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Abstract 

Only 78.1% of started companies survive within the first five years. The liability of newness, 

which is the lack of different resources in new ventures, is a contributing factor to the 

difficulty of survival. This master thesis attempts to identify effective framing strategies that 

increase the legitimacy of new ventures. In order to do so, the authors combine the literature 

of previous research regarding framing and legitimacy, with empirical data generated from an 

autoethnography. The autoethnography was performed by one of the two authors who did an 

internship at a Swedish start-up for ten weeks. Several framing strategies have been used and  

identified. Additionally, two legitimacy acquirement strategies have been used and identified. 

Both of these strategies have been found to increase the legitimacy in the new venture. A 

conceptual model is also introduced which can be connected to the framing strategies and 

legitimacy acquirement strategies. 

 



6 
 

1. Introduction 

This master thesis is based on an internship that one of the two authors, Roderich Braun, has 

completed during his studies at Uppsala University. The internship took place at the Swedish 

start-up company Boardie AB and lasted for ten weeks (January 16th until March 24th, 2017). 

Boardie AB is located in Uppsala and is selling a new type of T-bar (for T-bar ski lifts).  

While doing the internship, an autoethnography has been conducted. A journal (self-

reflection) has been written, as well as field notes (self-observation). The field notes, which 

are by far more voluminous than the journal, serve as the empirical data of this master thesis. 

The data has been coded, and the codes have been divided into different categories. The key 

point of the thesis is the comparison between the experiences from the internship, and the 

scientific literature regarding framing and legitimacy in new ventures in order to study if 

framing can lead to increased legitimacy. 

 

1.1 Problem Statement and Relevance 

New ventures or start-ups are typically confronted with a state of resource scarcity, meaning 

that they lack liquidity, workforce, legitimacy, know-how and experience, do not have a 

proper network etc. Stinchcombe (1965) was the first to introduce the term “liability of 

newness” (p. 148) in order to describe this difficult situation. Thus, it is not very surprising 

that 78.1% of companies do not survive the first five years (Song and Di Benedetto, 2008). 

Early customers are necessary in order to counteract resource difficulties (Wang, Song and 

Zhao, 2014). 

Zimmerman and Zeitz (2002) stated that earlier research study already established or 

successful organizations and conclude that they have legitimacy partly as a result of their 

sustained profitability, which does not in any way show how they acquired it. They also 

suggest that they believe legitimacy is essential in new ventures, even before they start to 

generate profits. The authors also argue that it would be interesting for future studies to 

research if entrepreneurs that are aware of legitimacy as a factor in their business and take 

proactive steps to develop it can succeed better with their business than those who are not 

aware of it. 
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Schumpeter (1934) and his stand on evolutionary theory states that the survival of a new 

venture is enhanced when it obtains control over and recombines resources in a more superior 

way than established organizations. Zimmerman and Zeitz (2002) argue that resources can be 

acquired easier when legitimacy exists. In today’s world where most aspects of business are 

growing more transparent (Tapscott and Ticoll, 2003), legitimacy could play a key role in 

new ventures. 

Zimmerman and Zeitz (2002) argue that new ventures can improve their firm legitimacy by 

applying certain strategic actions. Fisher, Kuratko, Bloodgood and Hornsby (2017) recently 

studied inter alia, how framing can be used in order to manage legitimacy judgments through 

different audiences and found that it has a large applicability for entrepreneurs. In our thesis 

we want to investigate what framing strategies are effective in order to increase new venture 

legitimacy, through an autoethnographic perspective. This brings us to our research question: 

RQ: Which framing strategies increase new venture legitimacy effectively? 

Separately, legitimacy and framing are generally areas that are well-studied. In order to study 

the legitimacy acquirement in new ventures, they have to be studied early or before they reach 

high profits. This autoethnography has been conducted in a start-up that is less than two years 

old and has not achieved any remarkable profits so far.  

Legitimacy and its interrelationship with framing in new ventures is not well-studied. 

Framing has been studied in many different settings and subjects, but there is a large lack of 

research made in business and legitimacy settings and how it can benefit new ventures. As 

framing has been proved to be such a powerful concept in many different areas, and 

legitimacy has been shown to be a very valuable asset in new ventures in order to survive and 

grow, the authors of this thesis believe that it is of utmost importance to further study this 

field. 

The importance of legitimacy in new ventures has been recognized by numerous researchers. 

Stinchombe (1965) describes legitimacy as a solution for the liability of newness. Hunt and 

Aldrich (1996) suggest that legitimacy is a critical issue for new ventures. Starr and 

MacMillan (1990) claim that legitimacy is a critical ingredient for the success of a new 

venture. Although its importance has been identified, the research on legitimacy and its 

application to new ventures is still very underdeveloped (Zimmerman and Zeitz, 2002). 
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The findings of our thesis may be valuable to entrepreneurs and new ventures that need to 

increase their legitimacy, as well as for research. Our aim is to contribute by providing a 

foundation for future research on the topic of legitimacy and framing, and create a better 

understanding about how it can affect new ventures in their often highly fragile states. In 

todays world where most aspects of business are growing more transparent (Tapscott and 

Ticoll, 2003), legitimacy could play a key role in new ventures. 

Delmar and Shane (2004) study organizing activities and the survival of new ventures, and 

state that the founding process and its activities are of considerable interest to 

entrepreneurship researchers and evolutionary theorists. 

The research method autoethnography is used for this master thesis. In entrepreneurship, there 

are many fields and activities that are truly practical. Therefore, the authors believe that it is a 

great method for this kind of research as it can show a practical approach to the phenomenon 

studied. 

 

1.2 Structure 

This master thesis is divided into six chapters (excluding the references). After the 

introduction, a closer look is taken at the two different areas of scientific literature (framing 

and legitimacy). Since the research question incorporates these two topics, it is necessary to 

cover them both and link them together. At the end of the second chapter a conceptual model 

is introduced which combines the two research fields. The third chapter explains how the 

empirical data has been generated and analyzed. Chapter four displays the findings and 

depicts the data that has been chosen. The discussion in chapter five utilizes the literature with 

the findings and analyzes them more in-depth. Thus, this chapter attempts to answer the 

research question. This chapter also includes the limitations of the thesis and suggestions for 

future research. A conclusion can be found at the end in chapter six. 
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2. Connecting Framing and Legitimacy Research 

This chapter displays what previous research has investigated regarding framing and 

legitimacy. These research areas have until recently mainly been regarded to as unrelated to 

each other. However, in order to address the research question, it is necessary to connect them 

into a viable model. 

 

2.1 Framing 

There are not many topics that are as ubiquitous in organizational, management and social 

science academy as the literature of framing. The amount of studies on framing and their 

effects have increased from the areas of human judgment and decision-making to also include 

cognition, perception, business and different psychology areas. The existence of framing and 

its effects have been documented in many different settings (Levin, Schneider and Gaeth, 

1998). 

The major principle of framing is that subjects can be viewed from different perspectives and 

be interpreted as having consequences for different values or considerations. People therefore 

develop a specific conceptualization or perception about an issue, or rethink their view about 

an issue through framing. 

The framing effects will be split into three categories: (1) risky choice framing, (2) attribute 

framing and (3) goal framing, following the study of Levin, Schneider and Gaeth (1998). 

Afterwards, framing is explained and discussed in sales and entrepreneurial settings. 

 

      2.1.1 Risky Choice Framing 

One of the most cited studies in framing literature is the one by Tversky and Kahneman 

(1985). They illustrate the power of framing and the way it operates by describing it as 

highlighting some parts of reality while neglecting others. This form of framing is most 

closely associated with the term “framing”. The study was performed using experimental 

surveys. 
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The assumption of human rationality is most often the founding stone of explanations and 

predictions of choices that people make in everyday life as well as in social sciences. Much 

debate has been done on the subject of rationality, but there is also some overall agreement 

that rational choices should satisfy the elementary requirements of consistency and coherence. 

However, the authors show how people systematically violate these elementary requirements 

as a result of the psychological principles that control the view of decision problems and the 

assessment of options (Tversky and Kahneman, 1985). 

Subjects are often presented two options in a decision problem that have a forced-choice. 

Typically, the subject is presented with one sure choice (with a specified outcome), and one 

risky choice (extreme positive and negative values are assigned to non-zero probabilities). 

The task is often both described in gain or loss outcomes and probabilities, with expected 

values (Tversky and Kahneman, 1985). 

The definition of a decision problem is the acts of options among which one must choose, the 

consequences or outcomes of the acts, and the likelihood of conditional probability that are 

related to the outcome of the act. Often, when referring to the decision maker’s conception of 

acts, outcomes, and likelihoods related with a choice, the term “decision frame” is used. The 

formulation of a problem and the decision maker’s norms, habits and personal characteristics 

controls what frame the decision maker will adopt (Tversky and Kahneman, 1985). 

A decision problem can most often be framed in several ways. The assumption of rational 

choice requires that changes of frame should not lead to reversal of preference between 

options. However, different perspectives often reverse the relative apparent size of objects and 

desirability of options as a result of inadequacies of human perception and decision making 

(Tversky and Kahneman, 1985). 

A widely known example of this is the “Asian Disease Problem”, which describes a disease 

where some, or all, can be saved from it. In this example, the researchers demonstrated that 

distinct choices between risky and riskless options with equal expected value depends on 

whether the options were presented in positive (save lives) or negative terms (loose lives). 

The findings clearly show tendencies for “choice reversal”, which means that subjects tend to 

be risk-averse for gains and risk-seeking for losses, which is a central principle of prospect 

theory where the decision maker’s evaluation in terms of gains or losses influences the 

evaluation of options (Kahneman and Tversky, 1979). Several studies have been made with 
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small variations from the Asian Disease Problem, while other studies have researched the 

similar phenomenon but under settings of negotiations and bargaining. The overall evidence 

supports the findings of Tversky and Kahneman (1985) regarding choice reversal (Levin et. 

al, 1998). Mowen and Mowen (1986) confirmed that the same framing biases that Tversky 

and Kahneman (1985) found are also evident in business-settings by doing similar 

experiments on upper-division business students. 

