition starts coming into play. So,
responsibilities uncertainty you're kind of like extrapolating from real stomer data, unreal
experienced as the customer data, and then adding your gut feeling, so there's always
founder of the feeling of, of doubt . o
company
Shortterm The influence of AiThereds broader qu esnejyouksow.l How
goal vs. long longterm vision on like, you know, how to, when you have more life behind you and le
termvision  shortterm focus life ahead of you, where do you find motivation and purpose?
Especially in the western soci
and soci ety deséfllanympo®u youdre r
Tension of Founders iSo you never want to adverti s
information  intentionally team to build a product. Like | would never tell a VC this.
disclosure withhold

information in
certain stage
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Sources of Knowledge Ambiguity Sample Codes, Definitions, and Exemplary Quotes

Topic

Concept

Subconcept

Description

Exemplary Quote

Environmental
factors

Occupational
differences

Different conducts
or expectations
associated with
occupations

ASo | mean we got some feedbac
to actually get the VC to tell us what the issue was. We had to alm
like read between the lines to figure it out. And then | pitched to sol
other people who had successes danéty gave me t he

Institutional
factors

The influence of
institutional
barriers on
knowledge
seeking

fiWe have to deal with the whole couide system is, getting this to t
more of a norm that youbre ghoi
we want to show VR in the cour
thatodos weird, why do you want

Legitimacy as a Reliance on

premise of
knowledge
transfer

mutual contact
or social
affiliation

The reliance of
intermediary in
connecting
knowledge seeker
and knowledge
source.

AThe thing that's worked best
they've already invested in and asking for an intro, right? It's an
incredibly tedious ... It's not a great process. But it'stg fhiat's the
way it works, because then investment just becomes a bubble with
people who just al/l know each




147

EntrepreneursdCoping Strategies for Knowledge Ambiguity

The second research question in this staiths to understand the strategies entrepreneurs
use to cope with knowledge ambigyigpecifically with the use of various media chann®is
strategies emerged from the data coding: optimize information relevance, enhance
communication efficiency, change public visibility, increase awareness of knowledge, access
to indirect knowledge, and specializatisithin team

Optimize information relevance.The fastgrowing entrepreneurship ecosystentha
NYC metropolitanarea offersatremendous amount of @srces to nurture earstage
entrepreneurs. Entrepreneurs receive information from a wide range of channels, such as formal
incubator programs, government reports, offline meetups and workshops, mentors, and other
entrepreneurdHowever, sometimes it ifi¢ very availability of information that caisse
knowledge ambiguity. Diverse sources of advice could teaonfusion and uncertainty when
theentrepreneumustidentify the right answebData from theoperrendal survey questiothat
asked about challengeeeking knowledgésee Figure 1drevealed thathe challenge in filtering
irrelevant information (23%glosely followsthe lack of access to information (26%iterview
data demonstrated themtrepreneurs used social meidiaifferent ways to bettatistill
information including building common ground foneaningful dialogue with stakeholdgers
accessing contextual knowledge to facilitate decisiaking, and using communityriented

platforms to promote knowledge exchange.
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Lack of access to informatiorille 20
Hard to filter out irrelevant information il 18
Hard to identify the reliability of information N 10
Other NN 13

Lack of awareness of knowledg SN ©

Lack of time for searching informatioriiliay 7

Figure 14 Frequency Thle of the Opesended Survey QuestishWh at i s t he biggest <c¢h
when you are trying to dge®&ess the information you

Social media for building commonrgund. Leonardi and Meyer (201%otethat the
time before knowledge transfer is critical in preparing the knowleelgiees to alleviate
ambiguity. A krowledge seeker can strategically use the periodd®st the moment when he or
she has the need for knowledge #@meltime of posing the requdstbetter understand the
knowledge source and the knowledge itself. The possessconversational materials will
increase the quality and relevance of the doesasked as well as enhance the absorptive
capacity of the knowledge seeK&zulanski, 1996)

Data in this studgonfirmthatentrepreneurs use soci@tworking sites or other user
generated media to gather information thataamtribute to better knowledgeeeking
efficiency, such as how, when, and in what way to ask for the desired knoJledgardi &
Meyer, 2015) Entreprenars can see the topioslevant to the interesof their poential
investors or mentors aocial networkng sites and observe their interactions with theteot
and audiences. Social networking sites offer a channel for entrepreneurs to access their

stakeholders and in turn both share updates for stakeholders and consume content produced by
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stakeholders (Ellison & boyd, 2013.foundernotedhow he indiredyy engage witta mentor by
trackingh i s meatial media spdates

| see a lot of times he'll post new methods that he finds interesting. I'll read those

and then I'll email him and be like "Okay, | saw you've been interested in these

couple of thingsDo you think we can take approaches from this article you

tweeted back to our internal” So it's more just like ... Rather than directly

engaging, how can | use Twitter as a way to figure out where both of us interests

are going(E19
Thisrespondenis the founder of a Al companystarted in 201and heuses Twitter to build
common ground and mutual understanding with his mehtaitter offers entrepreneurs
conversational material that lubricatbe transfer of ambiguous knowledge and strengttien
soci al relationship with their stakehol ders.
informant gathered relevant personal and contextual information to make sense of the content
shared. Consistent with the findingsl&onardi and Meyer (2018ndThompson (2008), data
in this researcBhowthat entrepreneurs need to connect the bits and pieces of information and
extract useful information from mundane updates to create ambient awarenessegputualize
ot hersdé6 worldviews.

The increased awareness of knowledge helps the founder tdegide follow-up with
the topic-- for examplewhen toswitch to more glect andprivate communication (emaiidp
brainstorm the solutions. This kind of indirect engagement is particulafylder an emerging
industrywith high level of knowledge ambiguity. By virtue of aggregating multilayered
communication activity, social netwong sites enable the entrepreneur to formulate relevant
guestion without specific awareness of knowledge needs. Consequently, social networking sites

like Twitter facilitate the eMaation of information and opeaup new opportunities for

entreprenewsto identify gaps in knowledge.
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Social nmediafor accessingcontextual knowledge While most of the entrepreneurs

interviewedtry to increase information exposureorder toaccess diverse ideas, many engaged

in creative tactics to contextualize information éptimizing relevance and facilitating decision
making. A common approach is to leverage the content and audience-genseted media to
quickly understand the significance arwhtext of certain information.

The founder of argptocurrency compangdablishedn 2018expressed the difficulties

in finding information in his industry as cryptocurrerf@sjust started to grow rapidly since

2017. He used Twitter as a news outlet to understand the business environment and identify the

logical connectionamong informationWhen breaking news hapgen thefintechindustry, he
would rot go toGoogleto searchthe newsinstead, haventto Twitter as itgavericher context

about the news which helps him reach conclusions fasteexplained this as follows

Twitter is probably my favorite tool. Engagement is not the greatest. It's not really a great
place to talk to people, but it's a great place to hear what people are saying because they
just share it out all the time. And breaking news. Sometimes kbeagthing that

happened. | don't go to Google first. I'll just go on Twitter and search a term anbatee
people are tweeting abouijust feel like it's more real time, and there's context, too. You
know? | could go on Google and | could search somgtand then | could see an article,

but it would just be based on what, | guess, that publication's biases or style is. Twitter, |
could just see all the publications that wrote about something but also what people are

saying about it. So | can get to, buld say, somewhat of a conclusion quickEd)
In a new technology industrihere is very limited available informatidinat can be found via
traditional channels such amurnals omtherformal news channel&nother entrepreneur, also
in the cryptoarrency industry, assembled information from maelfdescribedi we i r d o
in the process of identifyingmarket gap and forming the current busin€ss.example, he
used Reddit to learn about the sentiment in the industry and engage with théotpchno

communitiesAlthoughsocial media provides publicly accessible data, the amount of

pl ace

information sometimesovewh el med ent r e pireatramlatngnieancy @ paci ti es
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conclusion from the datdhus,this entreprenewrsed Twitteiin a novel wayto extract related
i nformati on f r oveetsand conngdt tluots tceaasttantegpi@tation:

| would look for thought leaders in the industry that | knew. So like Vitalik Buterin was

the founder oEthereuml literally wrote the script in R tpull all of his tweets. And then

like filtered based on information that | thought. Like, for example, one of the things |
was writing about was this specific event that happened in the lifetime Bftieeeum

| t 6 s c al forieadthaDA@ Thhta modrelevant other than thhtlownloaded all

these tweets and then | filteredonIB8Oand | f il tered on | ike t

here are the 12 tweets that Vitalik thinks about or Vitalik publicly stated related to his

own project, relatetb this exact thing, and then help me, like connect the dots between,

you know, what he was doinfE11)

From the comment above, we can see thatuiing twitter posts usinghe R programming

language, this entrepreneur reorganized the information@al snedia in a way to better make
sense of the scattered information. Thus, he
opinions and attention to understand their behaviors.

Communitybased media se.Abundant literature on homophily has addezs how
demographic factors such as age, gender, race, education, occupation, and values influence
network formation in communities, voluntary organizations, and private busir{dsselerson
et al., 2001; Ruef el.22003; Yuan & Gay, 2006pata in this studghowthat the way
entrepreneurs use social media for optimizing information relevance corresponds to the
homophily theoryEntrepreneurs are more motivatecgtmage in social interacti@nd share
knowledgein communitybased chatgroups on various media platforms since homophily
provides a shared language which not only informs the way they interpret, understand and
respond to information but also their attitudes and bglMésch & Talmud, 2006; Rhodes,

1983; Zenger & Lawrence, 1989)

Several respondents highlighted that demographic similarity is the main reason to join

communitybased media channelRhis is especially true for certain underrepresented social
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grouws in the entrepreneurship ecosysterthearea, including lack entrepreneurs and female
entrepr@eurs. For example, one of thadk entrepreneurdemonstrated how helieson
GroupMe, a popular group messaging app that esatdenbers to make groupgany size and
share photos, videos, locations, create eyettso participate in the black community

This is GroupMeThe group is called Blacks in Tech. This is the group where | got my

first customers who are not my friends. And look how many neesalihere ar&,300
people in this grouBlacks in Tech is a group that helps people who talk about all the

di fferent things in the tech community and
talking about different things in tech in the black commurigople talk about struggles
they have in tech, promote worKE8 | aunching

The founder quoted indicated that GroupMe offered him not only information about operating a
business but also business opportasifThe simiarity in ethnicity and the awareness that their
ethnic groups araminority in the field increases the level of trust and cohesiveness. Through
involving in community discussioentrepreneurs are more likely to obtain relevant knowledge
matching their dmographic background.

Another reason to adopt communiigsed media chanmsak because afidustry needs.
For example, one blockchain entrepreneur mentionedittnare's an app called Telegram,
which is like WhatsApp. | joined a Telegram group thataiad a certain product, and then |
can just follow the information they have there and just keepup withiT el egr a-m i s a
basednstant messaging app famous for its-ém@&nd encryption, leaving no trace on the
companyo6s s er v eity shecls anrcammanicatiofivaanbusgerc2014)Telegram
channelsaccommodate an unlimited number of users. Starting in Russia in 2013, Telegram has
been widely adopted in bitcoin, blockchain, and cryptocurrency commuihikss, news sites
and cryptocurrency traders choose to create broadcast group to share neegramLelers.

For exampleFigure 15shows a screenshot edmeof the top Telegram groups, which tracks



153

1888 top crypterelated subgroups with a total b® million membergTelegramcryptogroups,

2018)

Search the community powered Cryptocurrency/Blockchain Telegram Groups

You can also click on each of these categories to filter.

signals / indicator
e

Group Name Description Members Tags Link

» The World's First crypto Advertising Platform & Token 99965
Leudio

VendiCoins.com token

sale

1_‘: IGToken Official Group 82993 n

IGToken Official Group

Figure 15 SampleWeb-page of Telegram Crypto Groups

A similar functional background coupled wittshared understanding of industry rules and

trends help contextualize thenformaton. Similar interpretatios of information will increase

the depth of knowledg@rackhardt, Nohria, & Eccles, 199imilarity dso provides

opportunities for mutual exposure. People receive validation from pawtitBrsimilar interess

when participating inhe same activitie¢Aboud & Mendelson, 1996)Overall, community

based media use helps filter out irrelevant information, facilitates collective interpretation of

informati on, and pr omo tdadentitg development ia theefigld. s 6 c on f
Enhance @mmunication €ficiency. Much of the research on media use has focused on

differentiating media based on their ability to transmit information relative to edéeeee

encountefHaythornthwaite, 1996) Compared to a fage-face meeting, communication via

media falls short of retaining the nuances of verbal conration and conveying neverbal
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cues, which blur the information about gender, status, identity or other communication contexts

(Culnan & Markus, 1987)The lack of cuesnay makea medium less effective in facilitating

communication that is socially sensitive, intellectually challenging, or that involves negotiation,

clarification, and team collaboratigRrish, Kraut, Root, & Rice, 1993; Sproull et al., 1992)

Despik the information loss, research shows that mediated communication actually helps

overcome physical and temporal constra{ptaythornthwaite, Wellman, & Mantei, 1998%

well as takes ¢ ommu nBritaa, t1992xso forboeny odnbdéHdWayi nt gh etr hee

& Stornetta, 1992)Datain this dissertatiolsuggest that entrepreneurs tend to strategically

compose a portfolio of media tools to leverage the strength of eatih menformation

offering. Entrepreneurs view fate-face communication as the most effective channel for idea

generation and interest alignment, but simultaneously they rely on mediated channels such as

video chat and email to complement the knowlesiggeking processes. Different channels are

prioritized in their ability to maximize the quality and quantity of the knowledge exchanged.
Physical presence for building mutualnderstanding.Social presence theory suggests

that faceto-face communication igreferred to mediated tools when dealing with ambiguous

information or when there is a desire to establish consé8pusull et al., 1992)Datacollected

hereinconfirm the emphasis entrepreneurs place on-fadace communication for its flexibility

in proposing alternatives, brainstorming new ideas, and managing the pafmaroftion

exchange. In higitech industries where innovation is the key to achieve competitive advantage,

entrepreneurs often need toaeate knowledge with stakeholders. A faodace meeting

allows communication partnets brainstorm together and jghore alternatives without giving

each other a feeling of disrespect or misunderstanding. For example, one respaonalde

thatAduringfaceto-facemeetingwhere we'll just have a whiteboande'll be likebhis isthe



155

way it curaehet |lyi kwe r&tsr, Y0 t hi sEntreprengurstcdmithas, t r y t
devote attentioto obtaining the desired information rather than being distracted by guessing the
motivation of the knowledge source.
In addition, when knowledge is not welbcumented itequires thaboth partiesake
more procedures to identify what is the relevant knowledge and how to access the specific
information. In this context, physical presence reduces the perceived complexity of knowledge
and drives the depth of conversationr Examplea founder of a biotech compaggve an
example othe possibilities enabled by fat@face communication:
When we're on email and the phone, a lot of the times what we talk about is just like "Oh,
what would be helpful, where are you guys g&hAnd when we meet fage-face, it's
kinda like "Okay, we've discussed over the past three months, these would be helpful. So
now let's get those done." Like, it would be helpful to get a connection to the FDA, who
should we contact next? It would bdgfal to discuss collaborating in pancreatic cancer,
maybe let's go through all your pancreatic cancer projects and figure out where we could
help the most(E5)
Physical presence also provides a conducive social environment for entrepreneurs to involve
multiple stakeholders together in discussion to establish consensus. In a nascent market or a
hybrid industry, conflicting opinions and attitudes among stakeholders constitute one of the key
factors leading to knowledge ambiguity. When multiple communicatartners are not familiar
with each other, it is extremely valuable to use fimeface meetings to develop trust and build
relationship An example of usingaceto-face meeting to get lyein from multiple stakeholders
is as follows:
It's also when we Bet, we meet in his offices, so there's a much bigger team, so | usually
will meet with his Director of Operations, his Director of Scientific Research, we'll all
just sit together and we're like "Okay, let's figure out the best way forw&®)."

The amiguity of feedback was mentioned as a reason that slows down the product development

process. People give ambiguous feedback either because they are not sure about the answer or
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they want to attend to the social relationsdnplthus choose to attenuatestimtensity of the
feedback. For example tlareeyearold fintech startup foundecommentedhat, filf | want to

hear or feel on a more motive level, then | absolutely want a meeting. | want to look him in the
eye and | want to see what his response(is2). This founder highlighted the importance of
reading facial expressisngesturesand emotional responsehen communicating with
stakeholders. Such subtlety of information processing could easilysgin mediated

environment where social cues aréden.In faceto-face meeting entrepreneurs are more

likely to detect the real emotions from customers, investors, or mentors.

Finally, physical presence also reduces the perception of time constrairfoubider
expressed the idea thatin-person meting can give the feeling that they have more time to talk
and engagel o the contraryheperceived that others are busier and lessiexduring phone
conver sWhteinonyso:udfir e i n person thereds this
y 0 u dnrthe phone with someone | feel like people are less likely to take the full amount of
time to dscuss somethirgE20). The perceived flexibility of communication in fateface
context allows more opportunities for knowledge transfer.

