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Abstract

With their creativity and innovative business models, entrepreneurs make an important
contribution to global innovation, thus promoting economic growth and the labor market with
startup jobs. However, the growth ambitions of entrepreneurs also require investments. Against
this backdrop, previous research has already extensively discussed the importance of external
investors and highlighted different facets of the entrepreneur-investor relationship. Central
concept, to explain this relationship, is investor relations, which mainly refers to the
communication of entrepreneur and investor.

However, research on investor communication faces the challenge that a variety of new
players, hence new forms of financing, have recently emerged in the market, further
fragmenting the research field. In addition, technological advances are also changing the way
entrepreneurs and investors communicate with each other. Against this background, previous
research on investor relations in the startup context leaves open research questions that will be
answered in this dissertation. This results in the following overarching research question for
the structure of this dissertation: How do entrepreneurs shape communication with their
investors?

The first study was co-authored with Andreas Kuckertz and captures the research
landscape on entrepreneurial communication using bibliometric analyses with algorithmic
historiography and thematic map for science mapping. Thus, the structures of previous
communication research from an entrepreneurship perspective are examined in more detail.
The basis of this analysis is 383 articles from peer-reviewed journals. The results of these
analyses show that communication in the context of resourcing is a relevant field of research,
especially in investor relations. Overall, this study thus opens the research field of this
dissertation by embedding investor communication as an element of entrepreneurial
communication research.

The second study was conducted with Elisabeth S.C. Berger and is a structured
literature review that reviews the current state of research on trust between entrepreneurs and
different types of investors. It identified and analyzed 32 articles dealing with trust in the
context of venture capital, business angels, crowdfunding, or bank financing. This study builds
on the results from the first study by revealing that communication is a trust-building factor.
Thus, the second study shows how different concepts are interrelated and influence trust in the

entrepreneur-investor relationship.



The third study is co-authored with Andreas Kuckertz and examines the communication
of entrepreneurs before and during the first wave of the COVID-19 pandemic. It also considers
the extent to which entrepreneurs financed by a venture capital investor differ in their
communication from those entrepreneurs working without an investor. For this purpose, a
novel method of text analysis was used to examine 110,283 tweets from 760 entrepreneurs.
The results indicate that working with a venture capital investor also changes the
professionalism of founder communication. This group shows a more professional expression
of their emotions.

In the fourth study, which was conducted in collaboration with Andreas Kuckertz, the
emotions of investors expressed in communication are examined. This study focuses on venture
capitalists and business angels. Although these two investors have a longer history in
entrepreneurship research, their emotions have so far been largely ignored. However, since
emotions are also relevant within relationships and therefore also in communication, this study
broadens the view of the big picture in the entrepreneur-investor relationship by adding an
emotional perspective. For this study, 994,969 tweets from 822 investors were analyzed and
statistically compared regarding their emotions.

Overall, the four studies in this dissertation address different relationship concepts that
arise in the context of entrepreneur-investor relationships. Thus, this dissertation also provides

impulses for entrepreneurs and investors in practice, for research and also for politics.



Zusammenfassung

Entrepreneure leisten mit ihrer Kreativitat und innovativen Geschéaftsmodellen einen wichtigen
Beitrag zum weltweiten Innovationsgeschehen, férdern damit das Wirtschaftswachstum und
schaffen Arbeitsplatze. Die Wachstumsambitionen der Entrepreneure erfordern allerdings auch
Investitionen. Vor diesem Hintergrund hat frihere Forschung die Bedeutung von externen
Kapitalgebern bereits umfassend diskutiert und unterschiedliche Facetten der Entrepreneur-
Investor-Beziehung beleuchtet. Zentrales Konzept, zur Erklarung dieser Beziehung ist Investor
Relations, welches sich vor allem auf die Kommunikation von Entrepreneur und Investor
bezieht.

Die Forschung zur Investorenkommunikation steht jedoch vor der Herausforderung,
dass sich in jungster Vergangenheit eine Vielzahl an neuen Akteuren, somit neue
Finanzierungsformen, auf dem Markt entwickelt haben, die das Forschungsfeld weiter
fragmentieren. Dariiber hinaus verdndert auch der technologische Fortschritt die Art und
Weise, wie Entrepreneur und Investoren miteinander kommunizieren. VVor diesem Hintergrund
lasst die bisherige Forschung zu Investor Relations im Startup Kontext offene
Forschungsfragen zuriick, die im Rahmen dieser Dissertation beantwortet werden sollen.
Daraus ergibt sich tibergeordnet folgende Forschungsfrage fir die Struktur dieser Dissertation:
Wie gestalten Entrepreneure die Kommunikation mit ihren Investoren?

Die erste Studie wurde gemeinsam mit Andreas Kuckertz verfasst und erfasst durch
den Einsatz bibliometrischer Analysen die Forschungslandschaft zu Entrepreneurial
Communication mit einem algorithmischen Historiographen und einer thematischen Karte fir
die  Wissenschaftskartierung. Damit  werden die  Strukturen der  bisherigen
Kommunikationsforschung aus Entrepreneurship Perspektive naher betrachtet. Die Grundlage
dieser Analyse bilden 383 Artikel aus peer-reviewten Journals. Die Ergebnisse dieser Analysen
zeigen, dass Kommunikation im Kontext der Ressourcenbeschaffung ein relevantes
Forschungsfeld darstellt, insbesondere in Investorenbeziehungen. Diese Studie erdffnet damit
das Forschungsfeld dieser Dissertation, indem Investorenkommunikation als Bestandteil der
Entrepreneurial Communication Forschung eingebettet wird.

Die zweite Studie entstand mit Elisabeth S.C. Berger und ist ein strukturierter
Literaturtiberblick, der den aktuellen Forschungsstand zu Vertrauen zwischen Entrepreneuren
und verschiedenen Investorentypen aufarbeitet. Dabei wurden 32 Artikel identifiziert und
analysiert, die sich mit Vertrauen im Kontext von Venture Capital, Business Angels,

Crowdfunding oder Bankfinanzierungen befassen. Diese Studie ist mit den Ergebnissen der
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ersten Studie verbunden und zeigt, dass Kommunikation ein vertrauensbildender Faktor ist.
Somit zeigt die zweite Studie, wie verschiedene Konzepte miteinander verknipft sind und das
Vertrauen in der Unternehmer-Investor-Beziehung beeinflussen.

Die dritte Studie ist gemeinsam mit Andreas Kuckertz entstanden und untersucht die
Kommunikation von Entrepreneuren vor und wahrend der ersten Welle der COVID-19
Pandemie. Dabei wird auerdem beriicksichtigt, inwieweit Entrepreneure, die durch einen
Venture Capital Investor finanziert wurden, sich in der Kommunikation von denjenigen
Entrepreneuren unterscheiden, die ohne Investor arbeiten. Hierfur wurde eine neuartige
Methode der Textanalyse eingesetzt, mit deren Hilfe 110 283 Tweets von 760 Entrepreneuren
untersucht wurden. Die Ergebnisse deuten darauf hin, dass die Zusammenarbeit mit einem
Venture Capital Investor auch die Professionalitat der Griinderkommunikation verandert. So
zeigt diese Gruppe vor allem ein professionelleres Ausdriicken ihrer Emotionen.

In der vierten Studie, die in Zusammenarbeit mit Andreas Kuckertz entstand, werden
in der Kommunikation ausgedriickte Emotionen von Investoren untersucht. Dabei fokussiert
sich diese Studie auf Venture Capitalists und Business Angels. Obwohl diese beiden Investoren
auf eine langere Historie in der Entrepreneurship Forschung zuruickblicken, sind deren
Emotionen bislang weitgehend unberiicksichtigt geblieben. Da jedoch Emotionen auch
innerhalb von Beziehungen und daher auch in Kommunikation relevant sind, erweitert diese
Studie den Blick auf das Gesamtbild in der Entrepreneur-Investor-Beziehung durch eine
emotionale Perspektive. Fir diese Studie wurden 994 969 Tweets von 822 Investoren analysiert
und hinsichtlich ihrer Emotionen statistisch miteinander verglichen.

Insgesamt adressieren die vier Studien dieser Doktorarbeit verschiedene
Beziehungskonzepte, die im Zusammenhang von Entrepreneur-Investor-Beziehungen
auftreten. Damit liefert diese Doktorarbeit auch Impulse fur Entrepreneure und Investoren in

der Praxis, fir die Forschung und ebenso fir die Politik.
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1. Introduction

“Understanding this relationship is an important task for the entrepreneurship
community, which is interested in a vital and fruitful collaboration between the two

distinct parties that bring venture ideas and venture resources to one table.”

Middelhoff et al. (2014, p. 327)

Startups are an important stimulus for economies, contributing to its growth, foster competition,
creating new jobs in the labor market, and overall contributing to innovation with their ideas
(Block et al., 2017). Until then, entrepreneurs must overcome various challenges along this way
to ensure the long-term existence of their startups (George, 2005). The novelty of the
organization is often associated with a lack of track record, which in turn leads to a lack of
reputation (Amit et al., 1998). Moreover, there is a lack of customers and thus of the
corresponding cash flows, and in particular a lack of human and financial resources to support
the growth ambitions. Financial resources, especially, are a key driver in this context in order
to further develop their innovations, hire employees, build marketing activities and grow in the
markets (Block et al., 2018; Huang & Knight, 2017). However, entrepreneur’s OWn money is
rarely sufficient and mobilizing outside capital is a challenge for entrepreneurs (Ferrati &
Muffatto, 2021). Money from family and friends is limited available (De Clercq et al., 2006)
and is typically insufficient for the just mentioned growth ambitions. Furthermore, the great
uncertainty with risk as well as a lack of cash flows are reasons that make it difficult for startups
to access traditional forms of external capital such as a bank loan (Block et al., 2018; De Clercq
et al., 2006; Harrison et al., 2022). Against this background, finding ways and investors for the
financing of their new technologies and business models is a strategic task for the entrepreneurs.
Therefore, building relationships with financial stakeholders such as investors is an important
milestone for entrepreneurs’ and their startups (Ferrati & Muffatto, 2021; Hellmann & Puri,
2002).

The successful realization of this strategic task is closely related to communication,
since communication is vital for organizations to achieve the set goals (Zerfass et al., 2018). In
the entrepreneurship and communication literature, this research path is explored in particular
under entrepreneurial or startup communication (Fischer & Reuber, 2014; Godulla & Men,
2022; Wiesenberg et al., 2020), a concept that involves communication of entrepreneurs to

stakeholders. In this regard, entrepreneurial communication is a vital concept with implications
1



for resource acquisition questions of entrepreneurs (Martens et al., 2007; Wiesenberg et al.,
2020).