 

      2.1.2 Attribute Framing 

The basic understanding about descriptive valance and how it affects information processing 

can most easily be understood through attribute framing as it might be the most basic type of 

framing. The framing type is named to attribute framing as only one attribute in any given 

context is the subject of the framing manipulation. Measurement is done of the basic 

evaluation process, rather than using independent option choices as a measure of interest. 

Generally, attribute framing provides a simple way to test the effect of positive and negative 

framing, as it is restricted to the simplest case (Levin, Schneider and Gaeth, 1998). 

In attribute framing, some characteristics of an object or event series is the focus of the 

framing manipulation. It involves the description of an object in either a positively valenced 

proportion or an equivalent negatively valenced proportion, whereas an evaluation has to be 

made to the described object by the subject. Typically, a valence-consistent shift will be 

found. The objects that are described with a positively valenced proportion are most often 

described more favorably than objects described with a negatively valenced proportion (Levin 

and Gaeth, 1988). 

An attribute framing effect occurs because information is preset relative to its descriptive 

valence. Attributes that are positively labeled will lead to information encoding that evokes 

favorable memory associations, whereas negatively labeled attributes will lead to information 

encoding that evokes unfavorable associations. It can be generally concluded that the labeling 

sets an “evaluative tone”, which means that positive labeling highlights positive aspects of the 

information and negative labeling highlights negative aspects of the information (Levin and 

Gaeth, 1988). 
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Typical examples of attribute evaluations can be yes or no judgments, or ratings of 

favorability (for example ratings of a class, from very bad to very good). A choice represents 

more than a single evaluation, in contrast to risky choice framing that contains independent 

options that do not carry information about the other option. Risk perception is therefore not a 

fundamental feature of valence framing effects (Levin and Gaeth, 1988). 

An example of attribute framing could be the characteristic of leanness in meat that will affect 

its evaluation. Meat that was described as “75% lean” (positively valence) or “25% fat” 

(negatively valence) was evaluated very differently, where the latter was given lower ratings 

in terms of taste and greasiness (Levin and Gaeth, 1988). This means that the evaluation was 

not only made with respect to the fat/lean dimension, but also for other dimensions such as 

taste and greasiness. 

Similarly to this example, success versus failure rates can be used to display the application of 

attribute framing. R&D groups have also been studied with the conclusion that they receive 

more capital if their performance rate is described in terms of success rather than failure 

(Duchon, Dunegan and Barton, 1989). The use of success or failure rate manipulation has 

been used to demonstrate the evaluation of various issues including medical treatments (Davis 

and Bobko, 1986) and condom usage (Linville, Fischer and Fischoff, 1993). Overall, the 

positively framed alternative was rated more favorably than the negatively framed alternative. 

The phenomenon of valence-consistent shift in attribute framing is widely recognized in 

literature, and could have implications and uses for many different areas. 

 

      2.1.3 Goal Framing 

Attribute framing captures many of the effects of valence-based encoding on evaluations, but 

not all. For example, if the interest lies in affecting the evaluation of a situation or behavior, 

attribute framing is not that powerful. Goal framing can then be used in order to affect the 

implicit goals of an individual. The common focus of this kind of framing is to emphasize 

attention on the potential participation advantages (positive frame) or on its parallel 

disadvantages of not participating (negative frame). The different frames will aim to achieve 

the same end result, but will differ in persuasive impact. The persuasiveness of a message will 

depend on its motivation (negative or positive frame). However, both frames will enhance the 

issue evaluation and promote the same act. The main finding in this type of framing is that 
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subjects are more likely to engage in an activity if the disadvantages of not engaging is 

emphasized, rather than the advantages of engaging (Levin, Schneider and Gaeth, 1998). 

This framing method is more complex than others as several message aspects can be 

manipulated. “Positive” and “negative” do not have the same meaning as in other types of 

framing. In attribute and risky choice framing, the positive frame denotes something favorable 

about the options or the attribute, and the negative frame denotes something unfavorable 

about the options or the attribute. Examples of this can be lives saved in the Asian Disease 

Problem discussed in risky choice framing or the fat percentage in the meat issue that was 

discussed in attribute framing. However, goal framing is unique in the way that both frames 

promote the same end result. The behavior or event has already a desirable or undesirable 

valence from the persuader’s perspective, and the framing does not want to alter that valance, 

but rather affect the persuasiveness of the message (Levin, Schneider and Gaeth, 1998). 

Meyerowitz and Chaiken (1987) provided a well-known example of the goal framing effect 

when studying women and breast-self-examination (BSE). They found that women were more 

likely to engage in BSE when they were presented with information that focused on the 

disadvantages of not engaging in BSE, than if they were presented with information that 

focused on the advantages of engaging in BSE. This means that the women were more 

motivated to not suffer from a loss by engaging in BSE than they were to obtain a gain by 

engaging in BSE. Another example of this could be the activity of wearing seatbelts. Subjects 

are more likely to wear seatbelts if the disadvantages of not wearing it is presented, which is 

that they are more likely to die in a car accident, than the advantages of wearing seatbelt, 

which is that they are more safe while driving (Levin, Schneider and Gaeth, 1998).  

Thaler (1980) also provided an interesting example and researched differences in price 

between credit card and cash purchases. The positive frame included a message that the 

consumer will receive a discounted price if paying with cash, and the negative frame included 

a message that the consumer will have to pay an additional surcharge if they would not pay 

with cash (for example if a credit card is used). The findings showed that the consumers were 

more willing to forego a discount than to pay a surcharge. 
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      2.1.4 Framing in Sales 

Different kinds of business and consumer decisions can be heavily influenced by framing. 

There is massive research made on the topic of price and promotion framing and its effect on 

consumer perception. 

Blattberg and Neslin (1990) state that the most distinctive characteristic of sales promotions is 

their limited timeframe and call-to-action in order to make customers take a specific action. 

Different restrictions as expiration dates, time limits and quantity limits are often used to 

increase the effect of promotions. Inman and McAlister (1994) found that customers seek to 

avoid losses and missed opportunities by using regret theory through studying the redemption 

of coupons near expiry dates.  

Tan and Hwang Chua (2004) studied the perception and responses of customers to sale 

promotional offers that have a vague scarcity restriction. They found that consumers could be 

persuaded and hastened to make a purchase by such a restriction. The authors presented the 

power of vague scarcity restrictions, and pointed out that its power could be due to the shift in 

customer perception to a potential loss aspect of the sales offer.  

The studies of framing in consumer settings are many, and most of them are focused on 

buying behaviors and purchase decision making. Ganzach and Karsahi (1995) compared gain 

and loss message framing by sending out messages to customers of a credit card company that 

had not used their credit card in three months and explaining the card benefits. The 

explanation of the benefits was stated either in terms of potential gains by using the card, or in 

terms of losses by not using the card. The results clearly showed that the message that was 

framed in terms of loss was much stronger than the gain-framed message. Twice as many 

customers started to use the card after the loss-framed message, compared to the gain-framed 

message. Charges made by the loss-framed message customers were also more than double 

the size of the customers that received the gain-framed message.  
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      2.1.5 Entrepreneurial Framing 

The effects of framing can be much greater for less established and dynamic subjects. 

Therefore, framing is particularly important for entrepreneurs, for example when managing 

new venture legitimacy (Henisz and Zelner, 2005). 

Framing involves creating new frames or reinforcing interpretative frames by changing the 

language or other symbolic gestures (Cornelissen and Werner, 2014). Golant and Sillince 

(2007) found that entrepreneurs tell dissimilar stories to different stakeholders. The language 

and symbolic gestures are temporary and can therefore be changed according to the context. 

This can be beneficial for entrepreneurs in situations where they find that they need to appeal 

to a specific audience that has its own perspective and concerns. As a new venture often has 

to present itself to different audiences, the easily adjustable nature of frames can be useful for 

entrepreneurs as they rapidly can change their frames and present themselves with different 

logics.  

Entrepreneurs are able to emphasize different and still relevant considerations when 

approaching different audiences with different institutional logics by the use of framing 

(Chong and Druckman, 2007). In order to highlight certain legitimacy mechanisms as 

identity, associative and organizational ones, that align with the specific audience, 

entrepreneurs can rapidly and strategically adjust elements of their documents, texts, pitches 

videos or meeting discussions (Fisher, Kuratko, Bloodgood and Hornsby, 2017). 

Even if this concept might seem easy and straightforward, several practical challenges might 

apply. Examples of this can be adjusting to the right language which can require profound 

understanding of a specific area, forming a competitive identity that requires thought and 

experimentation, achieving growth milestones which requires hard work and devotion, 

partnering with different actors that requires different information and insights which might 

be hard to find. Since the framing needs to have some kind of substance behind it, it might be 

difficult to execute. Another factor that makes framing difficult is that several audiences are 

often involved in the new venture’s ecosystem during the same time period, which forces the 

entrepreneur to change one’s message in a short amount of time. New ventures might be 

regarded to as unfamiliar and unappealing, even illegitimate, if different frames are not used 

to describe the venture across audiences. Therefore, a strategic framing approach should be 
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used and one message should often not be displayed across multiple audiences in order to 

appear appealing and legitimate (Fisher, Kuratko, Bloodgood and Hornsby, 2017). 

 

2.2 Legitimacy 

The phenomenon of legitimacy has been defined in slightly different ways and in different 

degrees of specificity throughout the years (Suchman, 1995). Dowling and Pfeffer (1975) 

implied that legitimacy is “congruence between the social values associated with or implied 

by their (organizational) activities and the norms of acceptable behavior in the larger social 

system of which they are a part” (p. 122). Meyer and Scott (1983) also implied that legitimacy 

is congruence between an organization and its environment. 

Legitimacy in this master thesis is regarded as the social judgment of acceptance, 

appropriateness and/or appeal. This definition is consistent with previous studies as 

Zimmerman and Zeitz (2002), and especially within institutional theory (DiMaggio and 

Powell, 1991). 

The legitimacy theory has been examined in many studies in regards to benefits of gaining 

acceptance and showing firm quality through following social norms (Meyer and Rowan, 

1977) and following similar standards (DiMaggio and Powell, 1983; Elsbach and Sutton, 

1992). Claims have been made that recognizable legitimacy characteristics of a organization 

are used as signals by external actors in order to understand the quality of it (Suchman, 1995). 