Visual cuesfor facilitating interpretation.The significance of visual cues on decision
making was widely discussed during the intengeldue to the differences between roles and
occupations, on many occasions, people will not articulate their feelings directly aleddbis
tremendous uncertainty for entreprene@seE-Commerce companfpunderinterviewed
de<ribed how his team quicklynderstandghe result ofa pitchbased on reading the emotional
reaction of a potential investor

We hadapotential investor iffranceOb vi ousl y, we werenét g

we got on a video conference with him,

the pitch, but my business partner coul
| know exacty when we lost him(E2)

f eel
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The preceding quotes shdlatvisual cues are important in knowing the reactions of the
audiences and giving them the filsind information about the results of their effotae to
time limitations,entrepreneurs need to pretdihe potential response of investors and allocate
efforts accordinglyTherefore, visual cues help facilitate decismoaking and manage
entrepreneur sdé expectations.

Extensive nformation offering for agenda hilding. It is a common practice among the
people interviewed to increase communication efficiency by buildmggenda with thorough
information Althoughentrepreneurs put the highest weight on f@eface communication to
generate most useful knowledge, they strategically cordloitieer communiation channel
such as email to ensure the necessity-@arson meetingand also build an agenda forThe
following quote givesan example of how an entreprengupritized the significance of various

media channels:

Then email is anything thad Kttle bit more verboseéSoé | donét call a

| know that | actually need to meet, because meetings take time. Usually if | can cover it

in an email, this | onger form, l 61 | put
decice if theywant a faceo-face.Then that givegstakeholderthem the opportunity to
respond. |l 6m very detailed in mytketmai | s
put in all the information the person is going to need in dalbelp meAt the end of

the day | dondét want them t breghies/work ondheid i ¢
partSo, i f | give them what they need in

them already and they can justrespohda n e ma i | | 01 | efieed tavraepts s ay
|l 6d |l ove to meet, b(@ER) if not, hereds infor

The clarity of information received is based on sufficient information gizerail
communication, benefiting from its documentation function, enhances the accuracy of
knowledge as wehs serves to aid effective allocation, storage and retrieval of inform&tien.
abovementioned foundérs e x t e n s i -gharing vimfernail im@obtenadedo replacea

faceto-face meeting, but to increase the opportunity of receiving feedbagjetider. This
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strategy is consistent with the channel complementary theory thattkased use of one

channel is associated with the increased use of other available c@utes83ergman, 2004)
Mediatedcommunication helps entrepreneurs provide a more comprehensive overview of the
knowledge needeand lets kowledge sources take initiatiue deciding how tadvancdhe
conversation.

Change n public visibility . In prior literature, knowledge search and knowledge access
are considered as two separate steps. Knowledge sstha@ssebow entrepreneurs identify
knowledge sources thebusiness environmenif example, who are the people wiltie
desired skills and where to find the people possessing similar experiential knowledge.
Knowledge access refers to the processes in building a knowledge transfer relationship between
knowledge seekers and knowledge sou(Cdsugh et al., 2018Having identified desired
knowledge sources, entrepreneurs need to then attract their attention to promote the merits of
their new venture ahto convince them to support it. For example, knowledge access includes
the process of recruiting technical talent to join the new business, perslagergompanies to
form partnershipwith the new business, and convincing investors of the new ety
potential.

In a nascent markdipwever the information about who the knowledge sources are and
where are they located is extremely ambigu@aacollected in this studghow that
entrepreneurs tend to change public visibility to enhance theesitigiof the search and access
processes. Some of the entrepreneursiatsease@ublic presence to reverse the knowledge
searching process. A&xplainedby onecryptocurrencyounder

Thought leadership helps. LinkedIn helps with thought leadershigrgtol post. | try to

post a piece of content at least once a day. So that helps. And then you can connect with

people that they could be a guest on my podcast, or it could be something that | write an
article on. Sometimes it's somebody that could betanpial member of your team.
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Obviously, it's somebody ... Or it could be somebody that could be a potential investor
(E1)

Cryptocurrencys a latenindustryin late 2017catapulted by the surging price ofdain
so thatthe availability of informatioron where the knowledge is located is limited in this
industry. The founder quoted above shows how thegeeerated content on social media is
used to first increase awareness among the broad audiences and then attract the attention of the
knowledge sowres to advance the communication. In addition to online branding and thought
leadership,ncrease public presencedfiline activities such as meetups or confereraiss
offers opportunities for both knowledge seekerssmdcego connectOne42-yearold founder
who paricipated in many public pitchesai dybbhanefier know who youodre
or who youdre going to meet nessideavdn atidoaghtqmdi ng t o
read (E2). Serendipitous encounters at these eventpateularly useful for entrepreneurs in
the nascent business stage when resource acdtesisaed, and the business modelssll under
developmentFor example, one education technology entrepreneur shared a story about how the
founding team was ins@d by an au@ince at the startup competition:
| think in the last competition that we went the one guy told us what to do with the data
that we never thought aboutthave t hought it i s brilliant b
into ways of how to make moyp@r how to convince people that we are evdhiugoing
to make money. (E15)
The advice received at a startup competition event offered this edtech founding team new
insights to their business model and product features. Such serendipitous encouaters wer
mentioned mostly (12 out of 20) by founders in highly uncertain nascent stagdesas®ecome

more developed and the priority shifts to profit generagmtrepreneurstart engaging with

direct knowledge sources such as customers and suppliersisooiogetting the business done.
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Another benefit of increasing public visibility is to break the constraint of relying on
strong ties for knowledge. The role of weak ties in sharing knowledge within organization has
been weldiscussed in prior studi€slansen, 1999When entrepreneurs seek knowledge or
advice, they also emphasized the strength of weak ties in offering unbiased and divéoss.opi
For exampl e, one lentouelpdnetnte usrays agod ttoh ayto uir f r i
feedback on your business or feedback on how you present or even on your product, because
friends rarely willtell you the total honest trub{E2). Anotherfemale entreprenewaiso
expressed the preference of using public channels to access knowledgkdhsteag close
social circles:

| prefer actually just posting on Facebook because for some reason my close friends, not
that they help me arlgss, | just feel like for some reason, it's weird. It's similar to a job
searclé | posted on Facebook and this random acquaintance of mine messaged as she
was, like, "Yeah, I'll help you." So for me it's sometimes better to actually just post in a
broader environment because it does test the channels. It tests whether somebody
resonates with that and whether they'll reach out to you versus, | don't know, if | really
individually reached out to each of my close friends, they were probably think fawume,

for some reason, it's less helpful than random acquaintances. | don't kno(E@hy

Theprecedingquoesdemonstrate thahcreasingoublic visibility has been used as a strategy

among the respondents to overcome the congm@itiieirimmediate soial network ando

gather information fronbroader audiences.h e fAr andom acquaintance[ s] ¢
feature a group of hidden knowledge sources that often escape the reach of knowledge seekers. It
mightbedue t o knowl edge dgheieekpertise or theirrwdlimpesstoe nes s of
contribute. In addition, the founder quoted indicate the objectivity of information received from
those Arandom acquaintance[s]. 0 Compared to c
social mediareoftenin a better position to offer valuable insights on busknekged questions.

When it is hard to identify knowledge souscer when entrepreneur want to initiate
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serendipitous knoledgeseeking relationshipscreased visibility will help reverse theeking
process and increase the likelihood of receiving hidden information.
Increase the awareness of knowledgéccording totheinterview data, firstime
entrepreneurs (or those with limited experience in the field of their new business), viewed their
unawareness of the existence of information as a key barrier for knowledge access. For example,
onefirst-timef emal e entrepreneur used Ablinders wher e
specific entrepreneurial knowledge that is not even considetad knowledge searching
process:
When you're just entimg something, you understattds is the start of the world that
you have to understand when you first enter. You see and understamdi¢hisf it.So
when you start talking, you don't even knthat you need to be awanéthat, that, that,
and thatSo what's it calledBlinders where you can't seEhey make you realize
everything you don't know and then once you know what you don't know, you go, okay.
| need to go and learn that and then lgarn on your own(E12)
The female entrepreneur quoted above indicate
predetermines the scope and depth of knowledge within their cognitive abiliout
sufficient awareness of the information, foundsasnot effectively frame the question and seek
the answer. Knowing Awhat tye&nowledigeseéking pkoceeswo i s
Many of the answers for the opended question in the survey (see Figure 16) also
expressed similarideasinredart o how Abusiness ignoranced bec
entrepreneur to effectilyeseek knowledge. Such ignorance also includes the difficulty in
thinking of the right question, understanding where to find things, and the prioritization of
information neded at different stage&.student founder still in thprocess of product
developmentemarked:
Knowing what | need to knovg hard In businessignorance is a huge weakness. If | am

not familiar with something or have never been exposed to it in roedisschool or life
| will not know that | need to look into it. IM/never get the informatianE4)
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Increasingnformation exposure at the early stage of founding a business thus becomes a typical
way for entrepreneurs to mitigate the negative impatteir limited experience. This is
particularly relevant during the nascent stage of product development and customer discovery
when the product has not officially launched. The entrepreneurs interviewed leveraged a variety
of communication channetes learn about industry trends andw technological ideas, atal
understand the causal relationships between things. In general, offline activities in meetups or
conferences, social media use, and other online information channels are the three most
frequenly mentioned approaches to increase information exposure and the awareness of specific
knowledge. Meetup.com is particularly popular since it enables lodasised community
gatherings with low entrance requirements. Entrepreneurs can access infofroatidifferent
fields and connect the dots to discover new opportunities. For example, as atlawgdtech
entrepreneuexplained:

A huge thing, | guess it's technically social media is Meetup.com. A lot of my

knowledge has come from going to Meeayents and learning a lot about the latest in

tech in the industry. That is one thing that | would say is a great advantage when you go

to Meetup events and you get to hear the companies that are making products now, you

know? | mean, college is greattlzollege you're learning atlof theory and a lot of

ideas (E17)
In a city with soaring numbers of startups in hybrid industries, such as applying virtual reality in
legal processes or integrating artificial intelligence in music production andbdigiri, offline
connections provide an easy way to access resources.

Another common practice among the entrepreneurs interviswedlevoteconsiderable
time to keeping apprised of industry knowledge or broader social context on social media, other

usergenerated media or online impersonal soundéth limited established information

databases argilibstantiatompetition among entrepreneurs, people are always trying to enlarge
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their search radius. For examptiee female founder of an Al startup healhcaredescribed the
way she accesses information by enlarging the scoperafearch for thamformation

| have to read a lot. I'm reading tech blogs, business blogs, business newspapers,

magazines, information on social media about how other statamoing. If they sell

their company or not? If they are, they may be, IPO, how is their exit? Who are invest in

them, who are not? What are the new technologies companies are using for HR? |read a

lot. So, with this knowledge every day | havedad it in the morning so then | can have

another view of my company or another view of the decision | have to( El&)
Thebroadeningf information exposure cdmelp entrepreneuigenerate new idea in product
development and identify new opportunittescombine resources. With better awareness of the
existence of knowledge, entrepreneurs would possibly experience less uncertainty in the
knowledgeseeking process.

Access to indirect lnowledge When knowledge is complex and tacit, entrepreneurs
usuallycould not find direct answers to their business problems. Therefore, several of the
entrepreneurs interviewed highlightedw they seekndirect knowledge to inform their
decisionmaking. Indirect knowledge refers to the information that could not besapplied
to theproblem at hand but requires extra interpretive and reflective &fbontthe entrepreneurs.
There were three ways of accessing indirect knowledge identified: through personal reflection,

l earning fr om pe e rsolvengprocesspanddearring framoothgr startbpl e m
stories.lt is interesting that this practice is popular amongéneale entrepreneurs interviewed
with four out of five of thenhavingthis strategy to cope with knowledge ambiguity.

From personal eflection.With limited information on how to improwee product and
determine customer preference in knowledgensive industries, entrepreneurs tend to rely on
observations and constant fAchanging and testi

logical mnclusion. The use of personal reflection helps entrepreneurs overcome the difficulty of

accessing explicit knowledge in emerging maskatvariety of media channels including phone
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calls, email, social media, and fateface meetings were mentioned fbe purpose of reflective
learning. For exampléhefemalefounderof a business consulting serviestablishedn 2018
said that:
Fealback ischanging and testingror example, | set up a lot of those phone calls and the
first three, five minutes is alwa you just explaining your business and on every single
call I change something to see how it went and then | would take notes while | was
talking to them and take notes on what questions are they asking so that the next time |
would address that in mytph ard not just them getting to it. Things like thiathink
that, yeah, it requires getting someone on the other line to give you that feedback, but
also requires you to reflect and you jasingeand you need to take not€g12)
Ast h e f o uoteduggedies, edrp r e n e u r s Geelkingonwie ef & gnewledge
generation process when it comes to product development and market exploration.
From peer ent r eglvirgpaessThcdentepremduls mtarviewed also
mentioned the impetaince of learning from entreprenewio are workingn similar industries.
For example, asxplainedby two foundersthey both downloaded the apps of their competitors
to learn about the best practicé@e first explained:
You know we keep reading abather apps, you know. Kind of to try to make our app
not similar but to have some similarities with those other apps, you know? We try to see
that other apps in education and see what kinds of features that they have, how they
present informationE15)
And in a similar way, another entrepear noted:
| always read about some startup and | download éipgirBecause | want to see what
they are doing. What is, why people are downloading their app? Why they like them?
What ideas can | have of thasehnologies. That's why | do. And then | go to my
engineer team and | say like, | saw this, | like this, why don't we do something with this
and they say, like, okay, well, we're going to try(E18)
The perception of technology is personal and @tk articulated by knowledge sources, so
that the learning by using strategy helps entrepreneurs understand the value of a product from

cust opmeirmts of view. Through experiencing other

similarities, both othe foundergjuoted abovevere able to reflect upon their own businesses.
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Entrepreneurs also learn from other industries by participating in meetups and conferences.
Although the context and business approaches are often very different, entreprenduesacoul
about the causal relationships bwsdviiggen acti on
processes and use those insights to facilitate their own knowledge development. For ¢xample,
lawyerturnedentrepreneuexplained why he was actively invel in healthcare meetups even
though the knowledge is not directly transferdbléis VR startp:
They inspire me because theyinnovating their industrieswould say the difference is
with something like more sciendmsed like healthcare, there ni@more of a scientific
approachWhen you're dealing with law, you're basically dealing with convincing
people (E17)
Another entrepreneur algminted out that by exchanging information with peers from diverse
industry backgrours] they can inspire eadther to question the norms or values deeply rooted
in certain social contexts and figure out the possibilities that were usually overlétekated
the fact that he and his CEQduly are from different industries ¢he reason whsharing
problemsolving processes with peers could serve as a catalyst for them to reach a solution.
Heés in a completely different industry, b
come from different industriesle mi ght have a problem in hi:c
just such an obvious thing because the way | do th{&gg.
From startup gories.In addition to seeking indirect business insights, entrepreneurs also
rely on learning about startup stories to make sense of how peers handle stress and navigate roles
ard responsibilities as business owners. Online channels such as godeasube,andblogs
were most often mentioned. As indicateda female founder
So, what | do is every morning, | just listen to positive videos. | listen to a lot of startups’
or founder's experience on YouTube every morning, like when I'm dressing up, | just
listen how did they, how they did it. How if they were in bankruptcy, how did they raise

another company? So that makes me a lot of energy. Because I'm listening to people
who were worse than where | am, ahdy did, better than | am no¢E18)
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Those success or failure stor@sableentrepreneurt developther attitudes and beliefs in
dealing with uncertainty. They help entrepreneurs develop internal resilience tabpéeavith
knowledge ambiguity.
Specializationwithin t eam In dealing with the complexity of knowledge and the
complexity of roles and responsibilities, entrepreneurs reported that they rely on task
specialization within the founding team to facilitate thterpretation of information and the
access of knowledge. Transactive memory theory argues that employees oftereeally other
as a source of information and develop an awa
expertisqWegner, 1987)Entrepreneurs also leverage founding team specialization to
breakdown the knowledgseeking tasks. Agne entrepreneunoted:
My partner Vince consumes more of the mark
industry and keeping up with market trends and | deal more in the technology and the
product needs. And Vinaioes the meetups and the conferendeswvas an MBAh e 6 s
got the busings background more so than r8e, we sort of split those responsibilities.
| do more of the once the deal i's coming t
the relationshigout he does more of the sourcing of custcs(E19)
Fromthe founded s ¢ o mme n twhenehere ia anfousdeng team, entrepreneurs can
reduce the complexity and ambiguity of knowledge by splitting the responsibilities.
heterogeneity among knowligel components is considered a strong foundation for organizations
to generate new sources of competitive advanagenhardt & Santo2002; Kogut & Zander,
1992) This explains why founding team expertise complementarity is one of the key strengths in
securing investmerfsee Table 8 for codes, definitions and exemplary quotes)
Overall,thefindingsin this researcBuggest that whemkwledge ambiguity is

unavoidable and predictable in a nascent market, entrepreneurs leverage media channels and

social networks strategically to facilitate the access, interpretation and generation of knowledge
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Knowledge Ambiguity Coping Strate§gmple Codes, Definitions, and Exemplano@s