Research on entrepreneurial communication has recently gained momentum and
developed as burgeoning research stream (Godulla & Men, 2022; Wiesenberg et al., 2020). An
important pillar of this stream builds the investor communication, as it includes the
communication and relationship concepts against the financial partners, the investors such as
venture capitalists (VCs) or business angels (BAs) (Kollmann & Kuckertz, 2006; Shepherd &
Zacharakis, 2001).

However, investor communication receives little attention compared to other areas of
communication research (Laskin, 2009). And available research on this topic, mainly addresses
established companies, which often sell their share via the stock exchange (Dolphin, 2004;
Hoffmann et al., 2018), a practice that differs to startups and their investor relations (Moritz et
al., 2015). Consequently, the findings of this research have limited applicability because startup
financing serves a smaller investor pool compared to the stock market (Kollmann & Kuckertz,
2006).

Against this background, the purpose of this dissertation is to shed light on the investor
communication of entrepreneurs’ and their startups and provide a better understanding of this
complex concept. The aim is to contribute to the research of entrepreneur-investor relationships
and in detail to the discussion of entrepreneurial investor communication. In doing so, this
dissertation is guided by the following overarching question: How is the entrepreneur-investor
communication shaped?

This chapter is structured as follows. In Section 1.1 the conceptual background of
investor communication is discussed. The relevance and motivation for this dissertation is
presented in Section 1.2. And the overview of the four studies of this dissertation is provided

in Section 1.3

1.1 The concept of investor communication: context of this dissertation
The concept of investor communication (sometimes is investor relations or investor relationship
marketing used as synonym) is rarely defined in the entrepreneurship literature. Therefore, to
create the conceptual background for this dissertation, various explanatory approaches from
different disciplines are used to explain investor communication. An overview of this approach
is presented in Table 1-1 which show descriptions of previous studies.

In previous studies an often-used description (Laskin, 2009; Strauf3, 2018) is from the

National Investor Relations Institute (2023) which assigns the concept to strategic management
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that combine and fulfill multiple tasks such as marketing and communication with a financial
background. Furthermore, this description shows that a target group of investor communication
is the financial community. The communication function is also highlighted by Hoffmann
(2018), who assigns the concept to corporate communication which address also the financial
community. Furthermore, both definitions expand the target groups from the financial
community up to other groups which are critical for the organization’s success (Hoffmann,
2018; National Investor Relations Institute, 2023). Moritz et al. (2015) build their description
on the studies from Dolphin (2004) and Hoffmann and Fieseler (2012) and refer to the sharing
of all relevant organizational information’s (financial and non-financial). The aim is to manage
relationships with a variety of stakeholders, including investor and other stakeholders (e.g.,
analysts). This relationship perspective is also used by Tuominen (1997) who use investor
relationship marketing as conceptual understanding and address investors with whom
organizations maintains relationships. Dolphin (2004) bridges investor communication also
with marketing — in the sense of a marketing communication strategy. A further synonym is
descripted in the paper of Schulte (2012) and is called entrepreneurial financing management.
This mainly refers to the challenge of entrepreneurs in acquiring money and the search process
for potential investors.

Across all these descriptions, there are some core findings: Investor communication is
the concept that describes financial relationships with investors and includes all relationship
stages from building to maintaining (Kollmann & Kuckertz, 2006; Moritz et al., 2015;
Tuominen, 1997). In essence and for entrepreneurs, it describes the communication activities
between entrepreneurs and their investors, which is why it is also linked to the startup’s overall
communication strategy (Kollmann & Kuckertz, 2006). In this vein, an understanding emerges
that investor communication is influenced by and interacts with other concepts; especially from
relationship management (Schulte, 2012; Tuominen, 1997) and communication (Hoffmann,
2018; Moritz et al., 2015).

Furthermore, the investor communication literature is primary focused on the activities
of established companies which is also reflected in the definitions. And as mentioned above,
this knowledge is limited applicable to the context of startups (Moritz et al. 2015). Because
entrepreneurial relationships take place on a personal level, characterized by face-to-face
communication. For example, Panda and Dash (2016) findings describe that investors and
entrepreneurs’ have a close alignment in the early-stage phase (daily-weekly). The
entrepreneur-investor relationship is further influenced by the relationship context, what makes

it special. Entrepreneurs’ startups are often not yet established (Huang & Pearce, 2015), their
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products or services are in early development stages and used technologies are unproven
(Murray & Marriott, 1998) - which is why they have yet to build legitimacy and trust with their
stakeholders (Nagy et al., 2012; Pollack et al., 2017). However, since the entrepreneur often
has more comprehensive information at his disposal, there is information asymmetry and thus
a risk of opportunistic behavior (Cable & Shane, 1997). Against this background, the
entrepreneur takes on the role of information gatekeeper (Shepherd & Zacharakis, 2001).
Furthermore, it is known from principal-agent theory that adverse selection and moral hazard
problems are possible in the entrepreneur-investor relationship (Ferrati & Muffatto, 2021; Fried
& Hisrich, 1994; van Osnabrugge, 2000). Adverse selection relates primarily to the pre-
contractual relationship phase, where the entrepreneur (agent) can also use its information
advantage to conceal product or business model weaknesses from the investor (principal), for
example. In the case of moral hazard, the entrepreneur (agent) can use these information
asymmetries to his own advantage opposite the investors (principal). In sum, overcoming the
resulting uncertainty and information asymmetries are then central tasks of communication
against investors (Dorfleitner et al., 2018; Ferrati & Muffatto, 2021; Kollmann & Kuckertz,
2006; Moritz et al., 2015; Parhankangas & Ehrlich, 2014). In this vein, investor communication
is thus key to the growth ambitions of entreprencurs’ and their startups and builds a core for

shaping relationship.



Table 1-1: Descriptions of investor communication

Author(s) Description of investor communication

Tuominen “By investor relationship marketing, we mean the continuous, planned, purposeful, and

(1997) sustained management activity which identifies, establishes, maintains, and enhances
mutually beneficial long-term relationships between the companies and their current and
potential investors [...].” (p.47)

Dolphin “The purpose of this study is to describe, analyse and understand investor relations as a core

(2004) element of a co-ordinated marketing communications strategy [...].” (p. 27)

Laskin (2009)

Schulte (2012)

Moritz et al.
(2015)

National
Investor
Relations
Institute
(2023)

“The study claims that investor relations is a practice on the border of finance and
communications, and the synergy between these two areas is essential.” (p. 210)

“The tasks of the entrepreneurial financing management with regard to the arrangement of
market relationships are often understood as rather passive and reactive. The entrepreneur
represents his enterprise in this perception in a role as a defensive, searching or even begging
asker for funds.« (p.475)

“Investor communication, often referred to as investor relations, is understood as the
disclosure of financial and non-financial historic, current and future information about a
company through different media to establish or maintain relationships with prospective and
present investors, analysts and stakeholders (Dolphin, 2004; Hoffmann & Fieseler, 2012).
(p. 309-310)

“Investor relations is a strategic management responsibility that integrates finance,
communication, marketing and securities law compliance to enable the most effective two-
way communication between a company, the financial community, and other constituencies,
which ultimately contributes to a company's securities achieving fair valuation.” (online)

1.2 Motivation and relevance of investor communication in this dissertation

The findings of the conceptual understanding shows, that investor communication is an

integrative concept which relates to other relationship concepts. Therefore, this dissertation

aims to deepen the understanding of investor communication as an integrative relationship

concept for entrepreneurs. In doing so, this dissertation addresses different concepts and their

connection with investor communication: entrepreneurial communication, trust, and emotions.

Together, the connection of these three concepts provides a holistic view for entrepreneur-

investor relationships and their communication activities, as shown in Figure 1-1.

Overarching all four studies are interconnected in that they look at the entrepreneur-

investor relationship from a communication perspective. In doing so, study 1 is the starting

point of this dissertation and creates the overarching picture for entrepreneurial communication
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and its connection with investor communication. This paves the conceptual way for studies 2
and 3 which address identified research gaps from the bibliometric analysis in study 1. As
previous research highlights that the entrepreneur and/or the startup is the primary sender of
messages, in study 4 we investigate the investor as sender. Therefore, study 4 Study 4 flanks

the other studies by also integrating the investor perspective.

Figure 1-1: Overview and connection of the four studies of this dissertation
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Previous research indicates that all communication tasks of entrepreneurs are summarized
under the term entrepreneurial communication (Fischer & Reuber, 2014; Godulla & Men, 2022;
Gossel, 2022; Wiesenberg et al., 2020). Which leads to the circumstance that investor
communication is closely related to the entrepreneurial communication research stream.
However, until now, this stream so far lacks an overview regarding its structure (Godulla &
Men, 2022; Wiesenberg et al.,, 2020), which makes it difficult to classify investor
communication within this research and gain insights in the current knowledge. It is therefore
necessary to connect entrepreneurial communication and investor communication conceptually
and to identify previous knowledge structures. The first study establishes this foundation by
presenting the conceptual structures through the quantitative approach of a bibliometric
analysis. Furthermore, study 1 develops the overarching framework for entrepreneurial
communication research, define investor’s role in this framework and identify open research
questions.

First, the results of the bibliometric results show a connection between entrepreneurial
communication and other relationship concepts such as trust. In the light of investor
communication previous research shows, that information sharing through communication is
important to build relationships and trust with investors (e.g., Shepherd & Zacharakis 2001;

Sapienza & Korsgaard 1996). However, research of trust between and entrepreneurs is
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fragmented because of a heterogenous investor landscape. For example, entrepreneurs can raise
financial resources via the internet through crowdfunding (Mollick, 2014). In this case, a large
group of people (crowd) invests together in a startup, where the contributions of individuals
can be small and achieve their impact through mass (Ahlers et al., 2015). Furthermore,
traditional investors continue to be part of the ecosystem, such as, VCs (Berger & Kéhn, 2020;
Gompers & Lerner, 2001) and BAs (Maxwell et al., 2011). Against this background,
entrepreneurs’ have different investor types with which they communicate and build trust.
Therefore, the second study deepens the understanding of communication in trust-building with
investors and considers that there are different investors as receiver of entrepreneurial
messages. A result of this second study is therefore also a conceptual model of trust research in
the entrepreneur-investor relationship and locates communication within it.

Second, study 1 shows that the core of entrepreneurial communication research was
performed in contexts without crises or exogenous shocks. Only very few studies exist on the
context of an exogenous shock, which mean there is a lack of entrepreneurial crises
communication. Therefore, the third study address this gap and investigate entrepreneurial
communication considering the COVID-19 pandemic. Here, the context as well as the
relationship to investors (VCs) and its effects on entrepreneurial communication are examined.
Since investors like VCs are important network partners (Large & Muegge, 2008), this also
considers the relevance of networks in the context of a crisis (Bréndle et al., 2023; Meurer et
al., 2022). In doing so, this study focuses on another concept associated with communication -
the expressed emotions (Fernandez-Véazquez & Alvarez-Delgado 2020; Scherer 2003).
Furthermore, the in study 1 identified transformation process of entrepreneurial communication
is also considered. Digitalization, and social media, are changing the way people exchange
information and therefore also the way entrepreneurial stakeholders communicate (Chen et al.,
2017). Against this background, a stream of research is emerging through recent studies that
discusses social media and other digital channels in the context of entrepreneurial finance
activities (Aggarwal et al., 2012; Albrecht et al., 2020; Bayar & Kesici, 2020; Block et al.,
2022a; Fietkiewicz et al., 2018; Yang & Berger, 2017).