Scott (1995a) does not view legitimacy as just another resource, but rather as a condition that 

reflects cultural alignment, normative support, or conformity to laws or rules. Zimmerman 

and Zeitz (2002) view legitimacy as the relationship between practices and expressions of a 

firm and it is accepted and enforced by the environment they are in. 

The concept of legitimacy provides a framework for decision making, but that is different 

from the means to end rationality. Institutional theory assumes that in society and 

organizations, bounded rationality and uncertainty are chronic conditions. Uncertainty exists 

as people often are not completely certain that a given action is the best way to achieve a goal. 

In these cases, the social systems have developed norms, rules, values and scripts that are 

reinforced within the ecosystem and accepted as legitimate, which will be referred back to 
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when proceeding with uncertain decisions. For example, if a firm is trying to acquire financial 

capital and investors are not completely convinced about the future profits, uncertainty will 

occur and the legitimacy of the firm will serve as a signal of appropriateness to invest into the 

firm to investors (Zimmerman and Zeitz, 2002). 

 

2.2.1 Legitimacy As a Resource 

A lot of studies done on the topic of legitimacy are focused on established and large 

organizations, and conclude that their legitimacy is a result of their continuous profitability 

(Zimmerman and Zeitz, 2002). Zimmerman and Zeitz (2002) state that legitimacy is crucial, 

even before a firm has started to yield any profit. They argue that legitimacy is as important, 

or sometimes even more important, than other resources such as technology, capital, networks 

and employees. It enables firms to overcome the “liability of newness” (p. 148), that is 

considered to contribute to the failure of many new firms (Stinchcombe, 1965). New ventures 

are often in need of resources (capital, technology, executives, customer etc.) from their social 

system, and that is often acquired much easier if the environment believes and feels that the 

firm is experienced, efficient, worthy, appropriate and needed (Aldrich and Fiol, 1994; 

Freeman and Hannan, 1989; Meyer and Rowan, 1977). 

Stinchcombe (1965) also recognizes legitimacy as an important asset for new ventures. Both, 

Starr and MacMillan (1990) and Hunt and Aldrich (1996), claim that legitimacy is a crucial 

component for the success of a new venture. 

New ventures often have very few resources and the required legitimacy to acquire resources. 

Starr and MacMillan (1990) state that the lack of performance track record in new ventures 

creates an absence of confidence for customers, distributors and suppliers about the firms’ 

survival, and therefore they are uncertain if they want to engage with the firm. In order to be 

desirable, a firm must engage in activities that increases its legitimacy. However, as a new 

venture often does not have a lot of resources, it must engage in activities that are cost-

effective as seeking endorsements, getting certificates, adopting industry norms and values 

(MacMillan, Siegel and Narasimha, 1985; Birley and Leleux, 1996). If the firm succeeds with 

this, it can pass a certain threshold where it can be considered legitimate and the acquirement 

of resources is possible (Andrews, 1996; Deeds, Mang and Frandsen, 1997). 
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Zimmerman and Zeitz (2002) make several arguments for legitimacy in new ventures in their 

study: 

1. Legitimacy is crucial for new ventures in order to acquire other resources that are 

critical for growth and survival like employees, executives, financial resources, 

technology, government support etc. 

2. Strategic actions by the firm can increase the legitimacy. 

3. These strategic actions are usually most important for new ventures as they lack 

legitimacy which makes it harder to acquire more resources. 

 

2.2.2 Different Kinds of Legitimacy 

Legitimacy as such is intangible, it exists in the minds of social actors (Zimmerman and Zeitz, 

2002). Many different studies have tried to create a measuring framework for legitimacy 

(Aldrich and Fiol, 1994; DiMaggio and Powell, 1983; Hunt and Aldrich, 1996; Scott, 

1995a,b; Suchman, 1995). Hunt and Aldrich (1996) divide legitimacy into three categories: 

1. Sociopolitical regulatory 

2. Sociopolitical normative 

3. Cognitive 

Scott (1995a) also divides legitimacy in a similar matter, into the three types (1) regulative, 

(2) normative and (3) cognitive. Suchman (1995) also divides legitimacy similarly into (1) 

pragmatic, (2) moral (normative) and (3) cognitive. 

Aldrich and Fiol (1994) also explore the specific industry legitimacy. In the following section, 

all of these different types of legitimacies shall be explored. 

 

      2.2.2.1 Sociopolitical Regulatory Legitimacy 

Governments, associations and other professional bodies or powerful organizations create 

rules, regulations, standards and expectations. Adopting to these creates legitimacy for the 

firm (Deephouse, 1996; Scott, 1995a). But this type of legitimacy goes beyond just adopting 
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to the rules, regulations, standards and expectations. It creates an impression of organizational 

“goodness” (Zimmerman and Zeitz, 2002). 

Apart from this, filing incorporation contracts, acquiring different professional certifications 

etc. is crucial, especially for new ventures. It must be acquired early, as it otherwise may 

prevent the firm from operating legally and/or optimally, and may limit its access to resources 

(Zimmerman and Zeitz, 2002). 

 

      2.2.2.2 Sociopolitical Normative Legitimacy 

The societal ecosystem in which the firm operates creates widely held values and norms. 

Sociopolitical normative legitimacy can be acquired by adopting to these norms and values, 

through for example good employer branding, endorsements, profitability, sustainability etc. 

(Selznick, 1957). However, the societal ecosystem can be split into different levels. At the 

general level, individual values of fairness and rationality may be present. At the industry-

specific level, norms and values concerning practices and employee attitudes are further 

specified. Professional values are also present that concern behaviors and group affiliations 

(DiMaggio and Powell, 1983). 

The new venture must adopt the norms and values of the ones that control the resources that 

they would like to acquire. For example, if capital is what the firm wants to acquire, they 

should adopt the norms and values of the financing institution they are aiming to receive 

funding from. 

Endorsements, which is a positive opinion that is given from one organization to another, is a 

great form of normative legitimacy. They create confidence for other actors that might engage 

with the venture, and can be viewed as a partly legitimacy transfer from the endorsing 

organization to the receiver. This is a great way for new ventures to build legitimacy 

(Deephouse, 1996; Starr & MacMillan, 1990; Stinchcombe, 1965; Van de Ven, 1993). 

Networking and leveraging networks can be of great usage for new ventures in order to 

acquire normative legitimacy (Aldrich and Fiol, 1994; Oliver, 1990; Useem, 1979; 

Zimmerman and Deeds, 1997). The network contains the connections of employees of an 

organization and other external associations, to whom the new venture can be identified with 

(for example suppliers, banks, schools etc.). This can increase the new ventures’ legitimacy 
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(Dowling and Pfeffer, 1975; Starr and MacMillan, 1990). The networks can provide 

credibility, support, the facilitation of resources and other valuable things for new ventures 

(Ostgaard and Birley, 1996; Westhead, 1995). 

 

      2.2.2.3 Cognitive Legitimacy 

Beliefs that are commonly held and assumptions that are generally accepted create a basis for 

everyday routines and different kinds of knowledge and belief systems by various 

professional and scientific groups (Scott, 1995a). The definition of the social system and a 

specification of the actors’ position in it are formed through different roles and action rules. 

Appropriate and effective actions are defined through the formation of identities and roles, 

where the different actors in the system learn who they are and what their expectations are 

(Zimmerman and Zeitz, 2002).  

By adopting to and applying models, ideas, expertise, practices, notions, thinking-patterns etc. 

that are generally held within the operating field, a new venture can increase its legitimacy 

(Aldrich and Fiol, 1994; Hunt and Aldrich, 1996; Scott, 1995a,b; Suchman, 1995). A new 

venture can therefore show that its identity is aligned with the domain that it operates in to 

make it desirable. An example can be a skillful and well-educated (or any other valued 

credentials) board of directors when doing an initial public offering, which demonstrates that 

the venture is generally effective and knowledgeable in the specific field (Andrews, 1996; 

Ostgaard and Birley, 1996; Westhead, 1995). 

 

      2.2.2.4 Industry Legitimacy 

Legitimacy can also be located within industries that include standards, norms, beliefs, 

practices and technologies that can be leveraged by new ventures in order to acquire 

legitimacy (Aldrich and Fiol, 1994; Hunt and Aldrich, 1996; Scott, 1995b; Suchman, 1995). 

Depending on the specific industry, the degree of legitimacy within it is different and is 

dependent on the variety of actions and values that stems from the collective action of the 

industry members (Zimmerman and Zeitz, 2002).  
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An example is the IT industry, which in recent years has been widely recognized as the future 

of industries. Normal practices in this type of industry can be informality and casual clothing, 

which also “spilled over” to other industries. The worthiness of a company is therefore not 

solely based on economic firm analysis, as legitimacy criterions also will be evaluated 

(technology, networks, employees etc) (Zimmerman and Zeitz, 2002). 

However, in industries that are new, it can be tough to acquire legitimacy as the industry does 

not have a long history with accepted standards, norms and practices (Aldrich and Fiol, 1994). 

There is usually also a lack of knowledge about the industry and its future, and the amount of 

actors in it is usually small. But if the industry gains credibility quickly, the acquirement of 

legitimacy can go rather fast (Zimmerman and Zeitz, 2002). 

 

2.2.3 Legitimacy Acquirement Strategies 

“New ventures can take deliberate action to increase the amount of legitimacy accorded them 

by external actors who control resources” (Zimmerman and Zeitz, 2002, p. 426). 

Considering the general importance of legitimacy for firms and new ventures, various 

strategies for legitimacy acquirement should be of utmost importance. Institutional theory 

more or less states that firms receive legitimacy by following rules, norms etc. (DiMaggio and 

Powell, 1983, Meyer and Rowan, 1977; Scott; 1995a, b). As legitimacy was something that 

was viewed as a subconscious phenomenon, not much effort was put into defining different 

strategies for acquiring it (Suchman, 1995). 

Fisher, Kuratko, Bloodgood and Hornsby (2017) observed how entrepreneurs achieve new 

venture legitimacy in order to survive and grow in a recent study. The authors also studied 

how framing can be used in order to manage legitimacy judgments through different 

audiences. They performed the study through thoroughly reviewing prior research. The 

authors proposed a way to manage competing legitimacy demands across different audiences 

by using framing, and it can also serve as a practical tool to navigate between the different 

legitimacy demands in complex settings. 