Topic Concept Description Exemplary Quote
Knowledge Optimize Filter out unwanted i Ten like fitered based on information that | thought. | downloaded all
ambiguity information information and increase t hese tweets and then | filterec
coping strategy relevance therelevance of just like oh, here are the 12 tweets that Vitalik thinks about or Vitalik
information received publicly stated related to his own projerelated to this exact thing, and
then help me, like connect the dots between, you know, what he waé d
Enhance Increase the qualityand Al f | want t oordneotive levelrther |alsdlutely wantaa
communication quantity of information meet i ng. I f 1 dm going to ask hi
efficiency access within a given the new presentation deck that we worked on, | want to do that in persc
time want to look him in the eye and | want to see what his rsgpis, but yeah
so text is for very quick things
Change in Use personal branding, il al s o t hi n k tattto hetvery pulics so \f you can speak
public visibility  social presence, andothrpu bl i ¢, i f you have something tF
strategies to gain should try to put yourself out t
attention from knowledge y our sake as wel |l , andngyouninto@ wher
source youbre going to meet or whobdés gc¢c
thought and read. o
Increase Increasdhe diversityand A Knowi ng what | need to know. I r
awareness of  breadth of knowledge I am not familiar with something or have never been exposed to it in me
knowledge exposure€.g. or in school or life | will not know that | need to look into it. | wilvee get

observation of trends,
broadening of social
networks, or seeking new
ideag

the information. 0o
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Knowledge Ambiguity Coping Strategy Sample Codes, Definitions, and Exemplary Quotes

Topic Concept Description Exemplary Quote

Access to Obtain information not  fiSo | was just listening t@snany podcasts, like so mahgan list them.

indirect directly related to the Just hearing other foundersd stc

knowledge problem (e.g. information also the smaller ones. It is so helpful because those women are exactly
about otheentreprenews* where | am now. So that perspective is really valuable just hearing aboi
problemsolving how the CEO of Airbnb got to whe
processes or successful
stories)

Specialiation Coordinate with co iMy partner consumes mor e oferinghe

within team founders or team the industry and keeping up with market trends so | deal more in the

members howtoslipthe t echnol ogy and product needs. 0
task of accessing
knowledge




169

Chapter 7
The Influence of Prior Experience and External Communication

The secongbartin this dissertatiomims to understangthether differentimensions of
prior experience influencearly stage entreprenetrs medi a use, knowl edge ng¢
engagement, and how these factors imfaes their knowledge access. Before discussing the
statistical results on the hypotheses, descriptive statistics of the key variables were reported. In
addition, the different communication behaviors associatddpuior startup experience were
examined.
Descriptive and Inferential Statistics

The following sections providesummaryof descripive statisticsthat capture attributes
of the entrepreneurs included in this stathyl inferential statistics that measure the
representativeness thfe sampleutilized in this dissertation

Breadth of prior experience.Descriptive statistics in Table @&monstrat¢hat
approximately 60% of the respondents reported that they had prior experience in one or two
areas. About 34% of the respondents had experiences @énthzor three areas. There were also
about 6% of the respondents with no prior experience, suggesting that they were college students
or graduate school students withprevious workingr functional e&perience From Figure 16
we can see that more than 70%ihe respondents haadustry experiencprior to founding their
current businesses. About half of the respondeateveteranentrepreneursvhohadstartup
experiencéefore either as the founder or an employee. About one fifth of the respondents had
senior management experienneorior jobs. There were more respondents in the sample with

functional experiences marketing and sale@82%) andR&D (30%)than infinance(17%).
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Table 9

Total Areas of Prior Experience among EntrepreneBimsadth ofPrior ExperiencgN=100)

Total areas of prior experience  Percentage of respondents100)

0 5.9%
1 33.7%
2 26.7%
3 17.8%
4 7.9%
5 5.9%
6

1%

71
48
30 32
23
mE B B =

Industry Startup Senior Functional Functional Functional
experience  experience management experience in experience in experience in
experience R&D marketing & finance
sales

Figure 16 The Total Number of Entrepreneurs with Each Experience @\te00)

Relatednesof prior experience.In the survey, industry relatedness asks the extent to
which they are operating in the same industry compared to previous job, and business relatedness
captures the similarity of business approach used in their current startup aredfqnier
Assumption test confirmthat industry background relatedness and business skill relatedness had
significant correlation. It is interesting that approximately 25% of the entrepreneurs reoyted
unrelatedfor both dimensions, suggesting that tigeyerally entered a new field in starting the

new businesddowever, we can see that the percentage of entrepreneurs who reported
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relatednes$58%) in industry dimension is higher than those (43%) in business dimension. This
result show that inthesampé used in this dissertatidhelack of relatecexperience is more

salient when it comes the business approach.

34
24 25 26 24
18
. ] 17
10
Very unrelated Somewhat Neutral Somewhat related Very related

unrelated )
m Business relatednesa Industry relatedness

Figure 17 Relatedness of Prior Experience in Business Approach and Industry Q&)

Media use Figure 18demonstratethe distibution of entrepreneurs who reported
monthly, weekly, and daily use across eight online media cha@wisbiningmonthly, weekly
or daily use togetheLinkedinhad the highest usafequency(77%), following byblogs
(66%), YouTubg63%),FacebookandTwitter (both56%). Onaweekly basis, the top three used
media channels wetankedIn YouTubeandTwitter. Onadaily basis, the top three most
frequently used werkinkedIn blog, andFacebookThere were more entrepreneurs using
Faceboolon aweekly kasis(25%)than daily(17%) for business purpose, but more people using
Twitter on daily basig21%)than weekly(14%) Reddit a news aggregation website, was
included since the intention was use it as a representatimeline discussion forum. @y 20%
of the respondents reported using Reddit weekly or daily, which might be because they were

using other similar discussion forums such as Quora, VentureTips, etc.
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o

o

Figure 18 The Number of Entrepreneurs at the Monthly, Weekly, and Daily Frequency of Meglia
(N=100)

Knowledge network engagement In the questionnaire, respondents wesieea to
report how frequentlyhey engage with various knowledge sources to obtain information for
their startupsAccording to Figure 19combing monthly, weekly, and dgilise other
entrepreneur$92%) was rated as the most frequently engaged knowledge source by
respondents, withustomerg91%), friends(90%), andmentors or advisoré86%)following
behind.In terms of monthly engagemeirtyestors(39%) was ranked asdtop andnentors or
advisorsassecond (31%). In regard to weekly engagement, the top three sourcésemnelse
(50%), other entrepreneur@9%), andnentors or advisor&43%). For daily engagement,
customerg33%),generally available reports or book®5%), andriends(24%) were the most
reported knowledge sourcéese frequency results indicdlbat entrepreneurs viewed other
entrepreneuras a critical source of entrepreneurial knowledgel also considered customers as

invaluableinformation prowders.
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Other entrepreneurs
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Figure 19 The Number of Entrepreneurs at the Monthly, Weekly, and Daily Frequency of Knowledge
Network Engagemer{iN=100)

Perceived knowledge AccessRespondents were asked to report how difficult or @éasy
wasfor them to access specific knagige when planning their current staragposs six areas
The data showhat the overall perceived difficulty of accessangombination oéntrepreneurial
knowledge is leaning towaraeutral. FronfFigure 20we can see that there were more
entrepreneurg/ho rated knowledge access as very easy or somewhat easy than very difficult or
somewhat difficult. Among the very few answersvefy difficult hiring and partnership
knowledge accountefdr the biggest portion (36%) followed IR&D and technology
knowledge (28%) and knowledge abanarket condition$20%).Although only one respondent
listed knowledge access ffinanceasvery difficult about one third of the entrepreneurs chose
somewhat difficultOn the contrary, only 9% of the respondents consideaezefrelated

knowledge as difficult to accesBherefore, the order of knowledge access difficulty from the
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highest to the lowest was as follows: finaramarket conditions hiring and partnership >

R&D and technology > management practicesreerrelated.

T - m B =

&0 = N

60

40

" B =

: - = H -

Finance Hiring and R&D and Market Management Career-related
partnership  technology = conditions practices

m Very easy
Somewhat easy
Neutral

® Somewhat difficult
m Very difficult

Figure20Ent r epr eneur s6 Perceived Diff@N=100)ty of Knowl e
The Influence of Prior Startup Experience

Participants were asked to report whether they have startup experience in the question
asking about their breaddi experiencelf participantshave startup experience, thegre
marked aweteranentrepreneur. If participants had startup experience, theyeremarked as
noviceentrepreneurSummary of intercorrelations, means, and standevéations forVariables
in the second research componeas listed inAppendix A1. Overall, there were slightly more
noviceentrepreneurgs6%)in the samplefor this dissertationAn independent samplddstwas
conducted to examine the mean differeatmedia use, networgngagement, knowledge access
and knowledgexplicitneshetweemoviceandveteranentreprenew In general, the results
suggesthat there was statisticallysignificant effect ostartup experiencen media usge
knowledge explicitnesandperceivecknowledge accest®r the two groups (see Table fdy

results.



Table 10

Independent Sampldest of Variance foExternal Communicatioand Knowledge Access by Startup Experigiel00)

Novice Veteran 95%CI for mean
Variabl entrepreneur entrepreneur difference ¢ gt
M SD M SD
Media use 1.36 1.25 2.04 1.80 [-1.29,-.06] 44 -2.20* 102
Network engagement  1.59 1.20 2.15 1.79 [-1.14,-.03] .37 -1.88 102
Knowledge access 3.16 .57 3.49 a7 [.60,-.08] 49 -2.58 102
Knowledge eglicitness  3.23 .63 3.48 .59 [-.49,-.01] 41 -2.04* 102

*p<.05, **p< .01, **p< .001
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Mean scores of media use were higher amatgran entrepreneur (N=44=2.04,SD=
1.80) than novice entrepreneur (N=8651.36,SD=1 . 2 5) . L eactechtreeddl t est r e
hypothesis of equal variances between the two groups (F=p<86), so an adjusted version
of the independent sampletest that relaxes this assumption was chosen. The difference in
means (difference=.680) was statistically signific&@®],945)=2.196,p=.031.

Similarly, mean scores of knowledge access were higher aned@igan entrepreneurs
(N=44, M=3.50,SD=.77) than novice entrepreneur (N=8673.12,SD=. 57 ) . Leveneds t
not statisticallysignificant so the equal variancessamed output was used. The difference in
means (difference=.339) was statistically signific§di)2)=2.584,p=.011. In addition, it was
observed that mean scores of perceived knowledge explicithess were highevataecany
entrepreneur (N=4M=3.47,SD=.59) than novice entrepreneur (N=5653.23,SD=.63). Based
on the equal variances assumed output, the difference in means (differ2hceras statistically
significant,t(102)=.204,p=.044.

However, although the mean scores of network engagemsrasmaell higher among
veteran entrepreneurs (N54v=2.15,SD=1.79) than novice entrepreneur (N=5653.16,

SD=.77), the difference was not statistically significafit)2)=1.883,p=.063. As indicated in
Table 10, the effect sizeof these four variabderangebetween .37 to .49, which were considered
as medium sizeaccording taCohen, Cohen, West, and Aiken (2013)

Taken bgether, these results suggistt compared to novice entreprersgueteran
entrepreneur tend to use online media channels more frequently for seeking knoWwlexdige.
veteranentrepreneurs reported eagperceivedaccess of startup knowledge, they also perceived
entrepreneurial knowledge as more explicit thamiceentrepreneurs. It means tivateran

entrepreneurs find information better explained in-teagel formas (e.g. reports, emails,
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messages) and they also thought thebasied information was easier to understand. This is
consistent with findings from previous literature that prior experience will increases the cognitive
ability in interpreting infomation.

The Influence of the Breadth of Prior Experience

Theconditional pocesanodel5 (seeFigure 13(a))was conducted to evaludteedirect
effect of breadth of experience on media use and network engagement, the direct effect of media
use and netw@rengagement on knowledge access, anthtieect effect oforeadth of
experience on knowledge access through media use and network engatyeaustition, it
testedwhether the indirect effect of breadth of experience on knowledge aserederated by
the level of knowledge explicitnesBhe results suggetiat the whole set of predictors
contributes testatisticallysignificant variance ie n t r e p knewleglge acsed(R?=.45,
F=7.32 p <.001). This resultindicatesthat approximately5% of the \ariance oknowledge
accessvas accounted for by the combinatiorbogadth of prior experience, media usetwork
engagement, knowledge explicitneasd theive control variables.

As shown inTable 11 the breadth of prior experienogporteda non-significantnegative
direct dfect on knowledge access (B84, p>.05). It suggestshatearly stage entreprenewrith
more diverse prior experiendé not reportasier access of startoglated knowledge. Hvas
not supportedBreadth of prior experiencghowed anonsignificant positive direct effect on
media us€B=.17, p>.05).H7 was not supported. Breadth of prior experience reported a
statisticallysignificant positive direct effect on network engagement (Bsp4401).Early
stage entrepreneundth broader areas of prior experience tend to have more frequent
interactiors with their knowledgenetworks In other wordsthe diversity of prior experience

contributedsignificantly to theideverage of a variety of knowledge sourddswas supported.
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Table 11

Moderated Mediation Model Results Testing Breadth of Prior Experience Effects on Knowledge Access
Outcomes Through Media Use and Network Engagement, Depending on Knowledge Explicitness
(N=100)

Variable B SE t p

Mediator variable model: effect mf media use

Breadth of prior experience 17 13 1.34 .18
Mediator variable model: effect on network
engagement
Breadth of prior experience 44rrx A1 3.86 .00
Dependent variable model: effects on knowledge
access
Breadth of prior experiece -.03 .05 -.82 42
Media use .09 .04 2.56 .01
Network engagement -.04 .04 -91 .36
Breadth of prior experience x Knowledge .19*** .05 3.78 .00
explicitness

Note.B = unstandardized coefficient; Cl = confidence interval.
*p<.05, *p< .01, **p< .001

It was also found that media use significantly predicted knowledge access (B=.09,
p<.05).Early stage entrepreneusho used various online media channels more frequently
reported easier access to startup knowledgevasd supported. However, knowledgetwork
engagement reportechon-significant negative effect on knowledge access+{B4,p=.36). H
was not supported.

H> predictedthat thepositive impact of having broad rangeexiperienceon knowledge
accessvill be reduced wheknowledge explidnesss low. Although the full model showthat
the interaction term wasatisticallysignificant(B=.19, p<.001) betweerntheindependent
variable and moderatgdiurther probing was not conductsihce thanain effect otthe

independent variable dhe dependent variable was ratatisticallysignificant Therefore, the
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moderating effect did not existoMasnot supportedrigure 21 shows the results of the whole

model.

Knowledge
Explicitness
Media Use
A7 .09%
19x*
Breadth of Prior Experiencs Knowledge
-03 Acces
Q4r* -04

Knowledge Network
Engagement

Figure 21.Hypothesized Model of Breadth of Prior Exjgeice and Knowledge Access with Results
*p<.05, *p< .01, **p<.001
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The Influence of the Relatedness of Prior Experience

Similarto previous analysjgonditional pocess modéb was conducted to evaluatee
direct effect ofrelatedness of experiemon media use and network engagement, the direct effect
of media use and network engagement on knowledge access, and the indirect effect of
relatedness of experienoa knowledge access through media use and netwgdgement. In
addition, it testedvhether the indirect effect aklatedness of experienoa knowledge access
depends on the level of knowledge explicitnd$e resultsuggesthat the whie set of
predictors contributetb significant varianceie nt r epr eneur s §R=*k4owl edge a
F=6.86 p<.001). This resulindicateshat approximately4% of the variance dénowledge
accessvas accounted for by the combinatiorttd focal constructand thefive control
variables.

As shown inTable 12 relatedness of prior experience repowedatisticallysignificant
negative direct effect on knowledge access {B%,p<.05). It suggestthatearly stage
entrepreneur&ith more related background tend to express lower level of knowledge access for
their startup businesselhus,Hs was suppded. Relatednessf prior experiencahowsa non
significantnegativedirect effect ormedia us€B= -.07, p>.05). Again, H; was not supported.