Third, particularly through the analyses from the first two studies, it became clear that
often only one relationship side is considered, that of the entrepreneurs. Entrepreneur-investor
relationships, however, are characterized by two sides, that of the entrepreneurs and that of the
investors (Smith & Bergman, 2020). Therefore, for entrepreneurs to shape relationships with
their investors, an understanding of the other side of the coin is also necessary. Since this has

been largely ignored so far, study 4 addresses this research gap. Since emotions play a relevant
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role for both investments and relationships, the focus of study 4 is on investors' emotions. In
this vein, this study also addresses the findings from Section 1.2 that communication is related
to other concepts. Here, the emotions of two key investors (VC and BA) are examined and
compared with each other. Furthermore, and similar to study 3, the fourth study also use the
digital communication style as background for the data collection. This considers the
circumstance that investors are also active and communicate via social media (Moritz et al.
2015).

1.3 Structure of this dissertation

This dissertation comprises a bibliometric analysis, a structured literature review and two
empirical studies that shed light on different concepts of investor relations in startups. In doing
S0, these papers analyze two fundamental concepts of entrepreneur-investor relationships — trust
and communication. Table 1-2 summarizes these four studies.

The first study Bibliometrically mapping the research field of entrepreneurial
communication: Where we stand and where we need to go is an overview about the current
knowledge in entrepreneurial communication research (Kaiser & Kuckertz, 2023a). Over the
past few years, research at the intersection of entrepreneurship and communication has grown
and developed as entrepreneurial communication (Godulla & Men, 2022; Wiesenberg et al.,
2020). To date, however, overviews of this research field have been sparse, calling for a review
(Godulla & Men, 2022). A bibliometric analysis in study one (Block & Fisch, 2020; Donthu et
al., 2021; Zupic & Cater, 2015) will therefore uncover the structures of previous entrepreneurial
communication research and identify research gaps to build a research agenda. With the focus
on the overall entrepreneurial communication topic, it shows also how investor communication
is embedded in this research stream and it’s role for fields development. The basis of the
analysis builds a sample of 383 journal articles written in English. And the analysis of this
dataset based on a thematic map for the identification of motor themes and an algorithmic
historiography to identify the evolution over time. A key finding of the review shows that
communication to acquire necessary resources (e.g., finance, human) is an important
cornerstone of previous research. Entrepreneurial communication addresses therefore
especially resource providers as receiver. Furthermore, the results indicate a connection with
other concepts of entrepreneurial relationships and the study shows a growing interest in digital
communication, which is why social media communication is increasingly focused on.

The second study Trust in the investor-relationship marketing of startups — a systematic

literature review and research agenda examines the current state of research on trust between
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entrepreneurs and different types of investors (Kaiser & Berger, 2021). Although trust is an
important concept for entrepreneur-investor relationships and show links to communication,
there is a lack of structure to the related research stream. This is also complicated by the fact
that the entrepreneurial finance landscape has become more heterogeneous (Bellavitis et al.,
2017; Block et al., 2018; Drover et al., 2017) and trust between entrepreneurs and different
investors needs to be explored. Therefore, this study aimed to review the current state of
research and reveal pathways for future studies. The analysis of this study based on a structured
literature review (Booth et al., 2012; Fisch & Block, 2018; Scheu & Kuckertz, 2023) to identify
32 English-language articles from academic journals. These articles examine trust in the context
of four types of investors, including three traditional investors such as VCs, BAs and banks. In
addition, this literature review shows that trust between entrepreneurs and investors is also
being investigated in more recent forms of financing such as crowdfunding. In the context of
the investigated entrepreneur-investor relationships, the focus of previous research is especially
on VC relationships. Furthermore, previous studies show that trust has a close relationship with
communication, which is why the exchange of information between entrepreneur and investor
is an important precursor to building trust. Another key finding shows that the entrepreneur-
investor fit, for example through shared values, is also an important means of building trust.
The third study Emotional robustness in times of crisis: the effects of venture funding
on the digital communication styles of entrepreneurs examines the influence of a crisis, in this
case the COVID-19 pandemic, on the communication behavior of entrepreneurs (Kaiser &
Kuckertz, 2023b). While there is research on entrepreneurial communication (Godulla & Men,
2022; Wiesenberg et al., 2020) as well as on crises and their consequences for startups (Doern,
2016; Kuckertz & Bréndle, 2021), entrepreneurial communication in crises has been largely
ignored so far. Therefore, this study aimed to investigate the communication behavior of
entrepreneurs in the context of the COVID-19 pandemic. Since professionalism is also
associated with the relationship with VCs (Hellmann & Puri, 2002), we examine the extent to
which VC-funded entrepreneurs show different communication behavior here than do unfunded
ones. In doing so, we use an research method with rising usage in management and
entrepreneurship research (Block et al.,, 2022b; Fisch & Block, 2021; Lee et al., 2017,
Obschonka et al., 2017) which based on a large volume of written text and could analyzed
through computer. Therefore, this analysis based on a novel dataset with 780 entrepreneurs
from the United States and their online communication behavior from the social network
Twitter. A longitudinal dataset is used that consists of a total of 110,283 tweets split into pre-

pandemic and in-pandemic (first wave of the pandemic). To determine crisis influences on

9



communication, these tweets are checked by text analysis with the software Linguistic Inquiry
and Word Count (LIWC). With this analysis, we show that entrepreneurs generally have
different communication behavior during the first wave of the COVID-19 pandemic than they
did before - especially in the expressed emotions and the analytical content of the
communication. In detail, however, we find differences between VC-funded entrepreneurs and
those who are not funded at all. The results suggest that entrepreneurs who cooperate closely
with a VC and are funded by them control their emotions more professionally.

The fourth study Emotions in entrepreneurial finance: Analysis of venture capitalists’
and business angels’ emotions with digital footprints from Twitter examines differences in the
expressed emotions of different investor types. Although investors are a significant target group
for entrepreneurs, not all facets of their behavior have been studied to date. While startup
investments are, on the one hand, events associated with emotions, emotions are, on the other
hand, also part of communication. In addition, communication is important for investor
relations, communication is always two-way. Not only do entrepreneurs communicate with
their investors, but investors also communicate. Therefore, digital signals, for example via
social media, can also be viewed and perceived by entrepreneurs. With this in mind, this study
examines how two key investors, VCs and BAs, differ in their expressed emotions. For this our
dataset based on 822 VCs and BAs from the United States and their Tweets. With these
investors, we generated a tweet sample of 994,969 tweets. Through their professional
background as employees in an VC organization (De Clercq et al., 2006) and their partnership
with limited partners as capital providers from a VC fund (Kollmann et al., 2014), we expect
that VCs differ from BAs in their kind of self-presentation. In detail we expect, that these two
investor types show differences in their expressed emotions as part of their online
communication. Our analyzes of the investor Tweets show that this hypothesis is confirmed

and VCs express a more positive tone in their self-presentation
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Table 1-2: Studies in this dissertation

Study

Research question(s)

Relationship concept

Method and sample

Key findings

#1: Bibliometrically mapping
the research field of
entrepreneurial communication:
Where we stand and where we
need to go

#2: Trust in the investor-
relationship marketing of
startups — a systematic
literature review and research
agenda

#3: Emotional robustness in
times of crisis: the effects of
venture funding on the digital
communication styles of
entrepreneurs

#4: Emotions in entrepreneurial
finance: Analysis of venture
capitalists” and business angels’
emotions with digital footprints
from Twitter

What are the thematic
structures of entrepreneurial
communication research and
how does the discourse
develops over time?

What is the state of the art of
trust in the entrepreneur-
investor relationship?

What are paths for further
research in this research
stream?

How does a crisis change the
digital self-presentation of
entrepreneurs?

How do the expressed emotions
of VCs differ from BAs?

Communication

Trust

Emotion; Communication
(Entrepreneur)

Emotion; Communication
(Investor)

Bibliometric analysis; 383
research articles

Literature review; 32 research
articles

Text analysis; 780 US-based
entrepreneurs with 110,283
tweets

Text analysis; 822 US-based
investors with 994,969 tweets

Resource acquisition of
financial capital is an
important research stream
Social media
communication research is
growing

Research focuses
especially on trust in
Entrepreneur-VC
relationships
Communication is a key
antecedent to build trust
with investors (across
different investor types)

Entrepreneurs adapt their
communication within the
first wave of COVID-19
pandemic

VC-backed entrepreneurs
communicate more
professionally as unbacked
entrepreneurs

VCs communicate more
professional and use more
positive words

Results indicate that VCs
control their emotions
better
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2. Study 1 - Bibliometrically mapping the research field of
entrepreneurial communication: Where we stand and where we

need to go

Authors: Manuel Kaiser and Andreas Kuckertz?

Abstract

Entrepreneurial communication is vital for acquiring resources and building stakeholder
relations in startups. This research stream has grown rapidly in recent years and has developed
as a multidisciplinary field at the interface of communication and entrepreneurship. However,
this rapid development and the plethora of associated perspectives have led to a diverse and
fragmented research field with different foci and concepts, making structural overviews
difficult. Against this background, we conducted a bibliometric analysis to uncover the hidden
structure of previous entrepreneurial communication research and to guide scholars toward a
future research agenda. First, we identified 383 articles via the Scopus database, published in
245 academic sources, that covered nearly 50 years of research. We then connected the results
of previous research using co-occurrence analysis and a thematic map to highlight the
intellectual structure of the field and offer insights into its research clusters. Our algorithmic
historiographic analysis illustrates the development of the field over time and highlights
upcoming topics. Overall, entrepreneurial communication is crucial, particularly for startups
engaging in resource acquisition for employee and investor relations with venture capitalists

and business angels.