Delmar and Shane (2004) observed 233 Swedish new ventures from 1988 and studied which 

ones did survive during their first 30 months. The authors found that when companies 
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undertake legitimacy building activities, the risk of surviving is greater (during the first 30 

months). It is therefore also concluded that amongst all organizing activities, generating 

legitimacy with the external environment is a very important one and that the survival of a 

new firm is heavily dependent on it. 

Newer approaches to legitimacy imply that strategic methods can be used to increase 

legitimacy (Scott, 1995a; Suchman, 1995). The process of increasing legitimacy can be done 

either by making internal changes, or making external changes to the operating environment 

(Suchman, 1995). The strategic attempts to change the legitimacy will vary in effectiveness 

depending on the type of venture and its ecosystem. Models and practices that seem effective 

by external actors can be placed by new ventures when uncertainty, instability and complexity 

exist in the environment, in order to increase the legitimacy (DiMaggio and Powell, 1991). As 

new ventures most often operate with scarce resources, they might start with impacting 

microenvironments, and progressively influence the larger operating environment. 

Four methodical strategies are presented for legitimacy acquirement: (1) conformance, (2) 

selection, (3) manipulation and (4) creation (Suchman, 1995; Zimmerman and Zeitz, 2002). 

The difference in these different strategies is in how much external change is made. 

Conformance involves the smallest change, and creation involves the largest. 

 

      2.2.3.1 Conformance 

Conformance includes the search for legitimacy through adapting to already established 

demands and expectancies of the social system that the organization is currently in (DiMaggio 

and Powell, 1983; Meyer and Rowan, 1977, Suchman 1995). Generally speaking, this 

strategy is to “follow the rules”, and not violate or question the social structure. In 

environments where the norms, values, scripts and rules are deeply established, conformance 

is a suitable strategy, as new ventures often have insufficient resources and power to make a 

change to the already established structure (Zimmerman and Zeitz, 2002). 

An example of this can be to follow certain regulations (like the CE-compliance) in order to 

be allowed to sell an electronic product on the market. For a new venture with scarce 

resources, there is very little point to challenge this obligation. 
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      2.2.3.2 Selection 

Selection allows an organization to select the environment it is operating in. However, a 

certain level of conformity is still present. A new venture can choose the environment that is 

most beneficial to it and its operations. Social environments can be very complex and 

dynamic, and can differ in forms of industry type, scope, geographic area, operations etc. This 

strategic method can be advantageous when the different social structures are known and the 

new venture has the ability to choose the one that is mainly aligned with (Zimmerman and 

Zeitz, 2002).  

An example of this can be selecting the geographical location of a new venture. If the 

technology is very new, it can be advantageous for firms to locate near other firms that use 

similar technology. Apart from providing legitimacy, Porter (1990) also found that the 

regional networks can provide resources like employees, partners and financing. Legitimacy 

can also be increased from a stakeholder’s (customers, partners etc.) perspective as certain 

locations appear more legitimate, like for example Silicon Valley for software start-ups 

(Zimmerman and Zeitz, 2002). The same could apply to a new finance venture that would be 

located in central London (seems more legitimate as it may be perceived as being in touch 

with the latest finance developments and superior access to finance talents). 

 

      2.2.3.3 Manipulation 

Manipulation is the strategy to change the existing environment in order to reach better 

alignment between the organization and its environment, and involves more external change 

than conformance and selection. The strategy includes developing external support for the 

specific needs of the organization (Suchman, 1995). Manipulation of the environment means 

to change the legitimacy definitions or to influence and/or control external demands and 

evaluations (Dowling and Pfeffer, 1975). 

An example of this could be changing the perspectives, norms and values of investors from 

whom capital should be earned in the short to medium period, so that the firm is able to 

generate profits in a more distant future and a long-term goal can be pursued. It could also 

involve changing the perspective on how a product widely known in an industry should be 
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used, in order to benefit from it in a completely new way or out of a more long-term 

perspective (Zimmerman and Zeitz, 2002). 

New ventures most often can only change its environment very limitedly as a result of scarce 

resources like capital and power (DiMaggio and Powell, 1983; Meyer and Rowan, 1977). A 

way around this for new firms could be to cooperate with established organizations or many 

other new ventures (which increases the collective power) and lobby for different changes, 

rules or regulations that may act as a hinder for their growth (Zimmerman and Zeitz, 2002). 

 

      2.2.3.4 Creation 

Creation is the strategy that involves developing something that does not already exist, and 

involves the most external change of all strategies. New ventures sometimes discover fields of 

operations where norms, scripts, rules, models and values are small to non-existent (Aldrich 

and Fiol, 1994). There may not be anywhere to derive legitimacy from, which creates an 

opportunity for innovative new ventures, whereas they can establish the foundation of 

legitimacy for the specific environment in order to access resources and cover their needs 

(Miller, 1996). 

For example, when internet first was discovered, the early adopters and new ventures at that 

time were able to form business models around rapid growth and market share instead of the 

traditional financing criteria of profitability. These new environments can sometimes even 

create or change legislative rules and regulations. (Zimmerman and Zeitz, 2002). An example 

of this can be the company Uber that created legislative change in many countries regarding 

the sharing economy recently. 

A new venture often needs to acquire legitimacy in order to gain other resources and grow, 

and in most cases it acquires legitimacy by adopting to the social structure. However, many 

new ventures oppose the social structure by offering a new shocking product or service, in 

order to distinguish themselves from the competition and acquire legitimacy. Traditional 

legitimacy approaches suggest that this should not increase the legitimacy. Institutional 

entrepreneurship describes this phenomenon by explaining how a new venture partly changes 

the social structure by its introduction of a new product or service (Suchman, 1995). 
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The institutional entrepreneurship academy suggests the practice of creating norms, values, 

practices, models, beliefs and frameworks that are aligned with the organization’s identity, 

and thereafter getting the environment to accept it (Aldrich and Fiol, 1994; DiMaggio, 1988; 

Suchman, 1995). 

An example of this is Amazon.com that reinvented book retail. Their business model included 

very small costs of operations and opposed book stores and the way shopping had been 

carried out to this date. Book stores later adopted to the online presence that Amazon.com had 

formed, in order to compete with it (Zimmerman and Zeitz, 2002). 

 

2.3 Conceptual Model 

In chapter 2.1 and 2.2 two different research fields are being presented. In this chapter, a 

conceptual model shall be introduced that brings both fields of research together. The model 

is depicted in Figure 1. 

The model combines framing with legitimacy and assumes that the use of framing can lead to 

the creation of other frames about the new venture. These new frames are beneficial since the 

perceived legitimacy increases. Since legitimacy is regarded as the social judgment of 

acceptance, appropriateness and/or appeal (see chapter 2.2), it is considered a dynamic factor 

which can change over time. The usage of framing can lead to changes of the legitimacy 

factor. As the frames change, the acceptance, appropriateness and/or appeal of a new venture 

can change as well. 

There are four strategies available that can be used to increase legitimacy (see chapter 2.3.3.1-

2.3.3.4: Conformance, Selection, Manipulation, Creation), which can also be combined with 

framing.  

Entrepreneurs also have the ability to navigate their legitimacy across different audiences. As 

new ventures often have several roles to different actors, different frames need to apply to 

different audiences. Framing involves creating new frames or reinforcing interpretative 

frames (Cornelissen and Werner, 2014). 

Besides framing, the model also includes other legitimacy increasing activities. 
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Figure 1: How framing and other activities can lead to increased legitimacy 
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3. Methodology 

Denzin and Lincoln (1994) described different periods in the history of qualitative research. 

The early 1900s were the first traditional period where academics tried to objectivize stories 

of field experiences. Next came the modernist phase (between the post-war to the 1970s), 

where the focus was on making qualitative research as thorough as quantitative research. 

1970-1986 was the third moment that was characterized by a blurring of genres. The mid-

1980s can be considered the fourth moment and is represented by a crisis of legitimation and 

representation. A more experimental writing and participatory research design is what 

characterizes the fifth period. The sixth and seventh moments are where the ethnographic 

poetry became widely accepted. 

As already mentioned in the introduction, the research method for this study is 

autoethnography, which is a combination of autobiography and ethnography. 

When writing about past experiences retroactively and selectively, it is called autobiography 

(Bochner & Ellis, 1992; Couser, 1997; Denzin, 1989). The purpose is not to create an 

experience for the sake of the research, rather the experience is accumulated in retrospect. 

Special remembered moments, called epiphanies, are most often written about in 

autobiographies. These epiphanies can be transformative life experiences where the person 

feels forced to analyze it or after occasions where life doesn’t feel the same anymore. This 

may bring recollections in various forms long after a critical life incident has happened 

(Bochner, 1984). 

Ethnography, on the other hand, is the study of relational practices, values and beliefs and 

shared experiences of a culture, which is carried out in order to boost the understanding of the 

culture (Maso, 2001). This is done by both observing and participating in the culture 

(Goodall, 2001). The method can also include interviewing cultural members, investigating 

how they relate to each other, examining the use of space and place and by analyzing objects 

like clothing, architecture and different types of texts (Berry, 2005). 

Ellingson and Ellis (2008) mention a difference between different types of autoethnography, 

namely analytical and evocative autoethnography. Evocative autoethnographies try to open up 

conversations and induce emotional responses by putting emphasis on narrative presentations, 
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while analytical autoethnographies focus on theoretically explaining wider social phenomena. 

In this master thesis the focus is on analytical autoethnography. 

The method of autoethnography has been questioned as a result of using oneself as the only 

data source (see Denzin & Lincoln, 1994; Sparkes, 2000). Hence, some criticism has stated 

that one may be too self-indulgent (Coffey, 1999). It can also be suggested that 

autoethnography is at the borders of academic research, as it cannot be fully judged by 

traditional qualitative inquiries (Sparkes, 2000). However, Garratt and Hodkinson (1998) sate 

that it may not be appropriate to judge autoethnography by traditional qualitative research 

criteria. 