While the whole set of predictors including relatedness of experience and five control variables
did not contrilute to significant variance knowledgenetwork engagemeiiR®=.11, F=1.86

p=.10), relatednessf prior experience reportedséatisticallysignificant positive direct effect on
network engagement (B30, p<.05). Entreprenewgwith more relategbrior experience tend to
interactwith their knowledge networksiorefrequently This findingmeans that entrepreneurs
operating in a similar industry or usiagimilar business approach for their startup businesses

have higher frequency of external communicatiathh knowledge networksHs was supported.
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Table 12

Moderated Mediation Model Results Testing Relatedness of Prior Experience Effects on Knowledge
Access Outcomes Through Media Use and Network Engagement, Depending on Knowledge Explicitness
(N=80)

Predictor B SE t p

Mediator variable model: effect on media use

Relatedness of prior experience -.07 13 -.54 .59
Mediator variable model: effect on network
engagement
Relatedness of prioixperience .30* A2 2.41 .02
Dependent variable model: effects on knowled¢
access
Relatedness of prior experience - 71 .22 -3.2 .00
Media use 10** .04 2.68 .00
Network engagement -.08 .04 -1.88 .06
Relatedness of prior experience x 21%* .06 3.35 .00

Knowledge eplicitness

Note.B = unstandardized edficient; Cl = confidence interval.
*p< .05, **p< .01, ***p<.001

The fourth hypothesistated that thaegative impact of relatedness of experience on
knowledge access will be stronger when knowledge isaeelimentedThe full model shows
that the mteraction term was significa(B=.21, p<.05) between independent variable and
moderatorThis interation isillustrated inFigure 22 The interaction was probed by testing the
conditional effects ofelatednessf prior experiencat three levels dtnowledge explicitness
Examinatia of the interaction plot showkatrelatednessf experience was significantly related
to knowledge access when knowledge explicitness was one standard dedatiethe mean
(p<.09), but not when at the meap~97) or below the meang=.05). It means that theegative
relationship betweerelatednessf@xperience and knowledge accessi@eevident when

knowledge explicitness tsigh (B= .11, p<.05). In other words, when knowledge is well
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codified, thedisadvantage olfiaving relategbrior experiences oknowledge accedsr current

startupis increasedHswas supported.

Relatedness of Prior Experience x Knowledge Explicitness
on Knowledge Access

B=.11,p<.05

4
g 338 3.75
3
< 3
2 3.14 2.72
()]
8 2
S .
S 1 B=-12p=.05 - Low explicitness

High explicitness
0
Low High

Relatedness of Prior Experience

Figure 22 Interaction BetweeKnowledge Explicitness and Relatedness of Prior Experience on
Knowledge Access

Looking again at th&ull model, media use significantly predictexowledge access
(B=.10, p<.05).Early stage entrepreneuso use various online media channels more
frequently reported easiaccess to startup knowledges \Was supported. However, knowledge
network engagement reportadon-significant negative effect on knowledge access+{B§,

p=.06). Hs was not supportedrigure 23shows the hypothesized model with results.
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Knowledge
Explicitness

Media Use
-.12 (Low explicitness)
.11** (High explicitness)

10**

Relatedness of Prior Knowledge
Experience S 71 Access

29*

Knowledge Network
Engagement

Figure 23. Hypothesized Model of Relatedness of Prior Experience and Knowfezigss with Results
*p< .05, **p< .01, **p<.001
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Chapter 8
Mentor Engagement and Media Multiplexity

Overall, the thirgoartof the dissertatioexaminedhe communicative patterns in the
dyadic relationship between entrepreneur and menker first half focuses on understanding the
way entrepreneurs seleartd engage witmentors and this research question was mainly
answered with interview data. The second hadfnly uses surveguestionnairelata to
i nvestigat e how useimtpacts mrlatienshepuweveldpmemtevdhi mentors and
knowledge acquisition. The qualitative and quantitative data were mixed together in
understanding entsandlpchagiore ur sé6 moti vati on
Mentor Selectionand Engagement

The third research questiaimedto explore the criteria entrepreneurs use to select
mentors and the way in which they engage with menidmsinterview datecollected in this
studysuggesthat these entrepreneurs tend&dancethe accessibility and capability selecting
mentos, and they strategicalipanage the layering of relationships witlkentorsIn addition,
entrepreneurs also interpreted the concept of mentorship differently comparéu s
organizational setting. For example, they rely on paéreprenewr as a dtical source of
knowledge and social support, and they often develop a community of potential mentors to
maximize knowledge acquisition.

Balance of accessibility and @pability. Depending orthe industry mentors are usually
othersuccessful entreprenewwithin the same localityangel investors, corporate executives,
former academic advisors, or scientists who provide advice for younger entrep(€udans,
2013; Spigel, 2017aY o serve as role models or network brokers, these mentors are usually

well-established in the field with a variety of social commitmedatdrepreneurs form beliefs



185

about their own capabilities by comparing themselves to others, especially proficient role models
(e.g. mentors) who have achieved visible sucf®sgd & Vozikis, 1994) Althoughthese
reputable mentors enjoy high perceived value from entrepreneurs for their credibility and
expertise, many of the entrepreneurthmsamplein this dissertatiomentioned thaanother
critical dimension is thaccessibility and willingneds invest time in mentoring

Mentors with deep industry knowledge and connection and mentors with time and
willingness tobecomenvolved in the entrepreneurial procdsslp withthe developmental
activities in different waysIn the nascent stage of désgment when the focus was on idea
conception and market exploration, the psychosocial function of mentorgatatyisal role in
helping entrepreneurs survive the initial stage of uncertaliye investment from mentors
leads tahe offering of friendsip, confirmation, and personal feedbaak of which help
strengthere nt r epr eneur s confi dence Howevef, amnihittale r pur s
idea evolves int@anactual business model with the purpose of creating market needs and
generatingrofit, mentors with deep industry connections can make more important
contributions tadhe growth of the businesséxr example, one female MBA founder shared
how shethought abouthe generousupportshegained from a schoalareer advisoandalsothe

need to find other mentors with deep industry expertise and influence:

ltds a combination of willingness to help
ment or doesnd6t have that much of an abil it
have somebod wi t h deep connections within the i1

get me started but going forward | would want three advisors that have the strategic
connections to actually open doors to get business done. (E7)

The female founder quoted al@mengaged in casual talk multiple times per week using different
media channels tdiscuss even minor progress. She explained that the mentorship relationship

A

Al 1 s] more than the frequency i1itods tkmelyfl exib
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useful . o0 However , s hetermaoscers itisnecessanaahavet hat f or

mentors who can bring in industry connections and really help nurture the expansion of business.
Anotherfounder indicated th&me nt or 6 s a c ceeeguisite boi chpaldilitytoi s a p

really make an impacthe offering of good advice is contingent upon a thorough understanding

of the prdlemsfacing the new organizatio®btaining such tacknowledge necessitatédse

time investmenfrom mentors. The ergpreneuquoted belowvas revising his business model

and he heavily relied on external input to assist decisiaking.As shown in thdollowing

quotehe expressed the difficulty of getting good

highly relevant

fyou talk to an advisor itbdés very difficul:
deeply understand the compafp,t her eds a huge upfront i nve:
advisor to understand your company and your team well enough to abialgpful.

And so few advisors are actually willing t

people only have so much time. (E16)
To enhance the accessibility of mest@ometimes entrepreneurs intentionally formed
relationships with multiple mentewith different specializatian For exampleone founder
mentioned t hat he A Cardell prdfasserea makeatirgg gunueanGrayr s,
Media, anda design advisor at Goo@l€E19). These three mentors represacademic research
industry knovledge, or functional expertise. Therefore, the founding team could enhance the
accessibility of each mentéwcusing specifically on thewore strengths.

The tensionbetweeraccessibility and capability was also discussed by entrepreneurs
who have partipated in sponsorship programs such as incubators and accelénatdvators
are hubs that are conducive to the 6dhatchingd
services to help entrepreneurs reduce costs and nurture gBeutfek & Norrman, 2008)

Incubators focus on connectiegrly stage entreprenew#th external resources such as
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investment, mentors, or partners via programs and initiatfM@ezcua et al., 2013; Collinson &

Gregson, 2003)0bservationatlatafrom the graduate showcase of a digital media incubator

show that incubatorsften offer a pool of mentors for entrepreneurs to select from based on

functional similaity and business needdowever,according tadheintervieweesn this study

the Amentor pool o format offers | imited advan
with mentors. Mentorship gained through the connection of incubator tend hodiress

oriented without extended social interactions or relationship development. For example, one

MBA founderwho went through an accelerator progrardicated that even thoughe founding

team knewthatthisis a person made available fmnsultingon certain topicsthey will not

consider this availabilitas an indicator of relationshipxplained in the following:

We met someone who was I|i ke, through the A
to support you guys so we had a couple meetindshe was like yeah, let me know

how | can ever supportyouguyB.ut , you know, itds not |ike
every month or quarter. | t 0 satgreachtoutto,i k e |
then I will. But | would sayh at 6 s w©hoatanmeestotmiwds just | i ke sup|
| appreciatelvat you are doing. JMaketpgk @ gwlhatd wedd

and help you(E11)
As the preceding quote showsthout the presence oégular social interactionsnentorships
no longeradevelopmenbriented interpersonal relationshigutmorein the style ofproblem
based consultingPrevious discussion mentioned that the unawareness of knowledge is a widely
acknowledged barrier for seeking knowledigientors often are expted to play an
observationatole in tracking the progress and providing guidance accordimply.is
particularly important whethe problem eludes the cognitive ability of entrepreneuvehan
the problem is hard to articulate. Therefore, probleme mentorshipmight fail to transfer

knowledgetimely andeffectively.
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Relational Multiplexity. Previous researcthowsthat nultiplex relationships help
entrepreneurs improve new venture performddaek et al., 2008)ecrease sales volatility
(Tuli, 2005)and promote organizational developmgitaw, 2006)Datacollected in this study
demonstrate hat ent r e pr esaekingrssdnetimasupldd avithtbegprocesses of
developing or maintainingther relationships. O-yearold founder inthe E-commerce
industrynotedii A ot of times | f eel |l i ke when youbdre t
t hat youbr e g omomeygbuttyau askitek foit abveeerand far feedbacfE?2).
Knowledgeseeking in this case is used as a strategy to shorten the social distance between
entrepreneur and a potential invesiidris entrepreneunitiated theconversatiorby seeking
advice,andlaterby taking the advice, hmanaged tonatch the expectation of the knowledge
source, which pawkway for the establishment of other relationships. Also, the researcher
learned from the field data that one common practice in finalogfounder is to onsult the
business idea with senior colleague from previous ol then ttough knowledgeseeking
ultimately conveiihg them into cefounders.

In another case mentorship was considered as a possible outcome of the relatidimship w
investors. For exaple, another founder at the age ofr8@ t dt'slnot ofily about the money
but if there's a relationship there. Ideally, you want to have somebody invest that can give you
knowledge, topand advise you and mentor YqE5). Therefore, these findings suzgl that
developingmultiplex relationship could potentiallyconsolidate the processes of seeking
knowledge and other tangible resources such as finahaialan and social capital.

Furthermoremultiple interviewees indicated that career guidance frantosis also
highly desiredPreviousresearcts howed t hat entrepreneursod | i mit

entrepreneurship as a career might deter successful market e(®anesmann & Roach,
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2016) Datafrom this studysuggesthat the coadhg from mentos about career development
mightincreasehe overall quality of entreprengal activities. For example,28-yearold
founderwho has rura company since 20¥Xplains:
| really appreciate that becaunbusness,boiey dono
also on your level of happinedshink your personal life needs to be very well balanced
as an entrepreneur, because if you derail your personal life, it's very, very likely that your
professional life will also derail loause it's alhanging on youThere's not a corporate
umbrella that is holding you and sustaining yidere if your personal life derails,
everythingis going to derail eventuall{go, mentors know that, and | really do appreciate
that they try to asklmut your persondife as well. Are you meeting your personal goals,
are you fulfilling your expectations, are you currently hap@tiously,they help you
centerthat and focus on the things that you want out of life. (E10)
As suggested blyicPherson et al. (2001the more diverse the flow betweearly stage
entrepreneurand ment or s, t he G&tom thepreceding quotéwecamsed at i o n ¢
that theme n t @anng aotipersonal happinesmt onlymakes the relationship thickieut
also helps the founder strike a balance between work anBfife research examining the
psychological welbeing among selémployed and organizationally employed demonstrate that
althoudh selfemployed persons enjoy greater autonomy and job satisfaction than those
employed in organizations, they also report higher levels of-faorily conflict and lower
family satisfaction(Parasuraman & Simmers, 200Therefore, despite all the businesgented
guidance, entrepreneurs also appreciate the advice from sieneaploring the meaning of
work. In general, evidencghows that entrepreneurs take thmultiple layers ofvaluable
resources located in networks of relationslmps account when engaging with mentors.
PeerM entorship. Survey data demonstrated tloéiher entrepreneurg/as rated as the
most frequently engaged knowledge source by respondiéotsthan half of the inteviewees

also indicated their preferersi@ seeking advice or mentorship frggaer entrepresurs.One

interesting finding from them is that the perceived meanirmgnehtobis not strictly associated
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with thetraditional definition asnore senior profegmals who offer career suppolttis more

offenused Nl ooselyo to refer to peaithrFerexamgleh whom

one founder remarkedf he c¢cl osest | think | came to a ment

done a couple of startupd/hen | say mentor, | use the term loosélyean, | ran the idea by

himo (E2). Traditional mentorship often implies the asymmetry between mentor and mentee in

terms of work experience or social statdewever emerging industries inherently imply an

alsence of experienc&he interview data suggest that there are generally five befrefits

obtaining fimentorshipo from peer entrepreneur

activities, being motivated by the sharing of pressures and hbpgxevention of negative

perceptions from resources providers, the combining roles of knowledge seeker and contributor,

and the exposut® collective feedback
First, although manynentors in established industriesvedeepexpertise in certai

areasthey do nohave the same career paths or experiences as those entrepreneurs.

Entrepreneurs want to find those who have been in their positions to get relevant knowledge. It is

easy to find mentors in traditional industries where tenure equals expelighités extremely

hard in an emerging industry. For exampleryptocurrencyfounder who transitioned fromm

investment banker tatech entreprenesaid
They werenbdét going through this nontraditd.i
traditional, lke working on Wall street, it was easy to find somebody that was maybe a
couple years ol der than me that was where
portion of the job was new to them. So the
guidance tht they could provide méE1)

Somet i me slengtreohexpeniescé can be interpreted as a negative factor for

entrepreneurs operating in a new indudinptrepreneurs perceived that age homophily with
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peers will yield a higher likelihood of meaningfateractions so thahe advice from younger
mentors would be easier to digdsbr example, a postdoc founder explained:
If you look at most of board of advisors or mentors, they tend to be these older people
who have a lot of experience in the fidldhink there's a lot of value in a mentor from a
young ... Someone who's maybe 10 years ahead, not 50 years ahead of you. We don't
have anyone like that, and honestly, I think that's just because we're a new industry, so
there's not someone who's done twla@'ve been doing for 15 years. (E5)
The preceding quotesiggest that the preferenfoe choosingayounger mentor is determined
by the newness of the industAnother36-yearo | d ent r epr eltlenkitdegends o not e
on thesuccess of our compwg, right? Myfriend is only 32 who &s a $15 million back startup.
value his feedback ratheresdamesoomebtodgt whoba
(E8). Theactual experience of the entrepreneysiaicessas well as the achievement from
previous startup experience are morgaortant qualities of a mentor.
Secongwhile the value of the advice is not based on reputation or tenaspatific
field, the similar priorities inheearly business stage as well as the sharing of pressures and
hopes prepares entrepreneurs in dealing with knowledge ambiguity. For example, one founder
said that he always talks to several ACEO bud
and the responsibilities to exchange best practices. The CEO buddilg bad a biweekly
call and they just talked about how the business is going and what the challenges are. The shared
experiences gave them valuable knowledge in all kifdispics such as finding taleriawyers
and investorsAnother30-yearold entrgoreneur descrilwehow the shared emotional feeling
influences knowledgs e e ki n g pVheoeasdrens eentgentor'sistandpoint, they already
climbed the mountain, so they're telling you how the mountain looks. Whereas with your peers,

they're telling you bw the mountainid. t 6 s an | rofE&0).Elsd i fngo t mt aign

climbingo analogy indicates that peer founder
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building their own future with the same passions and fears. Therefore, he felt like thamrare
ways to connect with them amdsist each other.
Third, entrepreneurs also do madint to disclose too many negative emotions, such as
doubts about the product and their career path with mentors, especially if mentors are very well
connected with ingstors or they might be potential investors themselves. For example, one
founder expressed the concern that inappropriate information disclosure with reputable or
influential mentor might become evidence that theyincompetent and unpromisifignis 46
yearold founderexplairedhow he managdss interactions with his mentor
|l tds interesting becaus e clynegativaadbasitdthedondt wa

busi rEevsessré t hi ng al ways has to be okay to th
runther sk of somebody saying something to son

business isndét doing that well. So, i1tds r
that you can really confide in, because it can be a very lonely space. It Agatysbe
perfect or at | east the trend |Iine has to

flow problems, but everybody dog&2)
The preceding quotesgnal the importance of trust underlying the knowledgeking process.
As mentioned inthe sources of knowledge ambiguityef o u n d e r 6 s-seékimgppwotessd g e
is often complicated by his or her roleths solo decisiomaker andheeds to balance the
disclosure of information at early stagiteracting with peer founders offers a mseeure and
supportive social context to promote the discussion of important but sensitive problems or
feelings.