Keywords: bibliometric analysis, entrepreneurial communication, historiogaph, start-up,

thematic map

! Status and reference: This study is published in Management Review Quarterly: Kaiser, M., Kuckertz, A.,
Bibliometrically mapping the research field of entrepreneurial communication: where we stand and where we
need to go. Management Review Quarterly (2023), in press. https://doi.org/10.1007/s11301-023-00355-3.
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2.1 Introduction

Communication is vital for entrepreneurs to overcome weaknesses and build relationships with
their stakeholders and major resource providers (Fischer & Reuber, 2014). Recently, research
has seen an increasing number of studies addressing the communication activities of startups
and entrepreneurs under the umbrella of entrepreneurial communication or startup
communication (Fischer & Reuber, 2014; Godulla & Men, 2022; Gossel, 2022; Wiesenberg et
al., 2020). Broadly, we may equate entrepreneurial communication with all communication
emanating from startups, but focusing on more group-oriented subcategories, such as investor
relations (Kollmann & Kuckertz, 2006; Moritz et al., 2015), public relations (Chen et al., 2021),
or employee relations and leadership communication (Men et al., 2018; Men et al., 2021a)
makes entrepreneurial communication activities more concrete. We know from these previous
studies that entrepreneurs must undertake multiple communication tasks to support their
stakeholder relationships. Furthermore, since entrepreneurs rely heavily on these relationships
(Pollack et al., 2017), from a strategic perspective, communication can play an essential role
in ensuring an organization’s survival (Zerfass et al. 2018).

As new actors on the market, entrepreneurs must signal that they are part of it, and in
doing so, they must communicate to their different stakeholders their startups' existence (Singh
& Aust, 2022). Furthermore, to grow and survive, entrepreneurs need different resources from
these stakeholders (Huang & Knight, 2017). Moreover, this lack of resources is also countered
by entrepreneurial communication as it is essential for resource acquisition (Martens et al.,
2007; Wiesenberg et al., 2020); it helps to create legitimacy (Nagy et al., 2012) and is part of
trust building (Kaiser & Berger, 2021) with these stakeholders to create the exchange of
resources. In this vein, previous research describes entrepreneurs’ role as communication
agents (Men et al., 2021a).

However, in today’s volatile business environment, there is also a need for change and
new requirements for entrepreneurial communication. On the one hand, the digital
transformation, with its many different social media channels, is radically changing how
entrepreneurs communicate (Olanrewaju et al., 2020), from a former personal level to online
and sometimes anonymous mass communication. Moreover, this digital communication
transformation process was accelerated by the COVID-19 pandemic (Statista, 2020), which
limited face-to-face communication (Ratten, 2020). Thus, new opportunities associated with
technological progress are influencing entrepreneurial communication, as external events (e.g.,

crises) are changing established behaviors. On the other hand, another transformation
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process—sustainability transformation (Hinderer et al. 2021; Hockerts & Wiistenhagen, 2010;
Johnson & Schaltegger, 2020)—is underway, also shaping entrepreneurial communication.
Furthermore, globalization is compounding these developments by connecting people in
different cultural contexts, which is why entrepreneurial communication must consider cultural
aspects (Godulla & Men, 2022). Because of these developments, research and practice on
entrepreneurial communication must deal with considerable complexity.

In an overview, Wiesenberg et al. (2020) provided the first assessment of the research
status quo concerning entrepreneurial communication and identified six dimensions: resource
acquisition, internal communication, external communication, branding, entrepreneurs’
communication, and strategic communication. These different dimensions, each garnering
many publications, produced a diverse field of research that is extremely complex and
heterogeneous. In general, such a situation makes it difficult for researchers to take an
overview, is challenging for further research development, and can hinder the expansion of
knowledge (Kraus et al., 2021). Furthermore, entrepreneurial communication research is
conducted at the intersection of communication research (Men et al., 2021a) and
entrepreneurship research (Fischer & Reuber, 2014), further complicating the situation.
Consequently, in a recent editorial for a special issue on startup communication, Godulla and
Men (2022) described the research stream in this field as scattered and called for a systematic
unifying perspective.

Against this background, we conducted a bibliometric analysis to provide an overview
of the current state of knowledge and the structure of entrepreneurial communication research
(Block & Fisch, 2020; Donthu et al., 2021; Zupic & Cater, 2015). Hence, this study answers
the research question regarding the thematic structures of entrepreneurial communication in
published research and how the discourse has developed over time. Furthermore, the results
allow us to propose how research on entrepreneurial communication could and should develop
and which topics will be relevant for future research.

We examined a dataset of 383 articles by 849 authors, associated with 22,086
references, taken from the Scopus database to answer the research question. Such an extensive
dataset does not lend itself to a structured literature review but makes bibliometric analysis
preferable (Zupic & Cater, 2015). Furthermore, given the broad scope of entrepreneurial
communication research, bibliometric methods are potentially helpful in structuring the
research field (Donthu et al., 2021).

A key finding of our thematic mapping was that previous research has focused on

communication in the context of resource acquisition—employee relations for human
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resources and investor relations for financial resources. In particular, communication with
investors is a vast field of research that has drawn significant attention, as indicated by the most
influential articles in terms of citations.

With this paper, we make two contributions based on bibliometric analysis (Block &
Fisch, 2020; Donthu et al., 2021). First, as necessary in emerging and evolving fields (Moritz
& Block, 2022), we contribute to structuring the research on entrepreneurial communication,
showing its thematic evolution. Due to the scattered research landscape, a reliable overview is
missing so far (Godulla & Men, 2022; Wiesenberg et al., 2020). Primarily through the interplay
of two disciplines—communication and entrepreneurship—we contribute by revealing their
content structures and identifying trends. Since Wiesenberg et al. (2020) have already
highlighted initial research areas in their literature review, we extended their approach by
further elaborating on the underlying structures of the entrepreneurial communication research
field by using bibliometric analyses. Furthermore, our findings are summarized in an
integrative framework. Thus, we are meeting the demand for further systematic perspectives
in this field of research (Godulla & Men, 2022; Wiesenberg et al., 2020). Second, building on
our results, we suggest future research areas for entrepreneurial communication and propose a
research agenda grounded in existing research.

We have structured the remainder of this paper as follows. In Section 2.2, we describe
the methods and analytical techniques. The results concerning the descriptive structure of the
research field follow in Section 2.3. The thematic analysis based on science mapping is then
presented in Section 2.4. Building on these analyses and findings, we develop an integrative
framework and suggest a research agenda for future entrepreneurial communication research
in Section 2.5, give practical implications in Section 2.6, show the limitations in Section 2.7
and conclude the paper in Section 2.8.

2.2 Methods

2.2.1 Data collection

We used the Scopus database to identify relevant academic articles with an entrepreneurial
communication focus which researchers employ widely for bibliometric analysis in
entrepreneurship research (Anand et al., 2021; Dolhey, 2019; Pellegrini et al., 2020). Previous
research highlighted the enormous scope of the database (Anand et al., 2021) and the quality
of the covered journals (Dolhey, 2019). Scopus is a citation database that comprises over 84

million records, of which more than 26 million relate to peer-reviewed journals (Scopus, 2022).
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Accordingly, this database is suitable for helping emerging research fields gain the broadest
possible insight (Pellegrini et al. 2020); in our case into entrepreneurial communication
developments (Godulla & Men, 2022).

In selecting the keywords, we considered the diversity of entrepreneurial
communication to obtain a comprehensive picture of this research stream. Thus, we considered
entrepreneurial or startup communication (Godulla & Men, 2022; Wiesenberg et al., 2020),
impression management and self-presentation (Collewaert et al., 2021; Parhankangas &
Ehrlich, 2014), pitch presentations (Balachandra et al., 2021; Clingingsmith et al., 2023),
investor relations (Moritz et al., 2015), public relations (Chen et al., 2021), storytelling
(Chapple et al., 2021), rhetoric (Allison et al., 2013), and narrative (Martens et al., 2007;
Williams et al., 2016). The following search terms emerged from these considerations:
(entrepreneur* OR startup* OR "start-up*" OR "new venture*" OR "small firm*" OR founder
OR SME OR "small enterpris*" OR "small enterpriz*") AND ("impression management” OR
communicat* OR pitch* OR "self-presentation” OR "self-presentation” OR storytelling OR
rhetoric* OR narrativ* OR "public relations™ OR PR OR "investor relations").

Overall, the first part of the search string covered different variations of
entrepreneurial, and the second part covered the central concepts of communication, enabling
us to search for entrepreneurial communication articles. This strategy also covered most of the
keywords relating to Wiesenberg et al. (2020), extended in the communication part of the
search string with more detailed keywords (e.g., impression management, pitch, and
storytelling). However, our keywords differed from those of Wiesenberg et al. (2020) because
we did not use marketing or branding keywords. Indeed, Wiesenberg et al. (2020) pointed out
that their findings on startups’ strategic communication covered two core areas:
entrepreneurial marketing and entrepreneurial communication. Because our bibliometric
analysis emphasized entrepreneurial communication, we focused on communication keywords.
Nevertheless, we also identified entrepreneurial marketing articles but only those directly
related to communication and thus part of marketing communication (Park & Loo, 2022;
Wallnéfer & Hacklin, 2013).

Following previous bibliometric analyses, we used this search string to search the titles
for relevant articles (Deyanova et al. 2022; Kalantari et al. 2017; Kraus et al. 2014) up to

October 5, 2022.2 In line with these studies, the title search helped identify articles closely

2 \We are aware that it is common in some bibliometric analyses to include only complete years in the analysis.
Thus, if the search query takes place in the middle of the year, as in our study, the search year is often excluded
for further analysis. However, since this research stream is still developing, we did not want to exclude any
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connected to our topic (Deyanova et al., 2022). Thus, we identified articles that addressed our
research focus, and this procedure allowed us to access a larger dataset for entrepreneurial
communication. The first search of Scopus returned 703 articles, but additional filters, which
were used as exclusion criteria, reduced this finally to 383 articles.

On the one hand, we included only journal articles for further analysis (Anand et al.,
2021; Block et al., 2020). On the other hand, we limited the analysis to the Scopus categories
Business, Management and Accounting, Economics, Econometrics and Finance, and Social
Sciences. This approach enabled us to cover entrepreneurial communication articles in
communication journals (Men et al.,, 2018; Men et al., 2021a) and entrepreneurship or
management journals (Davis et al. 2017; Martens et al. 2007) if they fell into different subject
categories. For example, the International Journal of Strategic Communication is listed in
Scopus under Social Sciences but has recently published articles on entrepreneurial
communication (Godulla & Men, 2022; Gossel, 2022). Furthermore, we only included articles
in the English language (Block et al., 2020; Deyanova et al., 2022). This procedure resulted in
a final sample of 383 articles with 22,086 references. Figure 2-1 summarizes the data collection
process.