 

3.1 Analytical Autoethnography 

As most of the research has been focused on evocative autoethnography, Anderson (2006) 

introduced “analytical autoethnography”. The author argues that autoethnography fits well 

with the traditional form of research. It refers to autoethnographic research done when the 

researcher is (1) a part of the research group or setting, (2) visible in published texts, and (3) 

dedicated to developing theoretical understandings of broader social phenomena. The author 

also introduces five key factors of analytic autoethnography, which have been referred to by 

many autoethnographers in order to discuss the research method conceptualization. The five 

key features include (1) complete research member status, (2) analytic reflexivity, (3) 

narrative visibility of the researcher’s self, (4) dialogue with informants beyond the self, and 

(5) commitment to theoretical analysis (Anderson, 2006). 

 

      3.1.1 Complete Member Researcher Status 

The feature of the researcher being a complete member of the studied setting is the most 

obvious one, where the ultimate participant acts in a dual participant-observer role. 

Membership roles can be divided up into the two types opportunistic and convert. The 

opportunistic involves being born into or thrown born into a group by different circumstances 

and is the most common one. It can also include being a member through professional or 

recreational participation. The convert membership status begins with a research interest in 

the setting, but immerses into it and membership occurs during the research. 
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      3.1.2 Analytic Reflexivity 

Ethnographic reflexivity has been defined in different ways throughout the years. It expresses 

the researcher’s awareness of their necessary relationship to the research situation and its 

effects (Davies, 1999). It involves the mutual influence awareness between the ethnographer 

and their environment, and is guided by the aspiration to create a better understanding of self 

and others by examining one’s actions and perceptions in a larger environment. It can 

generally be described as the relationship between the researcher and their data. 

 

3.1.3 Researcher Visibility 

Common criticism to ethnography is that the ethnographer is often mostly hidden and 

“invisible” in ethnographic texts. A visual presence should occur, or self-reflection during the 

research process should done in order to increase visibility. A general feature of 

autoethnography is that the researcher is a visible social actor within the text. In order to 

understand the setting that is being studied, the researcher’s own experience and emotions 

should be incorporated into the text and is considered to be highly essential data. 

 

      3.1.4 Dialogue With Informants Beyond the Self 

Except for seeking narrative fidelity only in the self-experience, analytic autoethnography 

goes beyond that. Adequate engagement with others in the field can not be dismissed. The 

analytic ethnography calls for constant dialogue with “data” or “others”. 

 

      3.1.5  Commitment to Theoretical Analysis 

The purpose of an analytic autoethnography is not simply the documenting of a personal 

experience, or a perspective from the inside. Rather, it is to explain a more extensive set of 

social phenomena than the data can provide itself by using and analyzing the data. It is a way 

of discovering how experiences can reveal broader social structures and processes. This goal 

is central within analytic social science. 
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Atkinson (2006) also confirms the arguments of Anderson (2006) and agrees about the 

importance of analytic ethnography, and also states that the analysis goals are too often lost in 

subjective and evocative ethnographic work. Atkinson (2006) also states that the reflexivity 

implied by autoethnography has played a central role in ethnography for many years. 

However, Atkinson (2006) clearly states that the self-transformation of the ethnographer is 

not the main outcome of the research, and does not agree with Atkinson (2006) about the 

degree of importance this has. Atkinson (2006) states that the “others” remain the most 

important and interesting, and not the ethnographers that document their own experiences 

rather than analyzing the social environment. 

 

3.2 Research Setting 

One of the two authors, Roderich Braun, did an internship at the Swedish start-up company 

Boardie AB for ten weeks. Boardie AB is located in Uppsala and sells a new type of T-bar for 

T-bar ski lifts and wants to expand internationally. Since Braun has a master degree in export- 

and internationalization management, he was asked to help Boardie AB to go international. 

His main task was to promote the product via telemarketing to Bavarian and Austrian ski 

resorts. He was provided with 10 Boardie samples (Boardie is the name of the company and 

of the product) that could be sent to interested ski resorts. This was a unique situation since 

Braun is Austrian and thus his mother tongue is German. Moreover he is a skiing instructor 

and is therefore familiar with the industry. 

Braun was like an “entry agent” for the start-up. An entry agent might be a solution for new 

ventures in order to be able to overcome the resource scarcity and go international. An entry 

agent should be affordable for new ventures and use affordable resources of the business. 

Moreover, he or she should be from the country to which the new venture wants to expand, 

thus knowing language and people. Furthermore, an entry agent should have knowledge about 

the internationalization process and the industry in which the new venture is operating in. Last 

but not least, it is important that an entry agent is an external source, so that the resources of 

the new venture are being increased and a new perspective is brought into the business. 

Hence, an entry agent depicts what one of the two authors, Roderich Braun, has been for the 

start-up Boardie AB: 
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- Affordable (he worked without salary since the internship was part of his studies and he 

worked via telemarketing, a very inexpensive resource) 

- Knowing language and people (he is Austrian) 

- Knowledge about the internationalization process (he has a master degree in export- and 

internationalization management) 

- Knowledge about the industry (he knows the industry since he also is a skiing instructor) 

- External source (he has been doing an internship for ten weeks) 

Braun achieved to get the mailing addresses of ten interested Bavarian and Austrian ski 

resorts by the use of telemarketing (phone calls and emails). Throughout his internship, from 

the first day until the last, he performed an autoethnography and generated the empirical data 

for this thesis (field notes and a journal). Hence, this autoethnography is not only based on 

past and recalled experiences, but also on an ongoing and structured data collection. 

 

      3.3 Data Collection 

The experience is observed and recorded, which means that the intervals of self-observation 

are carried out during the working sessions at the internship. The data is gathered by 

collecting self-observational data, while also keeping a field journal simultaneously in order 

to capture self-reflective data. The factual data of what is happening at the time of research is 

collected through self-observation (and is kept in the field notes), while the introspective data 

that represents the present perspectives is gathered through self-reflection (and is kept in the 

field journal) (Chang, 2008). 

The experiences and observations of Braun at the internship may be seen as the foundation of 

the empirical data. The content of the journal is the smaller part of the autoethnography (13 

pages or 4,519 words). Writing the journal was an ongoing process that started the first day of 

the internship and was completed at the end of the internship. It is a self-reflective work that 

describes the tasks that have been carried out. The content is by far not as voluminous as the 

field notes, however, it is not at all less important, since it identifies the major task of the 

internship, on which the field notes focus (promoting the product via telemarketing to 

Bavarian and Austrian ski resorts). The field notes mainly consist of self-observational data 

that has been written down after every phone call / sent email (in many cases an email has 
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been sent to the ski resort after the phone call). It has been observed what has been spoken on 

the phone and in what way. The content of the sent and received emails has been observed 

and written down as well. A small percentage of the field notes describes other critical events 

(business meeting, conversations in the office etc.) that are typically connected to the major 

task. The field notes are the voluminous part of the autoethnography (41 pages or 15,678 

words). 

 

3.4 Analytical Process 

Coding has been chosen as the methodological tool for the analysis of the field notes (Saldaña 

2015). Codifying is a process that divides, groups, reorganizes and links data in order to find 

meaning and develop explanations (Grbich, 2012). The journal was necessary in order to 

identify the major task of the internship, however, coding of the journal is not necessary. Only 

the field notes have been coded. 

The analysis of the data solidifies the observations into concrete and meaningful instances. 

Codes capture and represent the primary content and the essence of the field notes. By 

generating codes, the data is being broken down into smaller parts. This is done in order to 

find patterns and complex meanings. Patterns may be considered as trustworthy as they 

display habits and repetitive actions. Moreover, the comparison of the frequency of different 

codes may lead to valuable insights. After the codifying is completed, all codes should be 

divided into different categories (Saldaña 2015). 

In total, 453 codes have been generated from the field notes. This number includes the 

repetitive codes as well. Excluding the repetitive ones leads to 78 different codes. These 78 

codes have then been divided into 8 different categories: 

1. Deciding (6 codes) 

2. Introducing (5) 

3. Asking (5) 

4. Response (24) 

5. Sending (8) 

6. Telling (7) 

7. Various (9) 
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8. Receiving (14) 

All 78 codes and their categories can be found in the appendix. In Table 1 (next page) it is 

illustrated how the data from the field notes was coded, and how the codes were divided into 

the different categories. 

It shall be noted that for this research, not every code is of equal importance, neither is every 

category. In order to identify effective framing strategies, the focus shall be on selected codes 

of the categories Response, Sending, Telling and Receiving. Relevant for this research is what 

has been said on the phone by Roderich Braun, what did he write in his emails, what 

responses did he get on the phone and via email. Moreover, he experienced a “learning 

curve”, meaning that he got better with time, became more effective and efficient, and learned 

what people wanted to hear from him. Thus, the comparison of the beginning with the end of 

the field notes may display valuable insights. 
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Table 1 – Data Structure 

Examples of Quotes Codes Categories 
„…so I told him that it is more comfortable and 
that the backside of the Boardie can be used as 
advertising space. I told him that Boardie T-bars 
are already being used in 10 of the 15 biggest ski 
resorts in Sweden.” 

 
Telling more about the 
product 

 
 
 
 
 
 
 
Telling 

„I told him that we want to send the free Boardie 
samples to ski resorts that are interested in 
innovative ideas.” 

Telling we want ski resorts 
that interested in innovative 
ideas 

“He realized that I am Austrian and we had a 
very nice conversation. I told him that I am from 
Upper Austria. He told me that Austrians are 
their role models and I said that we Upper 
Austrians like Bavarians a lot. He was interested 
in my personal story and asked me how I ended 
up in Sweden and I told him that…” 

 
 
 
Building up trust and 
credibility 

 
“He was very honest and said that they actually 
do not have the financial capabilities to renew 
their lifts…” 

Response that no money to 
renew lifts 

 
 
 
Response “He said that such things are difficult due to 

legal issues.” 
Response that difficult due 
to legal issues 

“After having answered all his questions he 
immediately said that they want to try it out.” 

Response that they want to 
try it 

 
“He gave me the address, I thanked him and we 
ended the call. After this call I started to make a 
list with addresses. I had already one address 
and was waiting for another one.” 

 
Receiving address on phone 

 
 
 
 
 
Receiving 

“She said that there is more than one operations 
manager and she wanted to know why I was 
calling.” 