Fourth in the peer entrepreneur network, each entrepreneur plays both roles as
knowledge seeker and knowledge source. The knowledge transtespris more like two
parties learning together by sharing their questions and reflecting upon their experiences. From
this sharing andeaching action, entrepreneurs feel empowered and show increased confidence.

In contrast, a conversation wiimentorcould lead to increased insecurity and doubt, even
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though the advice itself is useféls a 30yearold female founder of a business service company
mentioned:
With other founders, it's definitely more a tway street where, even with Devon, we'll
spend 5% talking about his business, 50% talking about mine. Not that we were timing
it, but it just happens that way. But if | meet with an advisor from Founder Institute, one
of the mentors, we are usually spending 80% of the time talking about me and my
company. So that's the difference. So, the feeling after meeting witHf@ioder, you
generally feel like, oh, you took something away and also you feel more empowered
because you shared something, right? You taught them something and they taught you
something. So, you're feeling, like, yeah, this part they helped me a lot with, but |
actually knew a lot about the things | was talking to them about and is kind of a moment
of, oh well, I've progressed. So that was helpful and that was fun usually and edso, | f
confident (E12)
From the preceding description of the time spent between communication partners, we can see
that the knowledgseeking is not necessarily a emay street in the entrepreneurial context.
Both the sharing and taking of information camp the knowledgseeking process. The
experience of knowledge i s ¢ oup-effcaty and atsbnsee nt r e
of progression along the journey.
Last when seeking knowledge from peers, the format could be more flexible and
colledive, which in turn promotes knowledge interpretation and decisiaking. For example,
a founder formed a group of 4 or 5 on Trello with other tech founders and they gathered
regularly to discuss their struggles, from practicing pitching to asking recodatien for
engineers(Trello is project management software that people can use to form group projects and
keep track of the statysThis founder explained how he compares group feedback watbren

one feedback

The more people the better. Ye&ecaus | feel like the on®n-one situation with the

one guy was | i ke, AYou need to make this a
with that. So, I f somebody else is in the
you need to make this a blockchaimo mpany, 06 1 6d be | i ke, oh, I

it. (E8)
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The advantage of using this collective peer mentorship is that the feedback will carry more
weight and the consensus from the group will push the entrepreneur to think about the problem
more djectively. In contrat, in oneon-one mentorship, the feedback is more likely to be
ascribed to a difference of interpretation or preference. The size of the feedback group really
Achangeganitche dyna

Extended Advice Networks In recent years, researoh mentorship has started to shift
from focusing orthetraditional hierarchical relationship between a hsggtus and a junior
member to t he st ednydeveldpmeéntaluelationships stemmndy foom t
di fferent (Ehandiera&lKram,2G0T; @atan et al., 2011, p. 16; Noe, Greenberger,
& Wang, 2002) Parker, Arthur, and Inkson (20043ed the concepareer communitieto refer
t o t harganmizegremmbedefined social structures through which individuals draw career
supporto (p. 489). This concept was devel oped
environment witha changing labor markéCappelli, 1999and increasing reliance on the
creation and sharing of new knowled@enge, 1997)in this new environment, individuals are
taking greater responsibility for setting their own goals and managing theicaneergParker
et al., 2004)Entrepreneurs are expected to seek developmental support (e.g. mentoring, support,
and advice) from a diverse rangf social groups, such as former companies, professional
associations, industry networks, regional communities, ideological connections, project
collaborators, alumni, family, and virtual relationshi@®tton et al., 2011; Cummings &
Higgins, 2006)

Similar to the idea of levaging selforganizing communities for career support,
entrepreneurs ithis studymentioned the use of extended advice netafokseeking

entrepreneurial knowledgan extendedetwork consists of key stakeholders including
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advisors, investors, peer falers, etc. but usually exclusleustomers. With busy schedules,
entrepreneurs constantly need to balance the time invested in seeking information as well as the
quality of the information received. Sending a monthly newsletter thus becomes a common
practie among entrepreneurs to engage with investors or mentors. For example, one startup
founderwho runs a company focused onmdted:
We are really good at sending out monthly update emails or bimonthly update emails.
And that usually had specific thingsathwe tuned for our extended network. So like we
are looking for help with this, or introductions here, or so on. We usually had a pretty
good response rate. And that went to about 60 people who are not customers but are
extended friends of, we callittier i ends of | i st. And then we¢
domains from that email. And usually if we asked like we want this, this, and this at least
two of those things webdbd get responses of
someone who could helgs or send us like a book or somethifig9)
The preceding quote indicates tHatough forming extended advice networtke foundemnot
only shorteedthe timespentcoordinating with different parties, but also maxinciziee
network brokerage functioof mentorso r  t Heeds of listb Based on the survey data on
relational multiplexity (see Figure 26 innextseclion fAr ef erral to other co
was reported as the most recognized benefit entrepreould gain from mentorsh{f9 out of
80 responsesTherefore, shotterm mentorship with exteedknowledge networkcould
effectively help achieve the goal of broadening social networks withgighificant amount of
relationship maintenance investment.
In summary, datan this disertationdemonstrate that entrepreneurs tend to balance the
accessibility and capability of the mentors and focus on the development of multiplex
relationship with them. Entrepreneursodo intera

networks has twodwvantages over traditional mentorship in offeramgemotionally resomnat and

efficient knowledgeseeking experience.
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Media Multiplexity and Mentor Engagement

Surveyquestionnairgatawas employedo exploreearly stage entreprenedrs
communication paérns when engaging with mentors, focusing specifically on media
multiplexity. Descriptive statistics are first discussed below followed by inferential statistics and
regression results.

Descriptive gatistics and inferential statistics Descriptive datan Figure 24
demonstrated that meeting fatweface, email, and phone calerethethree main channels for
entrepreneurs to engage with mentors. Instant/text messaging platforms such as WhatsApp and
social media such as Twitter were similar in usagee¥ichat and collaboration tool such as
Slack were less popular between entrepreneurs and mentors.

FromFigure 250necan see that referral to other contacts or resources was listed by
approximately 86% of the respondents as the benefit from mentorkdtiprrehip. It showed
that network brokerage function was the most valued feature of m@ntrentrepreneurial
context. Over 60% of the respondents listed social support, general industry information, specific
business skills, and career advice agdiseurces they gained from their mentor. Approximately
38% of the respondents also indicated that their mentor plays an investor role for their
businesseshesedata corresponded to previous findings that entrepreneurs regard advice and

investment as intewvined functions of mentors.
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Meeting face-to-face I 73
Email I 69
Phone call I 66

Instant/text messaging S 30
Social media NG 2°
Video chat N 13
Collaboration tool M 3
Other N 15

Figure 24 The Media Entrepreneur Use to Communicate with MeiiNeB0)

Referral to other contacts or resourc éSElNNN———— 69
Social support I 59
General industry information i 56
Specific business skills—— 55
Career advice IINN—————— 18
Investment NN 30

Figure 25 The Types of Resources Entrepreneur Gained from M@xt80)

Descriptive analysis (see Table)l®monstrated that using three commutioca
channels (32%) was the most common practice legtweatrepreneur and mentor. About ludilf
the entrepreneurs indicated that they used four or more communication channels to engage with
mentors. Less than 20% of the respondents used two channels for iesmnunication.
According to Table 14we can see that more than 96% of the respondents received more than
one type of resources from mentorship relationships. About 60% of the respondents gained four

or more types of resources from their mentors.
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Table 13

Number of Communication Channels Used by Entrepreneur and M&80)

Number of media used Percentage of respondents
(n=80)

7.3%

12.2%
31.7%
20.7%
14.6%
9.8%

~N o o0~ W N P

2.4%

Table 14
Types of Resource Exchanges between Eetnepr and Mento(N=80)

Types of resources gained Percentage of respondents
(n=80)

3.7%
14.8%
22.2%
29.6%
21.0%

o o A~ W N P

8.6%
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The influence ofknowledge ®urceson engagement bhaviors All the participants
were given the same set of questiwith only the wording differences on mentor or person.
Appendix A2 shows the summary of intercorrelations, means and standard deviations for
variables.

A oneway ANOVA was conducted to examine the mean differenteelational
multiplexity, media multipexity, knowledge acquisition and tie strengtweerpeople who
have mentors, do nbave mentors antthosenot sure about whether they have mentéhe
results suggest that there was a significant effect of the recognition of knowledge source as
mentoron engagement behaviors and knowledge adopndior the three conditions.

The analysis on relational multiplexity watatisticallysignificant,F(2, 100)=3.38
p=.038 Post hoc comparisons using the Tukey HSD test indicated that participants reported
higher level of relational multiplexity when engaging with their ment¢r3.73 SD= 1.29) or
someone likely to be their mentdv£ 4.00,SD=1.63) than with those they do ramnsider as
mentor M=2.90,SD= 1.41). The analysis on media multiplexity wsoatatisticallysignificant,
F(2,100)=3.65p=.030Q Participants have higher leveilt media multiplexity when engaging
with their mentor 1=3.61, SD= 1.48) or someone likely to be their mentdl=(3.75,SD=1.71)
than with those¢hey do notonsider as mentor M=2.60,SD= 1.60). Similarly, the analysis on
knowledge acquisition was alstatisticallysignificant,F(2,100)=3.60p=.031 Participants
reported more effective knowledge acquisition when engaging with their mdttdr38,SD
=.62) or someamlikely to be their mentoM= 4.56,SD=.52) than with thostheydo not
consider asmentor M=3.96,SD= .81).

Taken together, these results suggestwihather peple havea mentor or not really did

have an effect on their engagement behavionegard tothe use of communication channels
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and diversity of resources exchanged, as well as the effectiveness of knowledge acduisition.
addition, althouglsome participants reported that thvegrenot sure whether they have mentor,
their behaviors withite knowledge sourogereconsistent with those who engage watimentor.
Since this study focuses on mentor engagen2éntases with people who do atve mentor
were excluded frorthis analysisresulting a total data of 86r the following analysis

In order to understand whether people have mentor or not is associated with their prior
startup experience, an independetast was prformed. Results shothiat entrepreneurs who
havea mentor had more startup experienbt=(50,SD=.50) than those who dmwthavea
mentor M=.30,SD=.47). However, this difference wast statisticallysignificant,
t(30.83)=1.68p=.10. Therefore, there wano confounding effect of startup experience on
entrepreneur sé medi a drenemertorsdablelbshowsehd gawaya c qu i s

ANOVA results.



Table 15

Oneway ANOVAof Media Multiplexity, Relational Multiplexity, Knowledgeduisition and Tie Strength by Knowledgri&e(N=100)

Have Donét ha Not sure
_ mentor mentor (n=20) (n=3)
Variable (n=77) df t F P
M SD M SD M SD
Relational 3.73 1.29 2.90 1.41 4.0 .78 2 .83* 3.38 .04
multiplexity
Media 3.61 1.48 2.60 1.60 3.75 171 2 1.01* 3.65 .03
multiplexity
Knowledge 4.38 .61 3.96 .81 456 .52 2 A2 3.60 .03
acquisition
Tie strength 3.91 .76 3.80 1.04 3.13 1.32 2 A1 1.67 19

*p<.05, **p<.01, *** p<.001

201
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Media multiplexity, tie Strength and knowledge &quisition. Conditional process
model 4(seeFigure 13 (b))was used to investigate thelationshig among media multiplexity,
tie strength, and kndedge acquisitionResults indicate that media multiplexity significantly
predicts tie strengtiB= .21, t=3.80,p<.001(seeFigure 26. The Rvalue suggests that media
multiplexity explained 26% of theaviance in tie strength. The positive relationship reveals that
thegreatemumber of media used by entreprersanrcommunicating with mentor, the stronger
the social relationship between them. Thus,whs supported. Media multiplexity was found
statisically positively associated with knowledge acquisition, B=.40, t=482101.Hg was
supportedHowever, tie strength did not significanplyedictknowledge acquisition, B=.21,
t=1.12,p>.05.H10 was not supported-he R? value shows thahe model exgins 32% of the
variance in knowledge acquisition. As entrepres@ses more media to engage with mes)tor
theirknowledge acquisition is more effective;zldtated that tie strength mediates the
relationship between media multiplexity and knowledge aiiijpm. Since tie strength was not a
significant prediatr of knowledge acquisition, the results do sapport the mediational

hypothesis of kb. Table 16 shows the results of the model.

Tie Strength

Media
Multiplexity

Knowledge
Acquisition

v

A0

Figure 26. Hypothesized Model of Media Multipleyitand Knowledge Acquisition with Results
*p< .05, *p< .01, *** p<.001
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Table 16

Mediation Effects of Tie Strength on the Relationship between Media Multiplexity and Knowledge
Acquisition (N=80)

Regression paths B t p

Mediation a path (media multiplexity on tie strength) 21 3.80 .00
Mediation b path (tie strength on knowledge acquisition) .21 4.24 27
Total dfect, ¢ path (media multiplexity on knowledge ABxEx .08 .00

acquisition, no mediator)

Note B = unstandardized coefficient; Cl = confidennterval.
**p<.05,* p<.01,*** p<.001
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Media multiplexity and relational multiplexity . A sequentialinear regression was
performed taexaminehow relational multiplexitywas predicted based omedia multiplexity
while controlling for initial diffeences irgender, age, education, organizational size and total
capital raisedH:zstated that the more communication channels entrepsensarto engage
with mentos, the more types of resources they will gain from the mentorshgiher words, an
increase in medimultiplexity is predicted tdoe positively associated with the development of
relational multiplexity between entrepreneur and mefitalde 17 shows the unstandardized
regression coefficients (B) and intercept, the standardized regressifficients (b)R? and
adjustedR? after entry of dlthe independent variables in twteps.

Table 17

Sequential Multiple Regression Analyses Predicting Relational Multiplexity (N=80)

Variable Model 1 Model 2
Org size -.16 -14
Total capital raised 14 .10
Education -11 -14
Age -.03 -12
Gender -.49 -.09
Media multiplexity 4Orr*
PR - 24
R .07 31

Note.unstandardized beta coefficients are reported
*p<.05, **p< .01, ***p< .001

Model 2 R?=.31, F (6, 73=5.33,p< .001) showsa statisticallysignificant increase iR?
compared to Model,Isuggesting that Model 2 hadetteroverall fit than Model 1. Th&?

change for Model 2 wa23. There was a positive amsthatisticallysignificant relationship
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betweermedia multiplexity and relational multiplexi{= .45, p<.001) (see Figure 2
indicating that the moreumber of medighannels entrepreneurse to communicate with
mentos, the more diverse the resources they gain from the relatiofighigowasconsistent with
the assumption thamedial multiplexity promotes the development of multiplex relationships

Therefore, Hk wassupported.

A5Fx*
Media Relational

Multiplexity Multiplexity

v

Figure 27 Hypothesized Model of Media Multiplexity with Resu(tg* p< .001)

Predictors of media nultiplexity . Sequential linear regression was then performed to
see how welmedia multiplexity could be predicted based on variablelemographic
similarity, proximity, trust, perceived value, and social embeddedimesdel 2 (?=.34, F (5,

69) =2.69p< .01) showsa statisticallysignificant increase iR? compared to Model 1,
suggestinghat Model 2 had a better overall fit than Mbd. TheR? change for Model 2
was .22.

Hisargued thathereis a negativeand significant relationship between afissimilarity
and media mulflexity. The result showthat B=-.92, p<.05, indicating thathe less difference
between entrepreneur antentor in age, theore likelytheyemploy multiple commuation
channels for interactiofsee Figire 29. Thus,His was supported\ext, His stated that gender
dissimilarity negativelypredicts media multiplexity. This hypothesis was not supported as B=
-.81,p>.05, suggesting no significant relationship between these two varigblesving this,

Hisargued that ethnicitglissimilarity also negativelgredicts media multiplexity. Results
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showed thaB=-.71,p<.05, revealing that entrepreneur fe&ermedia channels to

communicate with mentor of different ethnicifyhus,Hiswas supported.

Age Dissimilarity _Gender Ethnicity
Dissimilarity Dissimilarity

- 71x*

-.92**

Proximity
Trust Media
Multiplexity
Perceived Value

Social
Embeddedness

Figure 28.Hypothesized Model of Predictors of Media Multiplexity with Results
*p< .05,** p<.01,*** p< .001

Subsequenyl Hi7 stated that entrepreneurs will use more media to communicate with
mentors who are geographically closer to them. This hypothesis was not supported, B=.32,
p>.05. According to kk, entrepreneurs will use more media channels to communicate when they
have higher level of trust with the ment@he resul{B=.83,p<.01) supposthis hypothesis.
Hiopredicted that perceived value is associated with media multiplexity. The resul@4(B=
p<.01) showthat this hypothesis was not supported. Contrary t@mdictian, entrepreneurs
tend to use fewanedia channels to engage with mentor when the pertealae is high. Ho
argued that when entrepreneur and mentor have more layers of social relationships, they will use
more media channel$he resuldoesnot support this hypothesis, BA7,p>.05. This result

indicateshatthe layers of social circles, including affiliations and mutual connectizsssnot a
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significant predictor of media us€able 18 shows the model summary and Append&shows
the carelations among variables.