Figure 2-1: Article identification process

Systematic Search
Database: Scopus
Search string: (entrepreneur* OR startup* OR "start-up*" OR "new venture*" OR "small firm*" OR founder OR SME OR "small
enterpris*" OR "small enterpriz*") AND ("impression management" OR communicat* OR pitch* OR "self-presentation” OR "self
presentation” OR storytelling OR rhetoric* OR narrativ* OR "public relations" OR PR OR "investor relations'")

| N = 703 articles |

'—' 240 articles removed after journal and article filter

| N = 463 articles |

—_— 60 articles removed after subject area filter

| N =403 articles |

4—* 20 articles removed after language filter

| N = 383 articles |

relevant articles by using an artificial cut-off. In particular, in a first initial screening, we discovered that an
important special issue on entrepreneurial communication was published in spring 2022, which would be excluded
with a year cut-off. We therefore followed the study by Block et al. (2020), who conducted a bibliometric analysis
including March 2019.
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2.2.2 Bibliometric analysis

For various reasons, this study relied on bibliometric analysis to uncover the structure of
previous entrepreneurial communication research (Block & Fisch 2020; Donthu et al. 2021,
Zupic & Cater 2015). First, bibliometrics are helpful for broad areas of research (Block &
Fisch, 2020; Donthu et al., 2021), which was the case with the present study covering 383
articles. In addition, this research area contains various subcategories of communication (e.g.,
employee relations, investor relations, and public relations). Second, although earlier
researchers worked only with print journals, there has been a rapid increase in digital
publications, posing the challenge of managing large volumes of publications (Kraus et al.,
2021). Therefore, bibliometric analysis methods allow for analyzing massive amounts of data
without cognitive limitations (Pellegrini et al., 2020). Such an analytical approach can reveal
research structures based on quantitative methods (Zupic & Cater, 2015). Third, the main
objective of our study was to summarize entrepreneurial communication research, identify its
overarching structure (Block & Fisch, 2020), and explore emerging patterns (Donthu et al.,
2021).

Because various techniques are available for bibliometric analyses (Donthu et al. 2021),
we briefly explain the techniques we employed to achieve our research goal. In detail, we used
the Bibliometrix R package with the Biblioshiny application for the central part of our analysis
(Aria & Cuccurullo, 2017)—valuable tools used for previous bibliometric analysis (Forliano
et al., 2021; Singh & Walia, 2022). We also used CitNetExplorer (another relevant tool for
conducting bibliometric analysis) to complement this approach (van Eck & Waltman, 2014).

To gain an initial overview of the themes in entrepreneurial communication research,
we used a co-occurrence analysis and employed relevant keywords. Co-occurrence (sometimes
co-word) analysis provides an overview of the structure of a research field by analyzing the
relationships between words (Zupic & Cater, 2015).

For the visual preparation of co-occurrences and detailed analysis, we used a thematic
map (Cobo et al., 2011) to cluster the research themes into four fields to assess their initial
relevance (Aria & Cuccurullo, 2017; Aria et al., 2022). To illustrate the evolution of
entrepreneurial communication research over time, in addition to purely descriptive analysis,
we also prepared a historiograph (Garfield, 2004). Historiography shows how prominent
individual articles are related to others across a timeline. These two analyses formed the core
of our study of entrepreneurial communication research. We supplemented the content analysis
with further descriptive analyses by examining our research field’s developments over time

and essential journals in the field. In summary, we incorporated both performance analysis and
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science mapping into our study. Table 2-1 summarizes our main techniques with short

descriptions and the key tools utilized.

Table 2-1: Bibliometric analysis techniques

Main Analysis Description Key Tool for Data
Analysis

Descriptive analysis

Publications per year Analysis of publications over time and development  Bibliometrix
of the research field based on the number of
publications

Top contributing journals Analysis of the most influential journals based on Bibliometrix
the number of publications and publications per
journal over time, with their journal rankings

Top contributing articles Analysis of the 10 most influential articles (based Bibliometrix
on citations) and their contributions to the research
field

Science mapping

Thematic mapping Analysis of the thematic clusters based on the Bibliometrix
keywords and their co-occurrences

Historiographic mapping Analysis of the most influential articles based ona  CitNetExplorer

citation network and presentation over time

2.3 Descriptive Map of the Field

2.3.1 Evolution of entrepreneurial communication as a research field

The first article identified in this analysis was published in 1973, so this bibliometric analysis
covers the period 1973-2022 (up to October 5, 2022). However, all articles before 2003 were
bundled together for a better overview. Before this period, research on entrepreneurial
communication was relatively sparse and produced only a few articles per year (i.e., 21 articles
were published from 1973 to 2003). The most productive year for publications was 2022, with
52 articles identified during the data collection in October, followed by 2020 and 2021, each
with 49 articles. Overall, the results showed that 201 of the 383 articles were published between

2018 and 2022, meaning that 52% of the sample fell into this period. Research on
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entrepreneurial communication gained momentum during this period and developed from an
emergent phase to a growth phase.

The first nine months of 2022 included more than twice as many publications as the
first period (1973-2003). There may be many reasons for this. First, 2020-2022 was a
particularly productive period, during which the COVID-19 pandemic struck, and researchers
might have used the lockdowns to write articles (n =49 in 2021 and 2020; n = 52 in 2022). In
our case, this meant more research on entrepreneurial communication. Second, the data
revealed that "new" communication researchers have recently become increasingly involved in
entrepreneurial communication studies and have influenced the number of publications. This
situation suggests that other disciplines have boosted entrepreneurial communication. Figure 2
shows the development of entrepreneurial communication research based on published articles
per year, naming the different developmental phases.

Figure 2-2: Articles per year in Scopus
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2.3.2 Important journals for entrepreneurial communication research
The 383 articles in this sample were published in 245 journals. The most productive journal

was the Journal of Business Venturing, with 16 articles, followed by the International Journal
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of Strategic Communication, with 12 articles. This constellation further highlighted that
entrepreneurial communication lies at the intersection of communication and entrepreneurship
since the two most productive journals each covered one of these academic disciplines. The
Journal of Business Venturing was the most influential in terms of total citations (TCs), with
1,421 citations for 16 articles to date. However, the International Journal of Strategic
Communication was the journal with the second least citations (TCs: 8) among our top 15
rankings due to the recency of the articles (11 of the 12 articles in this journal were not
published until 2022). In the following places were Entrepreneurship: Theory and Practice,
with eight articles, and Sustainability, with eight articles. Regarding citations, the Academy of
Management Journal occupied second place (TCs: 817) with four overall articles, followed by
Entrepreneurship: Theory and Practice in third place (TCs: 542).

Table 2-2 lists the top 15 journals according to the number of publications,
supplemented by further information, such as the journal ranking according to different rating
scores. The table includes 15 journals publishing at least four articles. Overall, the fragmented
structure of the research field was reflected in the distribution of the 383 articles across the
journals. The 15 most productive journals published 95 of the 383 articles, corresponding to
nearly 25%, whereas 230 journals published only 1-3 articles.

Furthermore, we used two established rating scores to evaluate journal quality: the
SClImago Journal Rank (SJR) and the Association of Business Schools Ranking (ABS). The
journal with the highest SJR (10.874) and ABS values (4*) in this sample was the Academy of
Management Journal, with 4 articles out of the overall 383 articles. Other top-rated journals
included the Journal of Business Venturing (SJR, 5.829; ABS, 4), Entrepreneurship: Theory
and Practice (SJR, 3.353; ABS, 4), Journal of Business Research (SJR, 2.316; ABS, 3), and
Technological Forecasting and Social Change (SJR, 2.336; ABS, 3). This result indicated that
the journals with the highest (SJR and/or ABS) rankings mainly originated in the management
or entrepreneurship literature but that entrepreneurial communication research from a

communication perspective is growing.
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Table 2-2: Top contributing journals in Scopus

Rank  Journal No of Before 2004 - 2009- 2014- 2019- Total SJR ABS
Articles 2004 2008 2013 2018 2022 citations

1 Journal of Business Venturing 16 - 2 4 4 6 1,421 5.829 4

2 International Journal of Strategic 12 - - - 1 11 8 1.389 -
Communication

3 Entrepreneurship Theory and Practice 8 - - 2 4 2 542 3.353 4

4 Sustainability Switzerland 8 - - - 2 6 93 0.664 -

5 IEEE Transactions on Professional 6 - - - 5 1 74 0.445 -
Communication

6 Journal of Business Research 6 1 1 - - 4 340 2.316 3

7 International Journal of Entrepreneurship 5 - 3 - 1 1 23 0.287 2
and Small Business

8 International Small Business Journal 5 - 1 4 - - 513 1.819 3

9 Journal of Business and Technical 5 - - 1 2 2 49 0.911 -
Communication

10 Academy of Entrepreneurship Journal 4 - - - 1 3 7 - -

11 Academy of Management Journal 4 1 1 - - 2 817 10.874 4*

12 International Journal of Entrepreneurial 4 - - 1 1 2 43 1.206 3
Behaviour and Research

13 Journal of International Entrepreneurship 4 - 1 - 1 2 76 1.004 1

14 Small Enterprise Research 4 - 2 - - 2 11 - 1

15 Technological Forecasting and Social 4 - - - 1 3 49 2.336 3
Change

95 2 11 12 23 47 4,066 - -
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2.3.3 Important articles in entrepreneurial communication research

Although older articles often included a higher number of citations, this overview is
heterogeneous, so the articles with the most frequent Scopus citations were published in the
period 1996-2017. The article with the most frequent citations (TC: 466) was published by
Martens et al. (2007). In their paper, the authors discussed the use of narratives, especially
storytelling, in the context of resource acquisitions and showed how they influenced decision-
making processes. In second place for the most frequent citations (TC: 275) was Sapienza and
Korsgaard (1996), with their study on communication through feedback in the entrepreneur—
investor relationship showing that feedback supports the positive shaping of investor relations.
Third-ranked for citations (TC: 265) was Davis et al. (2017), with a further article on
communication to acquire financial resources. In the context of entrepreneurial crowdfunding
activities, the authors examined communication in online pitches and showed that
communication product creativity could positively influence the acquisition process. The
following article in this ranking (TC: 232) was the Introduction to the special issue
Entrepreneurial Narrative: Greif Symposium on Emerging Organizations, written by Gartner
(2007). This article provided an initial overview of the use of narratives for entrepreneurship
research. Next was Rae (2005), with an article on entrepreneurial learning (TC: 205). This
article referred to communication in a broad sense, analyzing the life stories of startup founders.
The results of this study build a triadic model of entrepreneurial learning, meaning that
entrepreneurial communication was a central part of the research design. Garud et al. (2014b)
and their article on entrepreneurial storytelling followed in sixth place (TC: 204), examining
projective storytelling to take a closer look at its effects on generating legitimacy. In their
theoretical paper, the authors highlighted various possibilities and pointed to challenges in
implementation. In seventh place (TC: 199) was Garud et al. (2014a), who examined how
entrepreneurs use narratives in their communication to contextualize their innovations. The
next (TC: 169) was Padilla and Pagano (1997), with their research on communication in the
financial context of banks. Another article on communication for resource acquisition, by
Allison et al. (2013) and ranked ninth (TC: 166), was devoted to rhetoric, examining how it
affects microlending and showing that the communication context influences decision speed.
The results suggested that communicated innovativeness is associated with greater investor
risk and can influence the investment pace. Finally, the oldest paper in this ranking was
Gassenheimer et al. (1996), ranked tenth (TC: 160). This article dealt with communication in

the context of entrepreneurial cooperation, especially in the context of franchise systems. As a
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key result, the authors showed that communication can influence satisfaction in cooperative
relationships.