Receiving question why I 
call 

“In the meantime, I received an email from the 
guy whom I asked about the diameter, since their 
T-bar lifts are not equipped by Doppelmayr. He 
emailed me their address, but also wrote that …” 

 
Receiving address via email 
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3.5 Research Quality 

As autoethnography is the combination of autobiography and ethnography, it includes being 

part of a culture or having a cultural identity and selectively writing about it retrospectively. 

However, it is not only limited to writing, as it also includes the analysis of experiences. 

Methodological tools combined with research literature are used to analyze the experience 

(Ronai, 1995). The quality of the research literature for this autoethnography is represented in 

chapter two. As already mentioned earlier, coding has been used as the methodological tool in 

order to analyze the empirical data (the field notes) that was generated through the 

autoethnography. For the coding of the field notes, the work of Saldaña (2015) has been the 

guideline. 
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4. Findings 

This chapter contains several quotes from the field notes. The quotes are presented 

sequentially so that the learning curve becomes visible. The codes can be found at the bottom 

of the respective page. All quotes where framing or any legitimacy increasing activities have 

been identified are presented in this chapter. 

“1I continued to call the Bavarian ski resorts. The first phone call on Monday was with a 

woman. I had the impression that she was already a bit older. I introduced myself and asked 

her if it is correct that they have three T-bar lifts and she said yes. 2Then I asked if they would 

like to try out a new type of T-bar and she said that she is not in charge of this. 3She said that 

another person is in charge of such questions but that this person is not available at the 

moment and that I should try again in the afternoon. I said that I might do that, said thank 

you and ended the call.” 

This was actually the first phone call that was written down in the field notes (the very first 

calls are mentioned in the journal). Hence, Roderich Braun was at that time at the beginning 

of his learning curve. As one can read, a secretary picked up the phone. This was the case for 

most phone calls. Typically the secretary could not make such a decision, but could prevent 

Braun from getting to the decision maker and hence, may be viewed as the “gatekeeper”.  

Later on, Braun changed his strategy and immediately (after introducing himself) asked if it 

was possible to speak to the operations manager/somebody of the operations management 

(Braun learned that typically an operations manager makes such decisions). This was an 

indication for the secretary that the topic of the phone call might be important and that Braun 

knew who the decision maker was. This created a sense of legitimacy and made the 

gatekeeper think that Braun already knew the operations manager or had previous connections 

to the ski resort. However, that was not the only benefit of asking for the operations manager. 

As the gatekeeper often let the call through after asking for the operations manager, the 

operations manager could believe that the gatekeeper already had assessed Boardie and found 

them appropriate and legitimate. This could make the operations manager consider Boardie 

legitimate, even though no direct initial contact had been carried out. It was the cognitive 

                                                
1	Introducing	myself	and	asking	if	number	of	T-bar	lifts	correct	
2	Asking	if	they	want	to	try	out	Boardie	sample	
3	Response	that	another	person	is	in	charge	
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legitimacy that was being affected and the framing can be identified as entrepreneurial 

framing as the language and symbolic messages are adapted to the certain context, and the 

presentation occurs with different logics. 

Some secretaries had to be convinced at first, and then legitimacy was built up by showing 

industry knowledge and benefits for the particular ski resort. The confirmation of legitimacy 

could be noted by the secretaries will to finally let the call through for further discussion. 

Entrepreneurial framing can be found in the next quote. This strategy builds up trust and 

credibility and hence, also creates a positive atmosphere. Like the first two quotes, this quote 

is as well from the early field notes (third page). 

“4He realized that I am Austrian and we had a very nice conversation. I told him that I am 

from Upper Austria. He told me that Austrians are their role models and I said that we Upper 

Austrians like Bavarians a lot. He was interested in my personal story and asked me how I 

ended up in Sweden and I told him that I am actually a student and that I study at Uppsala 

University and that I am doing an internship at Boardie AB and that currently I am calling ski 

resorts in Bavaria in order to promote and sell the product. By answering his questions and 

telling him more about myself I felt like building up trust and credibility.” 

The phone calls of Braun were “cold calls”. In such calls there is not only a physical distance, 

but also an emotional one. In this conversation Braun is being asked quite personal questions 

by the Bavarian. By answering these questions it seems that the emotional distance between 

Braun and the Bavarian gets smaller.  

By changing the language and symbolic gestures, Braun was able to customize the 

information for the prospect. As each decision maker has his/her own perspective and 

concerns, the message was customized. It seemed like this particular prospect had the concern 

to firstly connect on a personal level, before doing business. Braun understood this and 

adapted the message to the context, and also presented himself in a way that would be easy to 

connect with on a personal level. The success of the framing was confirmed by the interest in 

receiving a free sample.  

The following quote displays the attribute framing strategy, which is a simple strategy which 

affects the information processing. 

                                                
4	Building	up	trust	and	credibility	
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“5He wanted to know more about it so I told him that it is more comfortable and that the 

backside of the Boardie can be used as advertising space. I told him that Boardie T-bars are 

already being used in 10 of the 15 biggest ski resorts in Sweden.” 

The person who is being called shows interest. Hence, Braun is telling the advantages of the 

product. Moreover, he is using Swedish ski resorts as references and also lets the potential 

customer know that these ski resorts are part of the bigger ones in Sweden. By doing so, the 

potential customer understands that others have been convinced by the product and are 

already using it.  

The attribute framing focuses on some characteristics and displays it in either a positive or 

negative valence. As the positively labeled attributes will evoke favorable associations, they 

are used. Firstly, the term “biggest” is used to describe that the T-bar can be found at 10 of the 

15 biggest ski resorts in Sweden. However, that does not describe in which way these ski 

resorts belong to the category of “biggest” ski resorts. It can be everything from geographic 

size, amount of visitors, amount of slopes, etc. Also, this does in fact not say anything about 

the customer satisfaction. Secondly, “10 of 15” is used to describe the presence of the T-bar, 

instead of “5 out of 15” to describe how many of the biggest ski resorts that are not using the 

Boardie T-bars. This will sound favorable and could increase the industry legitimacy, as it can 

be noted that the products of the company are being used at other ski resorts and that other ski 

resorts have trusted them. 

The potential customer was more inclined to try out the free sample after the call, as he 

scheduled to call Roderich back in the next couple of days in order to discuss the sample 

details. Later on, this potential customer decided to try out the free sample. 

The quote below shows a potential customer who is interested in the installation process of 

the new T-bar. 

“6He asked if the Boardies are screwed into the ski lift like the usual T-bars and I said yes.” 

The potential customer wants to make sure that the installation process of the new T-bar does 

not vary from the “old” standardized installation process. The prospect gets to know that the 

new product fits to a standard T-bar ski lift. By reassuring that the installation process is the 

                                                
5	Telling	more	about	the	product	
6	Receiving	question	concerning	installation	of	Boardie	T-bars	



39 
 

same, Braun shows that they are conforming to the already established process and this may 

increase the industry legitimacy. It can be confirmed by that the potential customer decided to 

receive a free sample and try it out and also reacted positively by the answer to his question. 

In the next quote, the strategy of framing in sales is used to create a sense of urgency and 

increase legitimacy. 

“7In the email I stated that we can only send a limited amount of free Boardie samples to ski 

resorts, and that we want to make sure that these ski resorts are really interested in 

innovative ideas.” 

Firstly, it is stated that there is only a limited amount of free samples. This puts pressure on 

the potential customer, as a quick decision is needed. Secondly, it is stated that the potential 

customer must meet a certain requirement (be interested in innovative ideas) in order to 

qualify for the free sample. 

In order to make the prospect take the action of receiving a free sample and trying it out, a 

scarcity of samples is being presented. As people generally try to avoid losses, in this case 

missing out on trying the sample and perhaps implementing the Boardie T-bars, the will of 

trying the sample will increase. It can be said that the perception changes from a sales offer to 

a potential loss aspect. By stating that Boardie only are interested in working with innovative 

ski resorts, Braun is presenting that they are selecting their environment and that not everyone 

are eligible to work with them. This puts pressure on the potential customer and also increases 

the legitimacy as it can be perceived that Boardie chooses their prospects carefully in a 

selected niche, and is in no need to be at every ski resort in the whole world. It can be 

confirmed by that the potential customer was willing to try the free sample.  

In the following quote Braun is speaking to a man who says that the amount of T-bar lifts is 

shrinking due to chairlifts. Braun uses goal framing to shift the focus from trends to 

inexpensive lift renewal. 

“8He said that the trend is that T-bar ski lifts are being replaced by chairlifts, 9however, they 

do not have the financial resources to do so at the moment since chairlifts are very expensive. 

                                                
7	Writing	that	only	limited	amount	of	samples	
8	Response	that	trend	is	that	chairlifts	replace	T-bar	lifts	
9	Response	that	chairlifts	expensive	
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10I told him that Boardie T-bars are an inexpensive way to renew the ski lifts of a ski resort 

and that it is probably interesting for ski resorts that cannot afford new chairlifts.” 

Since Braun is a skiing instructor and skis a lot, this trend was not new to him. Generally, this 

trend is of course a disadvantage for the new venture. Luckily, Braun also receives the 

information that this ski resort does not have the financial capability to make a chairlift 

renewal. He uses this information for his argumentation and manages to turn the disadvantage 

into an advantage. Ski resorts that want to invest in their ski lifts, but cannot afford to buy the 

expensive chairlifts, are the perfect target group for the new venture. 

Braun could sense that the potential customer was willing to do a ski lift renewal, but did not 

have the financial capability to do it. Therefore, he used goal framing to shift the focus from 

industry trends to the goal of renewing ski lifts in an inexpensive way. Instead of focusing on 

the type of ski lift renewal, Braun focused on not missing out on doing a renewal. The 

potential customer agreed and was willing to try out the sample.  

The quote below is from a conversation with a person who knew already about the new T-bar. 

Of all the phone calls, this person was the only one who was already familiar with the product 

of the new venture. 

“11Finally I was talking to the boss. I asked him if they would like to try out our Boardie T-

bar. I was surprised when I found out that he has already some knowledge about it (he 

mentioned the wider seat and that it is especially more comfortable for snowboarders). I said 

that this is correct and that I have already tried it out myself (however, I told him that I am a 

skier and not a snowboarder).” 