Table 18
Sequential Multiple Regression Analyses Predidtiteglia Multiplexity (N=80

Variable Model 1 Model 2
Org size .00 -.05
Total capital raised A1 .06
Education 24 .18
Age -.46* -.08**
Gender -.1.02* -81
Age disgmilarity -.92*
Gender dissimilarity .04
Ethnicity dissimilarity - 71
Proximity .32
Trust .83**
Perceived value -.94**
Social embeddedness -17
PR - 22
R A2 34

*p< .05, p<.01, ***p< 001
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Chapter 9
Moving Forward: Summary and Implications

Communication occupies a central role in the entrepreneurial pr@mssnunication is
a criticalresourcean thatit allows entrepreneurs to act creatively and efficiently in the
marketplace through new venture actii§irzner, 2015) More importantly, communicen is
one keyway in which an entrepreneur obtains knowlefige his or her networkn order to
better understand the proces®nfrepreneuriatommunication, thiglissertatiorhas builton
interdisciplinary scholarship and firend data from entregmeurs to examine the way
knowledgeseeking is accomplished in emerging organizations. The reqaa&sdmted in this
dissertation focuses aheNYC metropolitanarea as the social conteatd in doingso,
highlights the developmenf a booming ecosysitnof entrepreneurshiwith strong growthin
technologyorientedsectors The purpose of this dissertatiasto identify the knowledge
seeking processes that explaather than merely descrifdeow early stage entrepreneurs
mobilize resources to ovente the liability of newnessvhich has long been argued as a
significant trajectory of entrepreneurship resedtadw & MacMillan, 1988)

First, lexaminedhe factors leading to knowledge ambiguitythe entrepreneurial
context as well as how entrepreneurs manage their communication behaviors to either mitigate
the negative effect of knowledge ambiguityt@teverageknowledge ambiguityo gainaccesgo
resourcesSecond, bnalyzed the prior exgsience and communication behaviors of
entrepreneurs in order t o-seekindlm®hasidrssare@nalliedar peop
constrained by the cognitive capacity develogregdughprior experienceThird, | examined
mentorship as aspecific knowledeseeking relationship between entrepreneurs and mentors

orderto shed light on the outcomes and antecedents of medi@heséollowing section
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summarizeshe key findings from eackectionof this dissertatiojfocusing orthe theoretical
and practial implicationsas well asavenues for further research.
Knowl edge Ambiguity andrategres r epreneur 6s Coping

The level of uncertaintthatentrepreneurare requiredo deal with idar greater than
that of managers traditional, hierarchical anelstablished organizations. Entrepreneurs have to
make judgements and decisions with limited histodeahand scarce information regarding
how themarketwill respom to new product¢Busenitz & Barney, 1997)n entrepreneurial
context knowledge is not judged by absolute quélityis more about relevance and
appropriateness of the knowledge in facilitating sieci makingFirst, sources of knowledge
ambiguitywere introducedby drawing upon 20 intervieswith early stage entrepreneurs
regarding th&knowledgethat isimportant tothe activities that lead to organizational growth
Additionally, results from the penended survey questisare summarized at the end of this
sectionto provide additional characterization of the sources of knowledge ambiguity

Sources of knowledge ambiguityPrior researcsuggestshat the tacitness of
information(Van Wijk et al., 2008)the contextual specificity of knowledg&hompson &
Walsham, 2004}he tie strength between the knowledge seeker and knowledge @aouardi
& Meyer, 2015) and the competence of knowledge se¢kehen & Levinthal, 2000are the
main reasons leading to knowledge ambiguitgdingsin this dissertatioisuggesthat the
complexity of knowledge, complexity of roles and responsibilities, environmental factors, and
emphass on the legitimacy of knowledge seeker are four main sources of knowledge ambiguity
in theearly entrepreneurial contexXlthoughsome of the findings ammpatible with the

dimensions indicatenh prior researchthere are several areas in whilk findings from this
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studydiffer from traditional intraorganizational settings or interganizational settings between
established businesses.

Thefindings abouthe complexity of knowledgare generallyn line with concepts of
ambiguity and causal ambiiy originatingfrom a nascent market with limited available norms
and practice¢Law, 2014) On one handhe newness ad market increases the tacitness of
information when entrepreneuatemptto communicateheirideas andvhen theytry to seek
feedback from thetakeholders or core marke®Dn the other handhe fact that many emerging
industries are of hybrid naturémixing two or more fieldsleads tomore interdependencies
betweerthe processesf conceptualizatin and operatigrthuscausing @igherdegree otausal
ambiguity. Since eadndustryhas its own set of rules and resources, the combination of
knowledge becomes abstract and sti@d this combinatiorequires engagement from
multiple parties for negfiationand cecreationof knowledge

Entrepreneu@roles and responsibilitigend to interferavith the knowledgeseeking
processFindings from prior researabn power and statueless relevant foemerging
organizationgsentrepreneurare usubly operating alone imnorganization or with &ery small
teamof individuals Howevert h e e nt rcatipat relenas decisios makevas identifiedas
a significant factor influencing the way they manage their knowlseég&ing behaviors and
theirperceptions of the knowledge reeed.F or exampl e, entrepreneur sbob
role in guiding all the developmental activities, but the stearh priorities of operating an
organizatioroften are more practical and pressihgis balancef prioritiesleads to a strategic
choice of the knowledge needed provided entre
entrepreneurs musbnstantly evaluate the impact of their information disclosure on the

perceptiorthat others have from tlexternalenvironment. The intentional withholding of
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information to prevent negative interpretatmi e nt r epreneur sé motivati o
reduceghe opportunity of receiving knowledge as well as the quality of the information
received The integration oknowledgeseekingoehaviorsand decisiormakingin this theme
suggest the need to further explore how entrepreneurs adapt to external environment through
managing the flow of information.

Theenvironmental factors identified the firstsectionhighlight the differences between
knowledgeandsocial systems in exerting influence on the access and interpretation of
knowl edge. Entrepreneursé external net wor ks i
government institutions, partners, and the (ik¥ | i R e n k 0. When intaractingwith 0 0 1)
this network ofstakeholders, g¢repreneurs experience differammnduct and expectations
Moreover,a u d i estereayped ofertain fieldsusuallyprohibit efective twoway
communication abowmerging knowledgdJnderstandinghei ndi vi du al-seekihdk nowl e d
behaviors requires kmdedge about how stakeholders in the ecosystem collaboratively construct
the contextual entrepreneurial knowledge.

Lastly, without organizational structures to facilitate knowledge transfer, knowledge
sourcege.g. investors, mentorsjten have limited nderstanding abo@ntrepreneuds
background, expertise and motivations. Therefore, to maximize the efforts spershaging
knowledge these knowledge sources heavily rely on third parties to quickly construct an image
of the knowledge seekers. Thegalf intermediarigssuch as mutual contaadndsocial
affiliations, is indispensable to effectively build connections between entrepreneurs and
stakeholderdn the absence of these intermediaries, entrepreneurs encountered tremendous
difficultiesinatt act i ng knowl ed dJlus, thelegitimaeysabekreowlédgen t i o n .

seekelintervenesn the knowledge transfer process frdme very beginning.
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Knowledge ambiguity coping strategiesThe exploration of how entrepreneurs respond
to knowledge ambigty, presented in this dissertati@xtend understanding of the cognitive
processes of entrepreneurs such as the way they think and make decisions. Through analyzing
the way entrepreneurs utilize media channels and engage with knowledge sbisrped,sheds
light on the communicative power eérly stage entrepreneucsovercome the barriers of
accessing knowledgé&his sectiorfocuses on the agentic behaviors of entrepreneurpingo
with knowledge ambiguityin general, six strategies emergedirthe interview data:
optimization ofinformation relevance, enhament ofcommunication efficiency, changm
public visibility, increassawareness of knowledge, access to indirect knowledge, and
specialiationwithin teans. Some of these themeanbe explained by theories such as social
presence theory and affordance thewurtyile others pointo newdirections for theorization.

Optimization of information relevance Social media wasised as an effective tool for
entreprenewto understand knowleegsource andthe knowledge itself, as well as to access
conversational materials to prepéoethe actual knowledge transfén. addition,entrepreneurs
also leverage the strength of social media in providing contextual knowledge to facilitate
decision naking.Furthermorecommunitybased usef mediawas a common practi@nong
foundersto enhance the relevance of informatiSocial influence theory predicts that
organi zational settings and work grougof stron
task demand@-ulk & Boyd, 1991) The content of the knowledge and the meanings people
attach to knowledge are products of social influence processes, which are always communicative
(Kuhn, 2014) In generalthrough developing ambient awareness and understanding the potential
impact of information, entrepreneurs were able to concentrateekingthe informaion

essential for their new ventures.
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Enhancecommunication efficiencyAccording to social presence theory,
communication is effective as long as the communicators select the medium that has the
appropriate social presence required for interpersonagengant Datain this dissertatioshow
that faceto-face communication is the most important channel for complex knowledge transfer
since it offers the flexibility in proposing alternatives and meaningreation, particularly when
multiple stakeholderare involved Theflexibility of faceto-face communicatioalso manifests
from ent r e-perceive@time clstraing whih tertd contribute to more
opportunitiesor knowledge transfer. Visual communication is another way to assist in managing
knowledge ambiguity because visual cues are especially valuable when the feedback is vague.
Last but not leasemail communication prepares both parties for more meaningfdrson and
visual conversation by building the agenda with extensive informapoates. Overaltjiven
the same level of knowledge ambiguity, increasgamount of knowledge helps entrepreneurs
make better decisions.

Change in public visibility In an emerging industry, the identificationkafy knowledge
sources was reported bthe respondents agmajorbarrier in the knowledgeeeking process.
Thusentrepreneurs utilized the power of the visibility and transparency of social media to
reverse the knowledge searching procébs.transparency of social media reduces the efforts
required for knowledgsharing(Bregman & Haythornwaite, 200andthe visibility of social
media affords people the opportunity to turn tacit knowledtgeexplicit knowledgen orderto
demonstrateompetencyHuh et al., 2007)Through personal branding online, entrepreneurs are
first using the knowledge theyateto attract the attention dey knowledge source When
knowledge sources emer@®m the audiences, entrepreneurs can then obtain the knowledge

they needSimilarly, participating in offlineconferences, meetups, or startup competitieads
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to ahigher chance of serendipitous encounters, tdomgributingadditionalopportunitiefor
knowledge transfer.

Increase awareness of knowledderior research indicatésatwhentheknowledge
seekethaslimited cognition of the knowledge needédowledge amiguity is likely to result
(Cohen & Levinthal, 2000Knowledge complexity poses higher demands for knowledge
seekers tadentify the language and semantics to express his or her (&mdanski, 1996)s
well as to ask good quest®(Leonardi & Bailey, 2008)One approachsed by respondenis
this studyto mitigate the negative impact aflited experiace in the field watoenlarge thi
searchor knowledgeby attending offline meetups, using social media, and other online
information channels. Through enhancing the ability to interpret and integrate information,
ertrepreneurs were able to reduce comgnt ambiguity.

Access to indirect knowledg@&he newness ad market implies that there afewer
opportunities for entrepreneurs to imitate successful practices and directly assimilate
transferrable skills. Therefore, respondentthis studypointed ait the significance of accessing
indirect knowledge from personal reflectimgere nt r e p r e n esolvirg Procpss,orb | e m
startup fAcelebritieso to cope with the uncert
direct knowledge transfer occurridthis process, entrepreneurs were able to complete the
knowledges e e ki ng process based on their own percer;g
awareness or involvement.

Specializationwithin team Consistent with transactive memory theashich isapplied
widely in intra-organizational settirgy all of theentrepreneurs this study who had founding
team described the specialization of knowledgeking tasks with team membedhaservational

data showed that investdend to prefer investing in a founditgamovera solo founder mainly
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for three reasons: a team will have complementary skills, a team is more likely to achieve
foundermar ket fit, and the business idea will be
background. Thereforby breaking down &ks, founders and dounders enjoy advantages
coping with specific knowledge area thus reduce the overall perception of ambiguity.

Overall the qualitative findings about how entrepreneurs cope with knowledge ambiguity
generally correspond to the five egories of chadinges in obtaining the desired knowledge
from the questionnairdata.Theresults from th@penended survey question demonstrates that
lack of access was considetéée biggest challenge, followirgy the difficulty in distilling
information, assessing information reliabiligtaying aware of the existence of knowledge, and
the lack of time for searching informatioFhe insufficientmetaknowledge about what is the
knowledge needed, how to obtain it, and how to ensure its relevance #ihdapeahe key

concerns

Prior Experience, Communication Behavior and Knowledge Acess

Based orsurvey responsdsom early stage entrepreneunsthe NYC metropolitanarea
this researchinpacks theoles ofprior experience on knowledgeeking with a focus on the
dimensions of prior experience Ent r epr eneur s approach the star
experience, 6 consisting of the background or
(Reuber& Fischer, 1999)The unique range of accumulated skills and abilities from prior
experience shapes the | ev(eldrveyo&fEvans 10959neéhelpse ne ur i
developa o6i nf ormati on f unnel 6 ddtténtioois fjtbredBettis& h t he
Prahalad, 1995 hefindings showthat prior experience should not be considered as an

overarching concepmixing differentaspects of experience.



216

The influence of startup experienceSimilar percentageof people withand without
startup experienc&ereincluded inthis sample, with48% of the respondents representing
novice entrepreneurs ab@% representingeteranentrepreneursihe quantitative analysis of
the influence of prior startup experiarsence on
showsthatfor veteranentrepreneurs who sets up a series of businesses, either in parallel or
sequentiallythey are more likely to use a diverse range of onliadianchannels such as
Twitter, dog, etc. to access entrepreneurial knowledge. These experienced entrepreneurs not
only reported easier access to knowledge but also disclosed higheeégewelxplicithnesS he
difference in knowledge experienicglicates that prior startup experience provides people better
awareness of the storage of information and equips them with higher cognitive ability to interpret
the information.

Divergent influence of the breadth and relatedness of prior experienc&nowledge
seeking behavigas well as the perceived accés&nowledge can be bounded n
entrepreneur s knowl edge lisforhbrability td nmakegudgmend s s i n
about the gpropriate amount of information need@loo, Folta, & Cooper, 1992The findings
in this dissertatioindicate that relatedness of prior experience ex@gignificant and neget
influence on ent r e pwhierbreadth of éxpdriencewdes robtgignificantly e s s
predict perceived knowledge access

Breadth of prior experience captures the r
across different industriestganizations or functional areéStam, 201Q)Approximately 40%
of the respondentis this study either had no work experience or haohgle area of experience

prior to their curent startupHowever, the findings show that entrepreneurs with narrower career
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paths inasingle knowledge domain or with no working experience were no less likely to access
critical entrepreneurial knowledge than thosthwmultiple areas of experience

Relatedness adxperience apt ur e s ekmdwledge af mankedevelgéd from
prior work experience. While such relatednesexperiencepens up opportunities for resource
access and context awarenglsfindings suggest that closely relatexperience may not
necessarilyead to better perceivédhowledge access. The fact that entrepreneurs with less
relevant experience tend to report easier adodgsowledge implies the constraining influence
of prior experiencerirstly, the agentic vievof the entrepreneur stresses that although previous
industry exposure determines entrepreneur so i
warrant the assumption that entrepreneurs can effectively leverage these connections for
accessing new knoetige.

Secondly, the behavioral perspective poousthat entrepreneurs operating in a similar
industry tend to follow more complicated decision models to conduct knowledgeesemitbh
higher aspiration level&Gaglio, 1997)Although people vth higherlevels of expectatioof
knowledgetend to exhibit more active searching behavi@sugh et al., 2018t should not be
takenfor granted that such expectations will necessarily lead to better knowledge access. As
shown in the results die first part of the dissertatipknowledgeseeking is often coupled with
decisionmaking processe&nowledge access sometimes is ndgjed by the absolute quality
of the information, buthe outcomes it leads to.