Based on this initial analysis of the leading articles (according to citations) within
entrepreneurial communication research, we noted that communication with resource
providers, particularly investors, has been a leading research stream. Investor communication
is, therefore, a defining area of previous entrepreneurial communication research. It is also
interesting that the authors of previous research approached this communication from different
directions, such as narrative, rhetoric, or even storytelling. Moreover, the Journal of Business
Venturing was again in the lead for the number of articles and its influence on the ranking.
Thus, these results showed that 3 of the 10 seminal papers were published therein. Table 2-3

provides an overview of the top 10 articles sorted by Scopus citations.
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Table 2-3: Top 10 contributing articles per citation in Scopus

Rank  Reference Title and Journal Total Key results
citations

1 Martens et al. (2007) Do the stories they tell get them the money they need? The 466 Narratives in entrepreneurs’ communication supports
role of entrepreneurial narratives in resource acquisition. acquisition of external financial capital
Academy of Management Journal

2 Sapienza and Procedural justice in entrepreneur-investor relations. Academy 275 Communication through feedback supports the positive

Korsgaard (1996) of Management Journal shaping of entrepreneur-investor relationships

3 Davis et al. (2017) Funders’ positive affective reactions to entrepreneurs’ 265 Showing creativity in an online pitch of crowdfunding
crowdfunding pitches: The influence of perceived product campaigns influence the funding performance
creativity and entrepreneurial passion. Journal of Business
Venturing.

4 Gartner (2007) Entrepreneurial Narrative and a Science of the Imagination. 232 n/a (Editorial to an special issue)
Journal of Business Venturing

5 Rae (2005) Entrepreneurial Learning: a Narrative-Based Conceptual 205 Narrative as research method to build an conceptual model
Model. Journal of Small Business and Enterprise of entrepreneurial learning
Development

6 Garud et al. (2014b) Entrepreneurial Storytelling, Future Expectations, and the 204 Gaining legitimacy is linked to the recipient’s expectations
Paradox of Legitimacy. Organizational Science (cognitive and pragmatic)

7 Garud et al. (2014a) Contextualizing Entrepreneurial Innovation: a Narrative 199 Narratives are a method used by entrepreneurs to market
Perspective. Research Policy their innovations

8 Padilla and Pagano Endogenous Communication Among Lenders and 169 When banks share information about their customers, it

(1997) Entrepreneurial Incentives. Review of Financial Studies can reduce and increase the bank’s profit

9 Allison et al. (2013) The Effect of Entrepreneurial Rhetoric on Microlending 166 The type of narratives influences the speed of funding
Investment: an Examination of the Warm-Glow Effect.
Journal of Business Venturing

10 Gassenheimer et al., Cooperative arrangements among entrepreneurs: An analysis 160 Satisfaction and performance are closely linked to

(1996)

of opportunism and communication in franchise structures.
International Journal of Business Research

communication
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2.4 Science Mapping

2.4.1 Conceptual structure with thematic mapping

To show the conceptual structure of entrepreneurial communication research, we built a
thematic map using Bibliometrix (Aria & Cuccurullo, 2017; Aria et al., 2022). Based on the
co-occurrence of the authors’ keywords, we identified the first thematic clusters within the
research area (Block et al., 2020).2 The thematic map then helped us concretize the identified
networks and, in particular, compare them in a matrix to obtain a detailed analysis of the co-
occurrences (Aria et al., 2022). This procedure made it possible to evaluate research topics in
four clusters: niche, motor, emerging/declining, and basic (Cobo et al., 2011). These four
clusters are now briefly described based on explanations provided by previous studies (Aria et
al. 2022; Cobo et al. 2011; Forliano et al. 2021).

Niche themes are specialized topics with minor relevance to the research area but have
connections to other low-relevance topics. In contrast, some topics were highly important to
the research field and well developed—the motor themes. The basic themes were less
developed but equally important. Finally, emerging or declining topics lack development and
are likewise of relatively marginal importance, so we summarized them under
emerging/declining themes. These four clusters fell along two axes: the X-axis, which
described the relevance of a topic (relevance degree), and the Y-axis, which indicated the stage
of development (development degree).

Motor themes: We included three directly assignable clusters in our thematic map. The
largest cluster in our sample was highly developed and the most relevant, represented by the
terms communication, the abbreviation for small-medium sized enterprises (SMEs), and
innovation. Another cluster included entrepreneurial learning, resilience, and entrepreneurial
storytelling. The third motor theme bundled impression management, business angels, and
communication skills. Two other clusters were identified during the transition to basic themes.
One cluster included startup, social media, and leadership; the other represented
entrepreneurship education, entrepreneurialism, and higher education.

Basic themes: We identified four clusters of basic themes. The first cluster, with the
highest relevance but the least development, included entrepreneurship, narrative, and
crowdfunding. Content analysis, narrative analysis, and entrepreneurial narrative constituted a

further (second) cluster with a lower degree of development. The remaining themes fell into

3 Figure 2-6 in the Appendix shows the traditional co-occurrence network for our sample as an
extension of this analysis.
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the third cluster, including legitimacy, marketing communication, and international new
ventures, and the final cluster (Cluster 4), related to the keywords human capital and narrative
paradigm.

Emerging/Declining themes: We bundled the topics in this map into five direct clusters
with approximately similar values for relevance and degree of development. Four of these
clusters had in common that they contained only one keyword: Cluster 1 referred to
communicative competence, and Cluster 2 to competences. Cluster 3 referred to
entrepreneurial networks, Cluster 4 to entrepreneurial passion, and Cluster 5 to performativity
and process.

Niche themes: Overall, we identified seven small clusters in this quadrant. Similar to
the emerging/declining themes, we found three clusters with similar values for their relevance
and development degree. Cluster 1 included the keywords categories and cultural
entrepreneurship and was the cluster with the highest degree of development but a low value
for relevance. Next was Cluster 2, including investment, pitching, and experiment, followed
by Cluster 3, including agency and education policy, and Cluster 4, including intersectionality
and organizational identity. Cluster 5 included collaboration, communication strategy, and
open innovation; Cluster 6 included evaluation and the abbreviation for fuzzy-set qualitative
comparative analysis (fscga); and Cluster 7 included India, narrative inquiry, and narrative
policy framework.

To ensure the readability of the figure, we restricted the clusters to a maximum of three
words. In addition, we adjusted the circles in Emerging/declining themes and Niche themes to
make the clusters more readable since, initially, these clusters lay directly on top of each other
in their quadrants and were not readable. Based on the summarizing table and the visualized
clusters in the thematic map, we noticed that impression management and business angels
emerged as important motor themes for entrepreneurial communication in the upper right
quadrant of the matrix. Overall, the relevance of stakeholder communication was evident in

different clusters. Figure 2-3 shows the four quadrants with their thematic foci.
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Figure 2-3: Thematic map of entrepreneurial communication research
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2.4.2 Intellectual structure with historiographic mapping

Having already gained an initial insight into the development of the research field through the
descriptive analysis (Section 2.3.1), we now sought to deepen the analysis. To understand the
development of entrepreneurial communication research and its intellectual structure in a
temporal context, we used a historiograph. This approach made it possible to understand core
papers in their temporal contexts and their relationships to each other. Historiographs provide
insights into the citation network of a research field and how documents are connected
(Garfield, 2004; van Eck & Waltman, 2014). The result of such an analysis is a timeline that
shows the years of publication for core publications and uses lines to visualize the citation
relationships between documents. This approach provides an overview of how individual
studies have contributed to developing a research field over time (Garfield, 2004) and helps
uncover influential studies in a chosen research field (Budler et al., 2021). We developed an
algorithm-based historiograph using CitNetExplorer, following van Eck and Waltman (2014).
Since this tool is primarily used for Web of Science datasets, we used the R package
Scopus2CitNet (RStudio, 2023) to prepare data for entry into CitNetExplorer and facilitate
processing the Scopus dataset. We then analyzed and visualized our dataset using
CitNetExplorer, using a minimum of 10 citations.

As mentioned above, historiographic mapping is an algorithmic analysis of a research
stream and presents its core documents as a citation network (Garfield, 2004). It is, therefore,
a method to aggregate the topics of a research field (Kuckertz & Block, 2021). In this vein, the
algorithm analyzes the connection between articles through their citations, identifies core
documents, and shows how topic clusters evolve (Vogel et al., 2021). The historiography
results are visualized in a map showing the chronological development of the research field
over time. In doing so, the Y-axis represents the timeline with the years the main articles are
published (Budler et al., 2021). While traditional citation analysis primarily identifies clusters,
the historiographic map extends this with the connection of the publication year and presents a
timeline. Overall, this algorithmic-driven form of analysis and visualization of core documents
and networks is emerging in the management and entrepreneurship literature. For example,
Budler et al. (2021) use this approach to give an overview of the business model research and
its underlying network, Bretas and Alon (2021) apply it in the context of franchise research,
Ghura et al. (2022) provide a picture for corporate entrepreneurship and Alnajem et al. (2021)
use historiographic mapping for the circular economy research stream.

Although our dataset covered nearly 50 years of publication, the intellectual structures

of the field were still nascent. Figure 2-2 has already shown that, from 2004 onwards, there
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was continuous progress in the development of entrepreneurial communication research. This
result was also reflected in our historiograph since coherent structures were clearly visible from
2004. From 1973-2005, the studies showed few interrelationships, so we focused on 2005
onward in this analysis. The results of our historiographic mapping are illustrated in Figure 2-

4 and show three core clusters overall.
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Figure 2-4: Historiograph of entrepreneurial communication research
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Cluster 1, on the left side of the figure, focuses on narrative as a component of entrepreneurial
communication for founders and other stakeholders (Down & Warren, 2008; Hamilton, 2014;
Harmeling, 2011; Mufioz & Cohen, 2018; Roundy, 2016; Roundy & Bayer, 2019). In detail,
this research cluster examined identity-building narratives (Down & Warren, 2008) in
entrepreneurial ecosystems (Roundy, 2016; Roundy & Bayer, 2019) or sustainable startups
(Mufoz & Cohen, 2018). Furthermore, this cluster also focused on the communication used by
stakeholders when talking about failed startups (Mantere et al., 2013). Roundy’s (2016) and
Gartner’s (2007) studies built a bridge between the narrative cluster and the second cluster,
initialized by Martens et al. (2007).