In this specific case, it is the potential customer who mentions arguments that are in favor of 

the new product. He is familiar with the new T-bar, but probably has not tried it out 

personally. Hence, Braun tells him that he has tried the product personally, however, only 

with skis and not with a snowboard. The potential client realizes that he is speaking to 

somebody who has already tested the new product and knows it well.  

The next quote is from the same conversation as the previous one, with the person who is 

familiar with the new T-bar. 

                                                
10	Telling	that	Boardie	T-bars	are	chance	because	inexpensive	
11	Asking	if	they	want	to	try	out	Boardie	sample	
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“12I added that it is especially more comfortable when the T-bar lift is located on a steep 

hill.” 

Advantages of the new product have already been mentioned in this conversation. Now Braun 

is telling where / in which situation the new T-bar outmatches the usual one. The prospect 

realizes that Braun knows when the new T-bar is especially beneficial for its user in 

comparison to the usual T-bar. 

Entrepreneurial framing is used to confirm product specific benefits directly instead of 

presenting the company and product in general, like Braun would usually do. This created a 

sense of industry legitimacy as the prospect felt that Braun approached other ski resorts that 

already knew about their offerings, and therefore was so comfortable in explaining specific 

benefits directly to him. Although this was the first and only case a potential customer knew 

about Boardie, Braun used the right language and presented the right information in order for 

the potential customer to believe otherwise. This made it possible for the potential customer 

to feel confident about Boardie and its position in the industry, as he also agreed to try the 

sample. 

Some attribute framing can also be identified as the benefits of the product is the focus of the 

conversation, while neglecting the potential downsides that the product can have for the 

potential customer. 

The next quote is from a conversation with a secretary. 

“13I called the next ski resort. This was a big one with a lot of T-bar ski lifts (Zillertal). This 

ski resort had actually already been mentioned by one of the operations managers that I 

called on the mobile phone (he said that he is not interested but that we should try at 

Zillertal). I called and a woman picked up the phone. I asked if it is possible to speak to the 

operations manager and she asked which one (since Zillertal is such a big ski resort it seemed 

that they had several operations managers). 14I told her our offer and that normally an 

operations manager decides this, but that I do not know which operations manager is 

responsible for this in the Zillertal.” 

                                                
12	Telling	more	about	the	product	
13	Introducing	myself	and	asking	if	possible	to	speak	operations	manager	
14	Asking	if	they	want	to	try	out	Boardie	sample	
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The secretary is nice and does not ask why Braun wants to speak the operations manager. 

Instead she has to ask Braun which operations manager he wants to speak since the ski resort 

is a big one. The secretary gets to know that Braun knows who he needs to talk to and that the 

issue probably exceeds her decision-making authority. Braun has already learned who he 

needs to talk to and that it is more efficient if he immediately asks the secretary for the 

decision-maker. 

However, Braun did not mention that he had been advised to contact them by another ski 

resort. Afterwards, it seemed like a good choice to mention that, as that could have helped to 

pursue both the secretary and decision maker. The advise to contact them would act as a form 

of endorsement by having established connections with other actors in the industry, and serve 

as increased industry and normative legitimacy. This belief can be confirmed by the ski resort 

not wanting to try the sample at all. 

In the conversation below Braun mentions the brand name of the biggest competitor of the 

new venture. 

“15He wanted to know more about it, so I told him that it is from Sweden and that it is more 

comfortable than the usual T-bar from Doppelmayr. I told him that the backside of the T-bar 

can be used as advertising space and I also said that Boardie T-bars are already being used 

in 10 of the 15 biggest Swedish ski resorts.” 

T-bar ski lifts are usually equipped by Doppelmayr. Since this name is mentioned, the 

potential customer realizes that Braun has knowledge about the ski lift industry. This is able 

to increase the perception of industry knowledge and possibly the industry legitimacy. 

The additional information that Braun adds regarding that the T-bar can be used as advertising 

space uses attribute framing in order to shift the focus from a costy ski renewal to a 

advertising income opportunity. It could be felt that the potential customer was more inclined 

to try out the sample after this was mentioned, but he still needed time to discuss it with his 

colleagues. 

In the next quote it can be observed that the potential customer has concerns regarding the 

registration of the new T-bar. 

                                                
15	Telling	more	about	the	product	
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“16He mentioned that if the product is not properly registered, he cannot do anything. He 

gave me the email address and we ended the call. 17Then I sent him an email. 18In the email I 

included the usual information, 19but also mentioned that our product has a CE certificate 

from Inspecta and that we are trying to get the TÜV certificate as well (I wrote that we do not 

have TÜV at the moment).” 

In order to diminish these concerns, Braun highlights the aspect regarding the CE certificate 

when writing the email. The problem is that the potential customer probably only knows 

“TÜV” and not “Inspecta”. Therefore, Braun is also stating that the new venture is “trying to 

get the TÜV certificate as well”. 

While attribute framing is used to highlight the certificate Boardie currently has, instead of 

the one it does not have, Braun is still making sure that they are conforming to the already 

established system by indicating that they are pursuing the TÜV certificate as well. This can 

be a very powerful combination as it makes the concern smaller while still showing that the 

company conforms to standards. This might also have affected the industry and sociopolitical 

regulatory legitimacy, as it shows that Boardie is familiar and complies with regulations and 

standards, within and outside of the industry. The prospect was happy to receive a sample and 

try the T-bar out. 

The quote below displays the difficulty that Braun had when calling potential customers, 

since he was using a Skype account. 

“20He confronted me with the issue that I am calling from an unknown number. 21I explained 

to him that I am using Skype and that I am calling from Sweden. He said that the management 

is suspicious of people who call with an unknown number. 22I told him our offer and asked 

him if he can tell it to the management.” 

The person that is being called realizes that there is a reason why Braun is calling from an 

unknown number and that the does not do it on purpose. Braun needs to justify himself at first 

before he is able to tell the offer. 

                                                
16	Certificate	
17	Sending	email	
18	Content	of	email	
19	Certificate	
20	Being	confronted	why	I	call	from	an	unknown	number	
21	Explaining	why	I	call	from	an	unknown	number	
22	Asking	if	they	want	to	try	out	Boardie	sample	
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The cognitive legitimacy is very low in the beginning of this conversation as everyday 

assumptions make people associate unknown numbers with spam or unwanted calls. 

Entrepreneurial framing is used to diminish the concerns regarding the unknown number. As 

Braun needed to appeal to this specific audience that showed very low trust for him, getting 

the right message through quickly was vital in order to proceed with the conversation. 

Legitimacy is acquired by simply presenting himself with a logic that is not relatable with 

spam or other related unwanted activities. Based on the tone and continued interest for 

Boardie and the product, it can be stated that the initial legitimacy was heavily increased. 

The final quote contains a selected part from the observations of the very last phone call (end 

of learning curve). The potential customer is being convinced to try out the product (the last 

sample). Two legitimacy increasing strategies can be identified: 

“23He said that such things are difficult due to legal issues. 24I told him that we have the 

Inspecta certificate and that we are trying to get the TÜV certificate as well, but that we do 

not have it at the moment. 25I told him that our Boardie T-bars are wider and more 

comfortable than the usual ones. 26He said that they actually like to try our new things, but 

that it is not easy due to legal requirements. 27I told him that the Inspecta certificate is a CE 

certificate and that Boardie is quite successful here in Sweden. 28I said that we are sending 

free Boardie samples to Austrian ski resorts so that they can try it out, and that we have 

already sent some. I said that it is perfectly fine if he is not interested because we do not have 

TÜV at the moment. 29My words convinced him and he gave me their mailing address directly 

on the phone. I was very kind and polite, but let him feel that it is no problem for us if he is 

not interested, since there are many ski resorts in Austria.” 

Conformance to established standards is shown by stating that Boardie has a CE certificate 

and are currently trying to get a TÜV certificate as well, just like in an earlier phone 

conversation. The focus shifts from “not having a certificate” to “having a certificate”, and 

trying to even get another one. This displays knowledge about the industry and may also 

increase the industry and sociopolitical regulatory legitimacy. 

                                                
23	Response	that	difficult	due	to	legal	issues	
24	Certificate	
25	Telling	more	about	the	product	
26	Response	that	difficult	due	to	legal	issues	
27	Certificate	
28	Telling	that	it	is	fine	if	they	are	not	interested	
29	Receiving	address	on	phone	
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By letting the prospect know that Boardie is selecting Austrian ski resorts as a part of their 

expansion, and that they are already successful in Sweden, makes the prospect appealed but 

not quite ready to take a decision. But when combined with sales framing, which indicated 

that there was a limited set of samples and that it was perfectly fine to reject the offer, as 

Boardie could find someone else that would be more interested in the opportunity, the 

prospect agreed to try the sample at their ski resort. In sales framing, the fear of regret is a 

large factor as potential customers seek to avoid losses and missed opportunities, which could 

be confirmed by the prospect agreeing to try the sample after the scarcity and loss message 

was communicated.
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5. Discussion 

In this chapter the findings of the data are being linked to prior research, while also being 

discussed and analyzed. By doing so it is attempted to answer the research question. 

Moreover, limitations of this study and possibilities for future research are being presented.  

In the findings, different framing strategies are used in the various conversations. Along with 

these, different legitimacy acquirement strategies are used. The framing strategies and 

legitimacy acquirement strategies affect different kind of legitimacies.  

The framing strategies can be identified 11 times in total. Entrepreneurial framing and 

attribute framing is identified four times, while sales framing is identified two times and goal 

framing is identified one time. Risky-choice framing can be argued was found in most of the 

conversations mentioned, however, only the highlighting part of risky-choice framing was 

identified. Risky-choice framing works by highlighting some parts of reality while neglecting 

others, which can be identified in most of the conversations in chapter 4. Highlighting was 

usually found when trying to shift focus to something that is beneficial for Boardie (for 

example that Boardie had a CE certificate), or together with entrepreneurial framing when 

highlighting certain aspects according to the context. However, the results lack any 

connection to a decision problem that have a forced-choice with one sure choice and one 

risky-choice, which is a large part of risky-choice framing and plays a role in changing 

perception and potentially the decision making (Tversky and Kahneman, 1985). Therefore, 

we can conclude that only a certain aspect of risky-choice framing could be found. 