Thirdly, e n trapatedrdifficukty wirkrso@ledgeeatcéss might be correlated
with their cognitive constraints in generating, identifyjagd retrievindknowledge Highly
relevant industry or functional experience might lead to liabilities such asonédence,

subject to blind spots, and illusion of control which may restrict their knowledge search behavior
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(Ucbasaran et al., 200Xpne interviewee described howénwealuatechis potentlcof ounder s 6
prior experienceil \@'ve been meeting a lot of people who've never workétien
pharmaceutical industryjefore. And | kind of like thatyecause the longer you've worked in an
industry, the more set in your ways you beeomo S i founded & hd caoffpraaradical
technologytrying to change the way drug discovery is doneydleesp e o pl eds capacity
in a new environment rather than directly apply previous knowledge into new c@wexall,
the negative impact of experience relatedness on knowledgesaaligns with the initial
hypothesis

The role of knowledge explidness.When knowledge isacit, the components of
knowledge are usually abstract and compseichthat theyescapgp e opl ebds recogni ti
the desired knowledge ambiguous to both knowledge seekers and knowledge (kauwces
2014) The findingsfrom this dissertatioshow thaknowledge explicitness exacerbstiee
perceivedaccesgo knowledge for entrepreneurs with prior experietiz is closely related to
their prior jobs Entrepreneurs were actually more likéb report a high level of difficulty in
accessing knowledge whentrepreneurtheyfelt thata variety of written information about
entrepreneurship was provided in a thagzh and easto-understand wayn other wordsywhen
knowledge is wetcodified,the disadvantage of having related prior experienmestes
increased challenges with regard&nmowledge acces§or one when knowledge is widely
accessible, people with extensive industry background or highly transferrablenslillsemore
critical about the knowledge receivedternatively, the perceived difficulty of knowledg
access might originate fromnt r epr eneur s overreliance on pri

become entreprenaafter a long history operating in similar con®xheir familarity with a
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knowledgedomainmight prevent them fronmaking inferenes based otheupdatedand new
knowledge.

Prior experience and knowledge network engagementhe measure of knowledge
networls in this dissertatiomcludes key stakeholders who providéormation or resources
directly or indirectly to entrepreneussch agriends, mentors, investoedresearch
institutions.While previous research clairtfsat the length of experience determines the way an
entrepreneuis able to leveraghis or hersocial networkgJanicik & Larrick, 2005)it is further
shownhere that both the diversity of experience tretelatedness of experieeinfluencethe
frequency of knowledge network engagemé&mitrepreneurs with broader prior experience
accumulate a widerray of skills and relationships, which enable them to initiate new network
ties with higher level of confidence and social competecomparetb those witha single
careeror knowledge domainoncentrationEntrepreneurs are more confident when they engage
with their networks and incorporate-tgpdate and accurate information into their decision
making processg$-orbes, 2005)Although knowledge network engagement was not fdarizke
associated with easier knowledaeress, findings this dissertatiomighlight the
disadvantageous position of novice entrepreneurslicittng information from stakeholders,
especially for those student founders with no industry experience at all, or entrepreneurs starting
a new organization in an unfamiliar context.

User-generated media for knowledge ecessThe examination of media @focuses on
the frequency of online media use, especidfuse of usegenerated media in obtaining
entrepreneurial knowledgA. list of social networking sites, public forums, and personal
websitesvasincludedin the surveyAbundant informationand n owl edge fembedded

Web in the form of dat a, met adat a, user parti
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(WunschVincent & Vickery, 2006bp. 8)comprisetheuser r e at ed cont ent . Entr
media use was found to significantly pregierceivecknowledge accesgarly stage
entrepreneurg/ho frequentlyused a combination of online media channels repoesite
access to entrepreneurial knowledge. Indeed;gmeerated medialatforms allow
entrepreneurs to produce original content, participate in community discussion, or simply
consume informatiariTheyd r ast i cal |l y i ncr e atelnowedge resegaee ne ur s
and their ability to interpréénowledgeby learning how to make sense of things from their peers.
Taken together, the findings shed lighttba interpretation of prior experience as weltraes
significance of prior experience ininfluenam g entr epr eneur s éandthemmuni c a
knowledgeseeking experiences.
Mentor Engagementand Media Multiplexity

The last sectiontilized a combination of 20 interviesand 80 survey data to explore
how entrepreneurs approach the concept oftonghip and how they communicatively develop
the relationship with mentors. This section sthytsliscussing th&rends ofmentor selection and
engagementhen moves tthe patterns of entrepreurmentor dyadic relationship, and finally
discusseshe consequences andtacedents of media multiplexity.

While prior literature haprovided tremendous insights orentor functions in
organizationsfindingsin this dissertatiosuggesthat the balance of accessibility and capahility
as well as the potentitd develop relational multiplexity are two maiansiderationswith
limited time and resources, knowledggeking is not a simple taskth the direct information
transfer from mentor to entreprenekinowledge seeking a contingent process depending
upon many factors, such as tmee n t tome éommitment, flexibility otherelationship, and the

potential to gain other resourga®ceding ofollowing the exchange of knowledge.
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The significance of peer mentorst@merged from both interview and surasta
Interactionsbetween entrepreneytiacluding those interactions themicourage thdiscussion
investigation andevaluationof entrepreneurial ideaare critical for product innovatigiBiais &
Perotti, 2008)Findingsin this dissertatiomevealthat seeking knowledge from peers usually
also involves a similar amount of knowledge contribution from #m®wledgeseekerand thus it
is this exchange process that offergepreneurs sekéfficacy and confidence. In addition, the
sharing of pressusand hopsamong entrepreneuis absent when entrepreneurs interact with
mentors without startup experienc@s impliedin this researchpeerentrepreneursften have
betterunderstanding of the roles and responsibilities specifically in the entrepreneurial settings.
Overall peer mentorshipnablesarly stage entrepreneucspursue knowledgseeking in a
more secure and supportive social environmieme. structurally equiveht positions among
entrepreneuraugment their knowledgeeeking from each other.

According to survey dateollected in this studyfaceto-face meetind91%), email
(87%), and phone call (83%)ere listed as the predominant ways of communication between
entrepreneurs and mentpnsore than double the number of using instant/text messaging and
social mediaLessthan 1% of the entrepreneunsthis studyuse collaboration tool such as Slack
in engaging with mentor&ntrepreneurs who used th@efour media channels for engagement
account forthelargestpercentage52%). Approximately 266 of the respondents uséalr or
more channels. Only 7% tierespondentsely on single channel for communicatidtetwork
brokerage (87%) was considered the most commsource offered kymentor followed by
social support (74%), and industry knowledge (70%). In regatttetoonceptelational
multiplexity, the exchange of four or more types of resources accounts for approximately 70% of

the total sample. Less thdfo of the entrepreneussught only &inglecategory ocontent from
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their mentorslt is apparenbased on these resultatthe entrepreneurs who were interviewed
in this sampldgends towardsnedia multiplexityand relational multiplexity.

Different engagement behaviorslepending onknowledge sourcesOnecentral
observation from the survey data was tlihéen respondents recall their engagement with either
a mentor (oa potentiaimentor) or a knowledge source, their reported engagement behaviors
weredifferent. Themedia use focommunication witla mentor(or potential mentonvas
significantly more intense thanedia usevith a knowledge souroghere amentorship
relationshipdid not exist For those who were not sure about the conceptradntor their
uncertaintyabout the role of their knowledge source could be explained by their informal nature
of the relationship. Interview data also showed that when the role of the knowledge source was
different fromthetraditional image o mentor,entrepr@eursmight be unsuraboutthe nature
of the relationship. For example, one interviewee suggested that &mkatyice from peers
might create a situation that lissslikely to be perceived as mentorship than consulting with
senior manager®verall, he benefit of having a mentand maintaining a mentorship
relationshipis salient: entrepreneurs not only receive more resoumastheir mentors, but also
havemore effective knowledge acquisitias a result of the mentanentee relationship

Conseqlences of media multiplexity.In line with previous findingst was found that
media multiplexity issignificantly andpositively associated with tie strength.addition,the
findings showthatmedia multiplexityis alsosignificantly andpositively relaed to knowledge
acquisition.The more diverse types of media channels addptecommunicatiorbetweerthe
entrepreneur and mentor, the begterceivedknowledge acquisitioas a result of the
relationship While previous studies have generally emphesihe role of media multiplexity in

relationship developmernts impact on knowledge acquisitiaavancesheunderstanding about
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its role in affecting businegelated outcongesuch as knowledgseeking effectiveness.
However, contrary to original hydmsis, tie strengttioes not significanyl predict knowledge
acquisition As several interviewees indicatéthtclose networks sometimes are not considered
a better choice for accessing entrepreneurial knowledge. In other wardsibjective feedback
obtained fromclose social relationships might not leaceftective resource acquisition.

Another outcome afmultiplex media usbetween entrepreneurs and mentors was
relational multiplexity Relational multiplexity refers tthe resourcegiven by mentorwhich
include career advice, social support, business skills, industry norms, network ties and
investmentHaving a greater number of multiplex relationships signalscidudy stage
entrepreneurare in a better position to leverage trust in the recentrand organization of
resourcegNewbert & Tornikoski, 2012)The findings from this research demonstrate that a
combination of media types codkhd to access to more diverse resourddmugh it was noted
in prior studiesthap e opl ebés t ot al channel use remains co
each other for resourcédewell, 2007)

Antecedents of meda multiplexity. A set of demographic factors, social fact@sd
geographic fact@were tested for their prediction power on media multipleXibe findings
indicatethat entrepreneurs tend to use more media channels to engage witrsmbatothe
agedifference is smalleandwhen they have the sarathnic background.Hese results
correspond withhe trend that emerged in the interview dafeestablishing peer mentorship
relationshipsamong earlystage entrepreneurs and using commdinétyed platfans for
knowledgeseeking. Gender was not fouttdbesignificantly related to media multiplexityhe
lack of significance fogendercould bepotentiallye x p | ai ned b ymoteationrtoe pr eneur

intentionally enlarge social circlelsy engaging with diffeent gender mentors. Another
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possibility is that more communication channels are needed between dyads of different gender
due to less effective communicatioocurringon asingle platform.

Benevolencéased ustbetween entrepreneur and mem@s foundo bepositively
associated with media multiplexity. Indeéthhapiet and Ghoshal (1998)ted that there exists
a f-way mteraction between truahd cooperation: trust lubricates cooperation, and
cooperation it s e Withhigherdegels ®f trast, entsepréeneagsybe rdobes ) .
comfortable establishingdditional channels or switching channfeisknowledgeseeking As
one founder mdioned inaninterview, itis not the frequency of communication but both
partiesd perception of a flexible relationshi

Compared to benevolentased trust, competenbased trustwhich was
conceptualizeasthe perceived value of mentawas foundo benegatively associated with
media multiplexity.This findingmeans that if an entrepreneur peresia mentor as highly
valuable he or she will employ fewer communication channels in approaching the nignsor.
resultruns counter tathe conventional viewn theintra-organizational contexthathigher
perceivedvalue of certain membersakes individuals the target aflviceseeking(Gibbons,
2004) However, using fewer media channels cannaiutematicallyinterpreted as
e nt r e p tackingenotivagian to seek knowledge peglecting the value of mentor in
offering knowledgeE n t r e p rergagement with wettonneted mentastendsto be
strategiowith concernsboutrevealingnegativeinformation to themwWhen people connect on
soci al media, they | earn about each otherdés i
people from diverse contexts in their lives, udihg family members and frienddnlike face
to-face or phone communication, online media offers entrepreneurs less conteslaging

thdr tone and presentation to maintain a consistent and positive.ifftagyefore entrepreneurs
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might consolidatéheuse of media channels with mentéws managingmpressionsAlthough
thehypothesis was not supported, the findipgstto an interesting topic for further
investigation.

Theoretical Implications

The introduction to this dissertatisammarized thremain gaps in the literatuen
entrepreneurial knowledgend communicatiarFirst,the challenges of knowledgeeking
among entrepreneurs duriegrly-stageentrepreneurial developmemavenot been fully
explainedn prior researcliClough et al., 2018 Knowledge is considerdo bea crucial
resource foearly stage entreprenewrdo have priorities in assembling teams, pivoting pobsl
and finding initial customer$econd, there is a needexplorehow knowledgeseeking
experience iIis differentiated by entrepreneurs
been emphasized for its significance in opportunity identificatimhséartup performance
(Shane, 200Q}hereis insufficient understanding prior literature with regards to thefluences
of prior experiencen the process of knowledgeeeking.Third, there is growingriterest in
applying communication theories to studying entrepreneurial behavior in a resonsteint
environmen{Shumate, Atouba, Cooper, & Pilny, 2014venblad, Berggren, & Winborg,

2013. This dissertation respoedto these three areas taking a commurmiative perspective in
examning three aspects of entrepreneurial knowledge trandfierfindingsoffer a number of
implications for communication and entrepreneurship studies.

The identification of the factors influencing media use and the outcomes of media use
among entreprenesiduring foundational stages is a primary contribution of this work. Although
communicationtakenas a general reference to the occurrence of information excheasye
been included in many prior studiesiater-organizationaknowledge flomHuggins &

Johnston, 2010pn exploration of where such exchanges are happening, what contributes or
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impedessuchexchanges, and how entrepreneurs evaluate this exchange process offers insights
for further theorizatiof knowledge transfefOne central concept examined in thissdigation
is media multiplexityMedia multiplexitytheory has receivetilemerous attentiorn the field
of interpersonal networks on topics such as friendshiaddition, this theory has informed
intra-organizational communication on the media repertoires employees adopt (Watson
Manheim & Belanger, 2007However, this disserti@in confirms that studying media
multiplexity in inter-organizational settings asoimportant because lieaches beyond social
relationshipsand work perfanance taeally makean impact on resource acquisition. Second,
the findingsregardingthe antecgents of media multiplexitguggest thalemographic and social
factors both influence the adoption of media in a dyadic relationBhasefindings help to
explain themotivations behindhe use of multiple media a resourcdimited social context.
Furthermorethis researchklevelops awo-dimensional conceptualization eérly stage
entrepreneus e xt er nal c o ngenematedoreedia usathknawdedge seavork
engagemenPr evi ous wor k has studied entrledger eneur s o
sources, such as invest¢8hepherd & Zacharakis, 2004nd customere Clercq &
Rangarajan, 2008However, knowledgseeking $ a continuous and spontaneous process
underlying entrepreneur so6 daofusergereeratedmediand es. T
knowledge networkkelps capture theroadercommunicative efforts that entreprems devos
in knowledgeseeking.
This dissertation also makes several contributions to the study of entrepreneurial
mentorship. The mentorship relationship was found to be more engaging and more effective
compared to other knowledgeeking relationships. Howevénjs work also calls for further

investigation of this boundatylurred concept. For example, the knowledgeking behaviors
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between entrepreneurs are usually considered as mentorship, but compared to traditional
mentorship, the format is more interaetiymore socialhoriented, and driven by the sharing of
social context. The structurally similar positions of theady stage entrepreneuneate a
conducive context in enabling resource sharing. This work helps advance the concept of
mentorship in thénter-organizational setting.

The findings from this dissertation also answer some important questions about the
characteristics and functions of knowledge in the process of organizational emergence. When
previous work approach organizational knowledgeytfocus mainly on the generation, sharing,
storage and retrieval of knowledge. However, these four processes generally build on existing
organizational structures, technology platforms;getermined social circles, etc. Although
emp !l oy e e s ositiahs &nd fenctiens influgnee knowledgeated processes, their
broader contexts are aligned. This dissertation features an environment with single person
representing the whole organization guided by limited organizational structures or norms. The
findi ngs about how entrepreneurso6 rol-seekingd r espoc
and their reliance on intermediaries to gain access to knowledge pdimtslioection for further
understandingf knowledge transfer.

Methodologically, the mixednethod approach employed in thissertatiorresponds to
recent calls for more firdtand dataxaminingentrepreneurshiprocesses anadking a
communicative perspectivA recentstudy shows that the use of secondary data available online
is a dominant rathod of studying entrepreneuriglated outcome&lough et al., 2018)

However, this is subject to the survival bias since théugtamompanies who are in nascent or

new business stages might not have documented data in publicly available datadase
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combination of interview and survey data here provides a rich lens for understanding the
motivations and strategies of knowleeggekng actions.