Cluster 2, in the middle of the figure, primarily considered communication dedicated
to acquiring resources and built on the foundation of earlier work by Martens et al. (2007),
which formed the indirect or direct cornerstone of this cluster (Allison et al., 2013; Lucas et
al., 2016; Manning et al., 2020; Manning & Bejarano, 2017; Pollack et al., 2012; Shane et al.,
2020; van Werven et al., 2019). In this regard, communication was often considered in the
context of an investor pitch to examine the communication skills of entrepreneurs (Clark,
2008), their rhetoric strategies (Holt & Macpherson, 2010; van Werven et al., 2019), the
communication of passion (Davis et al., 2017; Lucas et al., 2016; Shane et al., 2020), specific
behavioral factors (e.g., preparedness; (Pollack et al., 2012)), product creativity (Davis et al.,
2017), usage of storytelling (Manning et al., 2020), pitch deck design (Spinuzzi et al., 2015),
or figurative language (Clarke et al., 2019). Furthermore, marketing communication (Mara,
2008), entrepreneurial coachability (Ciuchta et al., 2018), cultural empowerment (Jones, 2017),
and impression management (Nagy et al., 2012) are part of this cluster. We also noted that this
cluster included entrepreneurial learning (Rae, 2005) as well as considering the narratives used
in communication to convey entrepreneurial stories (Fletcher, 2007) and entrepreneurial
intentions (Gartner, 2010).

Cluster 3, on the right of the figure, was also initiated by Martens et al. (2007) but
connected to Fischer and Reuber (2014) and their study of online entrepreneurial
communication. It also built a bridge between entrepreneurial and strategic communications.
Although the core of previous research considered entrepreneurship and associated
communication, the Wiesenberg et al. (2020) paper opened this up from a strategic
communication perspective. Saini and Plowman (2007) initiated another trend in this cluster
with their study on internal communication, which forged a link between strategic
communication (Wiesenberg et al., 2020) and further studies on entrepreneurial leadership

communication (Men et al., 2018).
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This historiographic mapping showed that a key focus was entrepreneurial
communication and its connection to resource acquisition, especially in investor relationships.
Furthermore, this cluster was linked to the developing research stream of internal
communication with startup employees and the overarching conceptualization of
entrepreneurial strategic communication. Moreover, the results showed that entrepreneurial
communication research was strongly related to the study of narratives used by entrepreneurs
and to describe entrepreneurs (e.g., stakeholders from the entrepreneurial ecosystem). This also
expanded the understanding of entrepreneurial communication, including communication
about entrepreneurs and entrepreneurship.

In summary, this analysis reflects the results of the previous analysis. First,
entrepreneurial communication is a young field whose structures are just emerging. Second,
communication with stakeholders is a central focus of the research, especially in generating

resources for startu ps.

2.5 Discussion and Agenda for Future Entrepreneurial Communication Research

2.5.1 Discussion of the main findings

Our study used descriptive and bibliometric analyses with science mapping to structure
previous entrepreneurial communication research. The descriptive results highlighted that
entrepreneurial communication is on the upswing, with a growing number of publications.
Although the term entrepreneurial communication suggests that both entrepreneurship and
communication research are integrated, the latter has only recently been introduced, as the
results for the top contributing journals showed. For example, a significant increase in 2022
was associated with the International Journal of Strategic Communication. We also observed
a strong influence of researchers with a communication focus among the essential authors
according to the number of articles.

Moreover, this view was further reinforced by the historiograph, which also showed a
communication perspective increase, especially after 2020 (Men et al., 2021a; Wiesenberg et
al., 2020). Accordingly, entrepreneurial communication has increasingly developed into a
cross-disciplinary topic similar to that seen, for example, in entrepreneurial marketing research
(Hills et al., 2008; Most et al., 2018). This has resulted in theoretical concepts from both
disciplines being integrated into and developing this research stream.

Although various dimensions of entrepreneurial communication have already been

studied, the conceptual understanding is still ambiguous (Gossel 2022). Against this
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background, we suggest the following definition that summarizes our findings and explains the

conceptual roots of entrepreneurial communication.

Definition: Entrepreneurial communication involves all information-sharing efforts by
entrepreneurs with key stakeholder groups such as investors, employees, customers, and the

larger public to help successfully establish and grow the startup.

This definition includes essential areas of previous conceptual understanding (see
Gossel 2022 for a recent conceptual review). First, many organizational tasks are directly
handled by entrepreneurs in the early stages of their startups and concern the means they use
to communicate with different stakeholders and address different topics and information needs
in light of their target audiences; for example, their presentations to investors in the context of
startup pitches (Clark 2008), the hiring and management of startup employees (Men et al.
2021a), or internal startup communications (Wolf et al., 2022). Hence, our definition includes
investor relations and investor communication (Moritz et al. 2015), employee relations and
leadership communication (Men et al. 2021b), and public relations for communicating with the
community (Chen et al. 2021). Second, building on this with a focus on entrepreneurs, our
definition addresses the associated skills, as communication is considered a vital
entrepreneurial skill (Gossel, 2022; Hill & Levenhagen, 1995; Martin, 2009). Third, from an
overarching point of view, entrepreneurial communication includes a strategic perspective
(Godulla & Men, 2022; Rudeloff et al., 2022; Wiesenberg et al., 2020). Thus, overall,
communication contributes to the survival of an organization and ensures its continued
existence (Zerfass et al., 2018), meaning that, according to our definition, entrepreneurial
communication plays a vital role in keeping startups running and growing. In summary,
entrepreneurial communication is the overarching term used to describe how entrepreneurs
communicate with different audiences in different contexts to ensure the operation of their
startups. Nevertheless, the term entrepreneurial communication could also be defined in a
broader sense, as our results revealed that it generally refers to communication in a startup
ecosystem and, thus, to both the communication used by entrepreneurs themselves and the
communication that takes place via entrepreneurs (i.e., the stories and narratives that are
created by and used to describe entrepreneurs).

The themes identified in our descriptive analyses and the findings from our science
mapping showed that entrepreneurial communication had produced several core research

streams. First, entrepreneurial communication related to resource acquisition to obtain both
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financial (Parhankangas & Ehrlich, 2014) and human resources (Men et al., 2021a) was a motor
theme for the development of the field. In this context, it proved vital for establishing and
maintaining relationships with stakeholders, with a particular focus on acquisition. These
findings are consistent with the literature review conducted by Wiesenberg et al. (2020), who
also identified this cluster. Second, another cluster dealt primarily with online communication,
especially through social media channels (Chen et al., 2021; Fischer & Reuber, 2014). This
cluster label differed from previous results in that Wiesenberg et al. (2020) clustered such
communication together with external communication. Third, the influence of communication
researchers and journals has made strategic communication the main focus of recent research
(Gossel, 2022; Rudeloff et al., 2022; Wiesenberg et al., 2020). Again, we observed links to
Wiesenberg et al.’s (2020) study, but this path has become much more comprehensive through
further new studies. Fourth, on a conceptual level, we found that entrepreneurial
communication is driven by narratives (Gartner, 2007; Mantere et al., 2013; Roundy & Bayer,
2019), which have been examined to explore the communication between entrepreneurs and
their stakeholders. In this context, we also noted that entrepreneurial communication did not
exclusively refer to the communication of founders; in a broader sense, it also included

narratives by and about entrepreneurs.

2.5.2 Developing an integrative framework of entrepreneurial communication

Based on the findings of this bibliometric analysis, we developed an integrative framework in
Figure 2-5 to summarize the structure of entrepreneurial communication research, create an
overarching picture of the current knowledge and show our understanding. The structure of
this framework is described below.

In synthesizing the findings, we build our framework on the classic sender-receiver
model (sometimes known as Shannon-Weaver-Model; see also Shannon (1948)). At its core,
this model provides the information source on the one side: the message’s sender. Furthermore,
on the other side of this model, the submitted message arrives at the receiver.

The left side of our model shows the sender, the entrepreneur and/or the startup in
entrepreneurial communication. Previous studies show that communication is examined
chiefly from the perspective of entrepreneurs (Balachandra et al., 2021; Clark, 2008;
Clingingsmith et al., 2023; Men et al., 2021a). Furthermore, the startup as an organization is
also a sender of messages (Chen et al., 2021; Fischer & Reuber, 2014). In addition, we have

found that factors affect the preparation of information as communication style. On the one
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hand, these include authenticity (Men, 2021) and emotion (Fernandez-Vazquez & Alvarez-
Delgado, 2020). Authenticity appeals to openness and transparency and is essential for startup
employees, for example, to create trusting relationships (Men et al., 2018). Furthermore, the
sender’s expressed emotions are vital to the receiver (Scherer, 2003). In the investor pitch, for
example, they support entrepreneurs’ arguments and show a positive reaction from the receiver
(Fernandez-Vazquez & Alvarez-Delgado, 2020).

On the other hand, previous studies show that entrepreneurial communication occurs
verbally through spoken words (van Werven et al., 2019) and additionally through non-verbal
signals (Clarke et al., 2019). Moreover, previous studies show that entrepreneurial
communication occurs in different cultural settings (e.g., China, Morocco, and Germany). The
sender’s messages about his style then reach the receiver in the entrepreneurial communication
framework. As mentioned in the previous sections, the investors (Kollmann & Kuckertz, 2006)
and employees (Men et al., 2021a) are two vital target groups and receivers of the messages.
With investor communication, entrepreneurs address their need for financial resources
(Martens et al., 2007) supplemented by investors’ non-financial capital. Employee
communication is also relevant for resources, in this case, for human resources (Wiesenberg et
al., 2020). Moreover, as entrepreneurs act as leaders, leadership communication is another part
of entrepreneurial communication (Men et al., 2021b). Furthermore, previous research shows
that entrepreneurial marketing communication is used to address customers as another group
of receivers (Wiesenberg et al., 2020) and to build the startup brand (Chaudhri et al., 2022).
The fourth receiver is the general public for public relations activities (Chen et al., 2021; Gray
et al., 2004) to show presence against this audience and influence their word-of-mouth through
dialog communication (Chen et al., 2021).

Current developments in digitization and sustainability have highlighted
transformation-driven communication as an external context of entrepreneurial communication
that influences the sender-receiver relationship. Digital transformation has provided new ways
of sharing information online and thus supports entrepreneurs’ digital communication with
their stakeholders (Fischer & Reuber 2014; Meurer et al. 2022), which leads to the emergence
of new channels through which to communicate. In the context of sustainability, a
complementary stream of research is developing that considers how startups take this into
account (Constantin & Kavoura, 2022; Simon & Ettl, 2019). In this process, the content of
communication changes.