It is assumed that the legitimacy for Boardie and its products by the initial contact in most 

cases was small or even non-existent (for example when talking to the gatekeeper), which 

most likely means that the willingness for a potential cooperation with Boardie was low. It 

can be argued that the effects of framing and its legitimacy increasing effects could be noted 

by the potential customer agreeing to try out the sample and potentially working with the 

company. Henisz and Zelner (2005) claims similarly, as they state that the effects of framing 

can be much greater for less established and dynamic subjects, and therefore framing is of 

utmost importance for entrepreneurs when managing new venture legitimacy.  

Even though the quotes from the findings can seem straightforward, they sometimes have 

complex meanings as the framing strategies can affect the legitimacy evaluation in more than 
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one dimension.  For example, mentioning that the Boardie T-bar is being used in 10 out of 15 

of Swedens biggest ski resorts may not only change the evaluation of the Boardie T-bar (the 

product), but might also change the perception of Boardie as a company, or the people 

operating the company. This is also hard to measure, which is why the authors of this study 

believe that the autoethnographic approach is suitable, and the willingness to accept a free 

sample and potentially partner up in the future a good measure of increased legitimacy. 

Two legitimacy acquirement strategies are used, selection and conformance. Conformance 

could be identified three times, while selection (where a certain level of conformity still is 

present) was used one time. The two strategies manipulation and creation was not used. As 

conformance and selection involve the least external change, it can be regarded as a good 

choice as Boardie is a very small venture in the industry, and would probably have a hard 

time to manipulate the environment or create a new environment. All external change 

occurred to microenvironments (potential customer companies), as Boardie is operating with 

scarce resources, which also is suggested by DiMaggio and Powell (1991). A attempt to use a 

legitimacy acquirement strategy could possibly also have the reverse effect if not executed 

properly, which did not occur in any of the conversations documented by Braun. 

The affected legitimacies were cognitive legitimacy, industry legitimacy and sociopolitical 

regulatory legitimacy. Industry legitimacy was found to be affected five times while the 

cognitive and sociopolitical regulatory legitimacy was affected two times. Sociopolitical 

normative legitimacy could have been increased one time by using an endorsement, but was 

not. However, dividing the different legitimacies into different categories can sometimes be 

tough as they occasionally blend in with each other. 

Increasing these different legitimacies can help when uncertainty arises from external actors 

(Zimmerman and Zeitz, 2002). In the conversations, uncertainty often occurred regarding to 

Boardie as a company and their product. When the legitimacy increased (often through 

framing strategies or legitimacy acquirement strategies), a feeling of the potential customer 

being more inclined to give Boardie a try occurred, and it often lead to accepting the sample 

for a tryout. 

The acceptance of a sample can be seen as a increased willingness for potential partnership. 

During Braun’s period at Boardie, he had ten samples to hand out. Eight of these samples 

were accepted in conversations where legitimacy increasing activities had been carried out. 
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That means that a vast majority of acceptance of samples was made when a framing or 

legitimacy acquirement strategy was used. It can be argued that the willingness for potential 

partnership therefore is a result of increased legitimacy throughout the conversation. 

Many different studies have tried to create a measuring framework for legitimacy. Even 

though they have come a long way, the authors of this study still believe that legitimacy is a 

very complex and dynamic subject. This makes it hard to measure and to see which outcomes 

it provides. 

 

5.1 Limitations 

One of the largest limitations of this study is that it was actually not measured if and to what 

extent new venture legitimacy was increased. However, it can be quite hard to measure such 

perceptual and dynamic things. As the choice of method was autoethnography and the data 

was generated by one person alone, the data was also highly subjective. However, the choice 

of method may be appropriate since this study is based on the experiences and observations of 

one of the two authors. 

 

5.2 Future Research 

The framing strategies have been performed by an Austrian “entry agent” in order to increase 

the legitimacy of a Swedish start-up in the Austrian and Bavarian market. Hence, future 

research could investigate if these framing strategies also apply in different business contexts 

(e.g. in domestic markets, in other international markets, other industries or without an entry 

agent). Moreover, it is important to try to measure to what extent these strategies are actually 

increasing the legitimacy of new ventures. For instance a quantitative survey analysis with 

potential customers of new ventures could possibly measure this. Such a study may also prove 

the conceptual model mentioned in this thesis.  
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6. Conclusion 

The aim of this master thesis was to identify effective framing strategies that increase the 

legitimacy of new ventures. An autoethnography has been conducted which lead to the 

application and identification of several framing strategies, as well as legitimacy acquirement 

strategies. 

It can be concluded that legitimacy, especially together with framing, is a complex and  

intangible subject which can be hard to measure and specify what outcomes it brings. 

However, it is also deeply interesting for new ventures as it can completely alter the success 

of a company or organization. One can imagine a company with the worlds best product – but 

with absolute zero legitimacy. Who would try out the product? 

In this study, the different framing strategies were used and can be considered to be successful 

in increasing legitimacy. Different legitimacy acquirement strategies also assisted in 

increasing the legitimacy, just like in the conceptual model in chapter 2.3. However, with the 

choice of method, it should be kept in mind that the measure of legitimacy was highly 

subjective and was measured by the willingness to cooperate with a rather unknown company. 

The experience of how inclined a potential customer was towards cooperating with Boardie 

before performing framing and legitimacy acquirement strategies was also recorded and 

affected the perception of legitimacy (most potential customers felt much more inclined to try 

out a Boardie T-bar towards the end of the call after the strategies were performed). 

Framing and its effects has been studied in many different areas. This include areas from 

psychology to areas of human judgment and decision-making. However, its applicability on 

legitimacy and new ventures is very limited. The studies made on legitimacy often include 

already established or successful organizations, and conclude that their legitimacy is partly 

achieved as a result of their profitability, which does not show how they acquired the 

legitimacy in the first place (Zimmerman and Zeitz, 2002). In addition to this, most new 

ventures do not survive within the first couple of years, and legitimacy has been shown to 

have a large impact on new venture survival.  

Framing has been proved to be a very powerful concept in many different areas, and 

legitimacy has been shown to be a very valuable asset for new venture survival and growth. 

This study combines the two topics and is a contribution to the lack of earlier research in this 
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particular field, and may serve as a foundation for future research on the topic of framing and 

legitimacy in new ventures. It also displays insights of increasing legitimacy in a new venture 

before any substantial profits have been reached, which is rare.  

In today’s world, where more new ventures are born than ever before, the study can also bring 

value to entrepreneurs that operate in new venture environments, and hopefully serve them in 

their often highly fragile states. For entrepreneurs, it can also bring value by creating 

awareness around legitimacy and its large importance for survival in new ventures. It also 

brings understanding about the methods that can be used in order to affect the different kinds 

of legitimacies. 

The authors of this study argue that the rather uncommon, but practical, method of 

autoethnography is increasing the value of this study, as many aspects of entrepreneurship are 

very practical. Combined with the fact that legitimacy is a very complex and dynamic subject, 

other approaches such as for example a qualitative approach may have difficulties and 

complications in creating frameworks and measurement structures. The data that was used in 

this master thesis is purely based on real business cases and none of the people who 

responded knew that empirical data was generated from the responses. Hence, the answers 

could not really be falsified or twisted by the respondents (which is possible when conducting 

a survey). Therefore, the data is of high validity.  
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Appendix: Categories and Codes 

Deciding (6): Deciding to only send emails after phone call; Deciding to ask if number of T-

bar lifts correct; Deciding to only call ski resorts that have at least 5 T-bar lifts; Deciding to 

only call ski resorts that are still open; Deciding to fly to Innsbruck; Deciding not to work; 

Introducing (5): Introducing myself and asking if number of T-bar lifts correct; Introducing 

myself and asking if possible to speak operations manager; Introducing myself and asking 

about number of T-bar lifts; Introducing myself and asking if they want to try out Boardie 

sample; Introducing myself and asking if speaking to operations manager; 

Asking (5): Asking if they want to try out Boardie sample; Asking if possible to speak to 

boss; Asking if I should send more info via email; Asking for operations manager; Asking if 

they have T-bar lifts; 

Response (24): Response that another person is in charge; Response that no interest; 

Response that they want to try it; Response that could try it out next season; Response that 

need to check if allowed to install; Response that no money to renew lifts; Response that 

interested; Response that trend is that chairlifts replace T-bar lifts; Response that chairlifts 

expensive; Response that no T-bar lifts; Response that operations manager busy; Response 

that only one T-bar lift; Response that operations manager not here; Response that operations 

manager probably sleeping; Response that boss not available; Response that very unlikely that 

they will invest in their T-bar lifts; Response that none of operations managers available; 

Response via email that no interest; Response that cannot alter lifts; Response that nobody of 

management available; Response that probably will remove T-bar lift; Suspicious response 

because offer is for free; Response that difficult due to legal issues; Response that they are 

planning on installing new T-bar lift; 

Sending (8): Sending more info via email; Sending email to get address; Sending email; 

Writing that only limited amount of samples; Writing we want ski resorts that interested in 

innovative ideas; Writing email concerning their pole diameter; Writing that Boardie T-bars 

are chance because inexpensive; Sending email about pricing information; 

Telling (7): Building up trust and credibility; Telling more about the product; Telling that this 

is an offer from our side; Telling that Boardie T-bars are chance because inexpensive; Telling 
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we want ski resorts that interested in innovative ideas; Telling why I am calling; Telling that it 

is fine if they are not interested; 

Various (9): Certificate; Checking emails; Meeting with guy from Business Sweden; 

Agreeing to send samples as soon as possible; Content of email; Translating; Being 

confronted why I call from an unknown number; Explaining why I call from an unknown 

number; Ending internship; 

Receiving (14): Receiving phone number of boss; Receiving address on phone; Receiving 

question if Boardie already used in Germany; Receiving question how Boardie T-bars look 

like; Receiving question concerning installation of Boardie T-bars; Receiving different 

number; Receiving request to call later; Receiving email that T-bars from another company 

than Doppelmayr; Receiving question if we will be at Interalpin trade fair; Receiving different 

numbers; Receiving question why I want to speak operations manager; Receiving address via 

email; Receiving question why I call; Receiving different contacts; 

 
 
 