Overall, knowledgeseeking was found to be more than an independent ardane
activity usedfor obtainingknowledge Knowledgeseekings a communicative pursuit for
entrepreneurs to develop a broader understanding of the environmentintindy are situated
in and to make sense of their own contributions to the larger context. Entrepreneurs adapt to the
external environment through tkeowledgesharng and assimilating processes.
Practical Implications

In addition tothe contributionsd scholarship, the findings of this dissertation offer
several practical implications for both entrepreneurs and a variety of entrepreneurship enablers.
Firstly, the constraining effect of related prior experience on the perceived difficulty of
knowledge acess offers critical insights for founding team composition. Entrepreneurial teams
were increasingly recognized as an advanfageesource acquisition and a proof of legitimacy
for investorgBusenitz, Moesel, Fiet, & Barney, 199Rew organizations run by
entrepreneual teamsgererally possesa more diverse knowledge base and broader access to
knowledge. However, it is important fentrepreneurto take potentialcd ounder s é pri or
experience into considerah when forming startup teans enhance the effectiveness of
knowledgeacquisition Similarly, the findings informi nvest or s who wusually us
experience aasignal for future performance. Deep prior experience in an established company
in a similar field may not grant entrepreneurs the attitudes and behaviorsivenou
knowledge access. The perceived difficulty in knowledge access can potentially lower
ent r epr edffieacyasdinflerce the whole entrepreneurial process. Therefore, investors

are suggested to not overly rely on experience as the cfaerrarestment purpose.
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Another practical insight is forglicymakers and practitionevgho are considering
whether to allocate resources towards portfolio and serial entrepreneurs, as well as the provision
of additional initiatives to increaseetipool ofnovice entrepreneur$he findingsin this
dissertatiorhighlight the disadvantageous position of novice entrepreneurs in soliciting
knowledgefrom stakeholders, especially for those studsritepreneur&/ith no industry
experience, or entrepreneurs sty a new organization in an unfamiliadustry However,
venture capitalists tend to uestrepreneus e x peri ence to evaluate the
venture and decide resource offer{Riguelme & Rickards, 1992More effortis needed from
sponsorship programs to identify the knowledge needs ofifinstentrepreneurs during
foundational stages iacrease their awareness of knowledge lagtter preparéhem for
resource acquisition.

Lastly, the significance of establishing mentoentee relationshgon knowledge
acquisitionshown in this dissertation offers insights for entrepreneurs to rethink their approaches
in building relationships anseeking kowledge. For example, when entrepreneurs form
knowledgeseeking relationships with other peers, it is still important to articulate the nature of
this relationshigas mentorship, although the format is more mutually suppofthe sense of
being a mentoconveys more meaning of responsibility and role modeling, which motivate the
mentor to be more engaging in sharing knowledge.

Limitation s

Despite the clear importance of the aforementioned findings, there are a number of
limitationsas well as potentidbr futureresearchFirstly, the statistical power of the quantitative
studyin this dissertatiots limited due to the sample size. Although the data showed medium

effect sizes independent of the population tested, and the characteristics of the saenple we
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highly aligned with the broader population in the NN@&tropolitanarea, it should not be
assumed thdhis sample capture the full scale of the knowledgensive industries in general.
In addition, the voices of only 20 respondents in the qualitativdy do not represent all the
possible variances in stori€decondly, while multiple sampling methodologies were utilized for
both survey and interview data collection, the sample used in this study might be somewhat
skewed toward entrepreneurs who wai@e publicly visible. Entrepreneurs who have more
complete online profile, who have participated in accelerator programs, or those who were more
active in offline activities were more likely to be identified and contacted by the researcher.
Entrepreneurpatrticipate in certain online channels with different motivations and incentives,
which raise the concerns of a potentially biased sampling fteiorton & Tambe, 2015A
third shortcoming of the rese&irdesign was the exclusioniaputfrom other stakeholders in
entrepreneurship ecosystem, such as investors or mentors. Althouggpeeiéd data from
entrepreneurs could best describe their own knowledgking experiencesd the
observational dataan assist in understanding the contéxtvould have been useful to have
knowl edge sour c at the ictgrpretatioonofdatat o f aci | it

Moreover, the quantitative dataset has an inherent limitation with regards to the reliance
on selfreported datérom entrepreneurs. Although this dissertation aims to fill the gap in
research on the lack of measuring the way entrepreneurs engage in the knoetddgg
procesgClough et al., 2018)t should be noted that thasevariancen thesubjective
interpretation of survey questions. For example, for the measurement of knowledge explicitness,
entrepreneurs with different educatabbackgroungmi ght i nter pret the ques
information sufficiently explained to you in the tebdsed format (e.g. reports, emails,

messages)?0 differently. Il n addition, for the
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general and knowledge adsjtion in dyadic relationship, entrepreneurs might evaluate their
experiences differently based on personal characteristics and industry context.
Future Research

This dissertation points to several important afeafuture researclOne major
developmat area is to use grounded thetwynductively generate codes from the interview data
to identify themes and further develop communication theory in entrepreneurial context. While
the induction analysis in this dissertation was driven by research qusestigrounded theory
approach (Glaser & Strauss, 1967) is called f
communication behaviorS&ince entrepreneurial communication is a relatively new and
interdisciplinary area of study, grounded theorgids preconceived assumptions from each
field and offers a more neutral view of under
One potential research design iditet conduct case studies early stage startups in accelerator
programsn orderto examinethe way entrepreneurs search, communicate and construct
knowledgeduringthe program, and then conduct additional interviews with mentors, peers,
managers of the programs as well as with other entrepreneurs who are in the same fielid but not
the accelerator progranScholarsvould be able t@bserve realime activities on site anid
takein the whole process of the accelerator progrduis would take3 to 4 monthsn order to
capture the full process, but would provide a rich breadtlataf for analysisThe analysis
would need tde based on detailed description of the way entrepreneurs react to ambiguous
information orto ashortage ofinformation andvould also need texamine reactions
comparatively to develop codes and theniéss research would help shed light on the role of

communicationn early stage resource mobilization.
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Furthermore, communication scholars are encouraged to explore innovative ways to
collaborate with policymakers amhtrepreneuriadponsorshigprograms suchs incubators. On
theone handresource providersuch as policymakers and incubatars knowledge brokers
who occupycritical roles in filtering information and enhance the relevance of knowledge for
entrepreneurs. Futuseholarshipcould exploraesaurce providersoles in helping construct
knowledge iremergingndustries ando understandheir functions in removing institutional
barriersthat may exisbetweerexisting and emerging field€ommunication scholars could also
conduct empirical studigso anal yze entrepreneur sdnorfestth avi or s
provide practical insights to mitigateturefailure ratesand to better understand processes of
emergenceOn the other handince many scholars challenge the idea that startupralis
always a positive outcom®lejia & Gopal, 2015)it is alsoimportant for futureesearcho
examinehow ncubat or programs accelerate the O0deatt
networls (i.e. mentors and investors) acceleratoprograns guide entrepreneurs to revise their
startup ideas anf@cilitatet h e 6 p procesgMore goik is required to identify potential
areas of tension arising from the interactions between entrepreneurs, stakeholders and incubators.
For instance, minvestigatbn into thetypology of themessage contenf communicatiorwithin
the accelerator community would help assess the extent to which knowledge sharing activities
occurred(e.g. the degree to which messages exchanged within the community serve to
communicateactual knowledge pertaining to entrepreneurship as opposed to other types of
content) This research is perhaps best done withtent analysiand interviewsBy focusing on
these processes, scholars will be ablenpackboth the positive and negatiwrdluences of

incubator and accelerator type programsorganizational emergence
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Although this dissertation did not focus on the effect of founding teams on resource
mobilization, future research should explore the relationship between internal knewstedaqg
and external knowledge acquisition in greater depth, particldladyw e nt r dagyr eneur s 0
activities and responsibilities determine their knowledge néedsre researcshould also
probe deeper on hosolo entrepreneur arahtrepreneurial teasrcommunicate knowledge
needdifferently. Identifying the function and utility of external communication networks in
resourcdimited or legitimacychallenged organizations another part of a much broader
research agendan example would be improvinguo understanding of how organizations
communicatively adapt to their institutional environment in the processes of organizational
emergencen addition, lased on the understanding that experience influences behaviors, future
researcltould further explor¢he processes and strategies selected by different types of
entrepreneurs in pursuing knowledfmvice and veteraantrepreneurazere foundo have
divergent characteristics and motivations in establishing new organiz@ti@sshead & Wright,
1999) Also, future research should emphasize the distinctions betigekbnical knowledge and
business knowledgas well agherolesof these respective knowledge type®arly stage
organizational developmerit.would be useful for researchers to exantioe early stage
entrepreneurs prioritize the search of technical and business knowd@agarly, scholars
should take the type of innovation into consideration when analyzitig fiounding conditions.
For examplewhetherexplorationroriented innovations and exploitatisased innovations
demand different types of knowledge management strategies.

At the same timagesearch would benefit for scholarship that workdewelop meics
and measurehat can be used tmptureand asseshe knowledgeseeking processes and

outcomes and associate them with startup performance. While some metrics, such as venture
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capital investment, startup size, and failure rates are readily aceegsithlering data on the
effectiveness of knowledge seammtocesseand attempts to organized access kagsource
is much more difficultThis dissertation measured the perceived effectiveness of knowledge
seekingout more work is needed in providingn si ght s i nto how Ari ght o t
their perceptions of their entrepreneurial activities. Further understanding of the effectiveness of
knowledge seeking would help shed light on its impact on other important outddnses/pe
of researchwill help to develo@m more nuanced understandingeofrepreneurship as a process
of creating organizatioand will also enable more applicable policy recommendatibstate
and local levels$o better develogntrepreneurship ecosystem

More researchs neededo better understarmiedia use in entrepreneurial congexdne
future directionwould beto explore how entrepreneurs engage with people with higher social
status or power. The findys of this dissertation reveidlat there might be potentiat@anation
to better understanding media use in entrepreneurial coRtetthermore, this study focuses
specifically on media use and knowledge network engagemenbxissfore nt r epr eneur 6
external communication. Although media use meastoeered a e range of usegenerated
media channels, for example social networking sites, online communities, and news distribution
websites, it would be helpful to further explore the emerging trends of online media use among
entrepreneurs. As indicated by pritudies, the definition of media use is fragmented. Future
research could differentiate whether steemtrepr e
experiences in knowledeggeeking. For instancentrepreneurg/ho produce content on social
mediamight have different knowledgseeking experiencesan those who only respond to
ot her s c ont e nlhadditon, tha spegific ynechaniems that give rise to the

benefit of using mix media are unable to be examined in detail here, but deserienaitte
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future empirical investigations. The mix of media can be strategic, but overuse of media can be
counterproductive (Doerfel & Haseki, 2015). Researchers should conduct more detailed
analyses of the strategic media use that are more closely ésdalzairable entrepreneurial
outcomes

Finally, knowledge ambiguity and coping strategies could be exarmratiernew
forms of organizing, such as shared economy businessdemand worlor humarcomputer
interaction.Lastly, an extension of this digrtation is to consider the impact of knowledge
seeking on entr epr emirgand enireprerseyrial pasdion.gi cal wel |
Concluding Thoughts

This dissertatiointroduces a communication perspective in understareiny stage
entrepreneus k edgeséeking behaviors during foundational stages. The research offers a
more nuanced understandingof higle ch ent r epreneur sé navigati on
contextual knowledge about the startup environmetitéiNYC metropolitan areal hrough the
examnation of media multiplexity in various contexts of knowledgeking, rich data has
emerged to explain the underlying forces of communication in organizational emergence. In
general, this dissertation offers implications for understanding the anteceflantsprocesses

of knowledge transfer in entrepreneurship.
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Appendix A-1

Summary of Intercorrelations, Means,d8tandard Deviations forariables(N=100)

Variables M SD 1 2 3 4 5 6 7 8

1. Breadth of experience 3.10 1.34 -

2. Relatedness of experienc 3.08 1.32 24* -

3. Media use 1.69 1.58 .16 -.06 -

4. Network engagement 1.88 1.53 .35** 22 .28** -

5. Knowledge access 3.30 .68 .16 .07 .26* .15 -

6. Knowledgeexplicitness 3.33 .61 27 1.6 10 .24* 55** -

7. Organizational size 1.33 .83 .07 -.10 -.02 .04 .03 .07 -

8. Total capital raised 2.03 1.31 24* .02 .09 13 .05 .03 .28** -

9. Education 3.53 81 .02 .20* -.08 .09 -.01 .10 -.10 .09

10. Age 30.96 7.80 27** 31** .03 -.05 .03 .07 14 14

11.2Gender 1.80 40 .04 -.05 .09 -.14 -.09 -.05 .05 A1
Continued

Variables M SD 10 11 12

9. Education 3.53 .81 -

10. Age 30.96 7.80 .05 -

11. Gender 1.80 40 -.01 -.08 -

Note.2Gender: 1= Female, 2= Male
*p< .05, *p<.01
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Appendix A-2

Summary of Intercorrelations, Means, and Standard Deviationgdaables(N=80)
Variables M SD 1 2 3 4 5 6 7 8 9
1. Relational multiplexity ~ 3.75 1.30 -
2. Media multiplexity 3.61 1.48 S7** -
3. Knowledge acquisition  4.39 .61 15 .07 -
4. Tie strength 3.87 .80 21 330 47 :
5. Trust 4.20 .84 16 .07 A0 31 -
6. Perceived value 4.32 .78 .03 -.16 A2** .18 T2** -
7. Age similarity 1.47 42 .00 .05 -21 -12 -.07 -.20 -
8. Gender similarity 1.29 47 A1 15 .04 .16 .02 .03 .01 -
9. Ethnicity similarity 151 .50 -.16 -.10 -.07 -.18 -.23* -.17 -.05 .15 -
10. Proximity 1.60 .95 .06 .19 -.18 .50 -.13 -.14 .04 .04 -.08
11. Social embeddednes 2.01 1.04 -.08 -.06 -.10 13 -.10 -.08 .05 -.14 -.16
12. Organizational size 1.28 .68 -.06 -.02 -12 .01 -.05 .06 -12 -.06 .00
13. Total capital raised 2.08 1.29 .08 .02 -.03 -.26* .08 .05 -.13 -21 -.06
14. Education 3.56 .84 -.07 .02 -.15 -.00 -.09 -.06 -.04 A7 A7
15. Age 30.64 7.76 -.16 -.19 .16 .10 23* .26* -.56** .02 -.16
16. 2Gender 1.78 42 -12 -21 -.18 -.18 -.22*% -.14 0.4 -.65** .00

Standardized beta coefficients are reported



Continued
Variables M SD 10 11 12 13 14 15 16
10. Proximity 1.60 .95 -
11. Social embeddednes  2.01 1.04 .18 -
12. Organizational size 1.28 .68 .25% .03 -
13. Total capital raised 2.08 1.29 .34 -.15 15 -
14. Education 3.56 .84 .02 -.02 -12 .10 -
15. Age 30.64 7.76 -.02 -.10 .03 14 .10 -
16. 2Gender 1.78 42 -.09 13 -.00 .10 .00 -.15 -

Note.2Gender: 1= Female, 2= Male

*p< .05, **p<.01
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Appendix A-3
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Variables M SD 1 2 3 4 5 6 7 8 9
1. Media multiplexity 3.59 1.47 -

2. Age dissimilarity 1.48 42 .04 -

3. Gendedissimilarity 1.28 45 14 .04 -

4. Ethnicity dissimilarity 1.47 .50 -17 -.03 .13 -

5. Proximity 1.59 .93 .22* .03 .02 -.10 -

6. Trust 4.22 .85 A1 -.07 .03 -22 -.16 -

7. Perceived value 4.33 .78 -.15 -.19 .02 -.18 -11 73 -

8. Social embeddedngs 27 21 A1 .03 -12 A2 .10 .03 -.05 -

9. Organizational size 1.27 .68 .00 -.10 -.07 -.13 81* -.05 .03 .03 -
10. Total capital raised 2.07 1.31 .03 -12 -.22* -.07 .03 .06 .05 -12 .16
11. Education 3.57 .83 -.00 -.05 22 A9 -.00 -.13 -.05 -.03 -.08
12. Age 30.59 7.97 -.19 -.56** .03 -.18 -.00 22 25* -.08 .02
13. 2Gender 1.77 42 -.24* .00 -.66 -.00 -.10 -.22* -12 A1 .03




Continued
Variables M SD 10 11 12 13
13. Total capital raised 2.07 1.31 -
14. Education 3.57 .83 .06 -
15. Age 30.59 7.97 .14 .10 -
16. 2Gender 1.77 42 .13 -.01 -.15 -

Note.2Gender: 1= Female, 2= Male
*p< .05,*p< .01
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Appendix B
Terminology

Breadth of prior experiencet he r ange of an entrepreneur 6s
different industries, organizations, and functional areas.

Early stage entrepreneur:the owners of organizations in the nascent or new business stages
Entrepreneurial knowledge: the krowledge of where to obtain resource and of how to deploy
it, which covers knowledge about market conditions, hiring and partnership, management
practices, finance, R&D and technology, and career development.

Entrepreneurial mentorship: the developmentriented interpersonal relationship that support
early stage entrepreneurs

External communication: the channels and sources that an entrepreneur relies on in obtaining
knowledge

Knowledge-intensive organization:organizations either product technology as ashgoduct

or use technology in the production process

Knowledge ambiguity: the inherent and irreducible uncertainty as to what the underlying
knowledge components and sources are and how they interact

Knowledge explicitnessthe degree that entrepreneukiabwledge can be easily documented
and expressed in writing.

Knowledge network engagementthe frequency of network engagement for knowledge
seeking.

Knowledge accessthe perceived easiness of knowledge access across six entrepreneurial
knowledge types

Knowledge acquisition:the perceived effectiveness of knowledge acquisition when interacting

with mentors.
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