The communication of sender and receiver leads especially to stakeholder

relationships. Previous publications note entrepreneurs’ need to build trust (Welter, 2012),
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reputation (Rode & Vallaster, 2005) as well as legitimacy with their stakeholders (Nagy et al.,
2012). Entrepreneurial communication addresses these challenges as our framework shows on
the right side with the outcomes and leads to relationships based on these vital concepts; trust
(Kaiser & Berger, 2021; Lakeman et al., 2021), reputation (Abeysekera, 2019) and legitimacy
(Huang-Horowitz & Evans, 2020; Nagy et al., 2012). Enabling these relationships leads to the
initial argument that entrepreneurial communication plays a central role in any startup’s

survival (see Zerfass et al., 2018 for the relevance of communication for organizations).
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Figure 2-5: Framework of entrepreneurial communication research
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2.5.3 Development of a future research agenda

The results of our study showed that the research stream of entrepreneurial communication is
still in its growth stage, and many unanswered questions remain (Godulla & Men, 2022;
Wiesenberg et al., 2020). Consequently, our analyses highlight research paths that have not yet
been taken (Block & Fisch, 2020), and the study can serve to formulate a future research agenda
and stimulate future entrepreneurial communication research. Our recommendations are based
on the framework shown in Figure 2-5 to elucidate how the identified structures can be used to
develop the field further.

2.5.3.1 Theoretical development of the field

Across the 383 identified studies, the focus of entrepreneurial communication research was on
entrepreneurs’ communication, expanded to include the communication of other actors in the
overall entrepreneurial ecosystem. Therefore, previous research has focused on how
entrepreneurs communicate and employ various sub concepts of communication. This opens
up the question of the extent to which entrepreneurial communication is related exclusively to
the entrepreneurial ecosystem. In our discussion, we have already indicated that structures
resembling those of entrepreneurial marketing research are developing. Research on
entrepreneurial marketing has discussed their conceptual roots in the context of entrepreneurs
(Gruber, 2003) and in a broader context as an innovative concept that can be used
independently of entrepreneurship (e.g., for established organizations) (Morris & Paul, 1987).
In this vein, Kraus et al. (2010, p. 2) referred to entrepreneurial marketing as "marketing
activities with an entrepreneurial mindset” (p. 2). This view could also apply to entrepreneurial
communication, and although this research stream has examined communication in established
organizations, it has primarily considered innovative cases demonstrating an entrepreneurial
mindset. Against this backdrop, Gossel (2022) pointed out that a view focused solely on
startups may not be sufficient. We found that a broad conceptual understanding of
entrepreneurial communication also captured stakeholders® communication about
entrepreneurs using entrepreneurial stories. In addition, future research should clarify the
conceptual relationships and differences between entrepreneurial marketing and
communication. Thus far, we do not understand well how these two concepts are linked or

where researchers see differences and similarities.
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Based on recent developments in this research stream, there are indications that the
influence of communication research is increasing. This means, for future research, that further
concepts from communication can be integrated, leading to the following research paths:

a) A better understanding of the role of the entrepreneurial mindset in the communication
of established organizations.

b) Clarification of the relationship between entrepreneurial communication and
entrepreneurial marketing.

c) A deeper understanding of the communication discipline and its influence on

entrepreneurial communication.

2.5.3.2 Investor communication

Previous research has shown that, as a critical task, entrepreneurs use communication to build
investor relationships (Wiesenberg et al., 2020). However, research on investor communication
has focused mainly on the pre-investment phase of the relationship and analyzed
communication in pitch presentations—an initial task necessary to convince investors of their
support (van Werven et al., 2019). This is surprising, as we know from the literature on startup
financing that entrepreneur—investor relationships have different phases (Maxwell et al., 2011;
Tyebjee & Bruno, 1984). Against this background, it is therefore essential for research to
include the post-investment phase of investor communication. By analyzing post-investment
communication, studies on this phase would help entrepreneurs to take a holistic view of
investor communication.

Furthermore, the research on individual actors is very scattered: communication with
venture capitalists (Kollmann & Kuckertz, 2006), with business angels (Parhankangas &
Ehrlich, 2014), or online with crowdfunding investors (Moritz et al., 2015). Furthermore,
general stakeholders are also involved, which is why there are opportunities for further
investigation of investor communication (Fischer & Reuber, 2014). The few studies that dealt
explicitly with investor communication were distributed across a small number of investor
types, but this research could be extended by the fact that investor types are in a state of flux,
and the investigation of previously unexplored investors could enrich the field (Bellavitis et
al., 2017) Forms of financing could include accelerators (Crisan et al., 2021), family offices
(Zellweger & Kammerlander, 2015), or initial coin offerings (Fisch, 2019). Entrepreneurs must
also communicate with investors regarding these financing forms, so there are opportunities

for practice and research to investigate this heterogeneity in investor communication. Future
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studies could include individual investors, the structures of startups’ general investor
communication strategies, and how different types of investors influence them.

Our study observed an increasing trend in online entrepreneurial communication
through social media, implying that these channels also play a relevant role in communication
(Fischer & Reuber, 2014; Olanrewaju et al., 2020). In the context of investor communications,
however, this area has so far been underexplored, so we know less about using social media
for this purpose. This raises the question of what role social media play in investor
communications for startups and what requirements individual investors (e.g., venture
capitalists, business angels, family offices, accelerators, and initial coin-offering investors)
have of them. Overall, these considerations offer the following research paths for future
entrepreneurial communication research in the context of investors:

a) Clarification of communication structures in the post-investment phase of
entrepreneur—investor relationships.

b) Expansion of entrepreneurial investor communication to newer forms of financing (e.g.,
accelerators, family offices, or initial coin offerings).

c) Inclusion of the digital context of social media channels in analyses of entrepreneurial

communication in investor relations.

2.5.3.3 Employee and leadership communication

We have also mentioned other target groups besides investors. While future research on
entrepreneurial investor communication could continue to focus on external stakeholders,
entrepreneurs also need to provide internal stakeholders with information and address them in
their communication (Wiesenberg et al., 2020). In this context, Godulla and Men (2022)
mentioned entrepreneurial leadership communication as a relevant field of research. One
possibility is for future studies to consider the aftermath of the COVID-19 pandemic (see for
example Kuckertz & Brandle, 2021). This pandemic has led to uncertainty among employees
in organizations, especially since March 2020 (the pandemic declaration), regarding what will
happen in the future. It has also changed the leadership context from personal leadership to
digital leadership. Although we mentioned an increase in publications after 2020 (the pandemic
outbreak) in Section 3.1, we identified no stronger content link to crisis research. Therefore,
entrepreneurial crisis management focusing on communication is not very visible in previous
research and is still largely unexplored (Kaiser & Kuckertz, 2023a), which is relevant not only
for the COVID-19 context but for crisis contexts in general. Similar to investors, this raises the

question of how social media is integrated into employee communication. Furthermore,
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communication is closely linked with other concepts, such as trust, which opens up further
opportunities for future research to investigate how entrepreneurial leadership communication
needs to be designed to foster employee trust. These research paths could include the following
considerations of entrepreneurial leadership communication:

a) A better understanding of crises (e.g., the COVID-19 pandemic, natural disasters, or
financial crises) and "black swan" events to explore their influences on entrepreneurial
communication.

b) Clarification of the role of social media channels in entrepreneurial communication
with employees.

c) A better understanding of other relationship concepts (e.g., trust) and their connections

to entrepreneurial communication.

2.5.3.4 Technological impact on entrepreneurial communication
Communication is influenced by the context and environment in which it occurs. This analysis
illustrated that technological change is changing communication, whether for online
communication via social media (Fischer & Reuber, 2014; Pakura et al., 2020) or online
financing via crowdfunding (Moritz et al., 2015), to give two examples. However, according
to current developments, this seems to be only the beginning because other technologies are
starting to influence communication. Thus, in line with Godulla and Men (2022), new
technologies are opening up new research streams. One example is artificial intelligence (Al),
which involves machine learning and neural networks. On the one hand, early Al-based models
make it possible for texts to be written by this technology (Short & Short 2023). Also,
researchers have recently shown that technology can generate images from text (Saharia et al.,
2022), thus transforming visual communication. On the other hand, Al is changing the
possibilities for analyzing communication by, for example, enabling texts to be analyzed for
their content (Antretter et al., 2019). However, thus far, entrepreneurial communication
research has discovered little about the use of Al from the perspective of entrepreneurs and
stakeholders, such as investors (Short & Short, 2023). Therefore, the question of the Al status
quo in entrepreneurial communication strategies arises. Furthermore, few studies have been
conducted on how much stakeholders (e.g., investors) use this technology for communication
analysis. In summary, based on these considerations, the following research paths can be
explored:

a) Exploration of the possible applications of Al in the context of entrepreneurial

communication.
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b) A better understanding of Al and its influence on entrepreneurial communication
strategies.

c) Consideration of the perspectives of entrepreneurs’ stakeholders (e.g., investors or
employees) and their possible usage of Al relative to entrepreneurs’ communication.

2.5.3.5 Entrepreneurial communication in the context of sustainability
Although digital transformation is often a central field of research (see our analyses and future
research agenda), sustainability transformation is also a critical field of action. A research
stream on sustainable entrepreneurship has developed (Berger & Blanka, 2023; Hinderer &
Kuckertz, 2022; Ruebottom, 2013) that considers, for example, social innovations, sustainable
business models, or impact investing. Thus far, the extent to which these developments affect
entrepreneurial communication research has been largely unexplored. This is surprising, as
there are interesting and relevant research questions that could advance the field. For example,
previous studies have shown that stakeholders pay attention to sustainability (Lortie et al.,
2022). In entrepreneurial finance, a separate area of impact investing has been developed that
encourages these investors to make sustainable investments (Block et al., 2021a). This leads to
the question of the extent to which these financial stakeholders also place different demands
on entrepreneurial communication inseparably from the context of communication content.
However, this question applies equally to employees. These potential research questions could
also be explored with entrepreneurs regarding sustainable startups. Previous studies have
shown that different groups of people communicate differently (Obschonka et al., 2017). So
far, little is known about the extent to which entrepreneurs with sustainable startups exhibit
different characteristics when communicating. Building on these considerations, we derived
the following research opportunities:

a) A better understanding of stakeholders’ sustainable requirements for entrepreneurial

communication.
b) Exploration of sustainable entrepreneurial communication and how this differs from
traditional approaches to entrepreneurial communication.
¢) Understanding the communication of sustainable entrepreneurs and how it differs from

entrepreneurs using other business models.
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2.6 Practical implications

Beyond the development of a future research agenda, our study’s findings also provide
implications for practice. First, entrepreneurial communication is identified as an essential tool
for building relationships. Therefore, entrepreneurs should know that communication is
necessary and connected with other vital concepts such as trust and legitimacy. Communication
should therefore be used purposefully for visibility and to gain the trust of others, reputation,
and achieve legitimacy of their business models. In this vein, our model gives an overview of
essential factors of the communication style. Even though time is often a critical factor in
startups and many tasks depend on the entrepreneurs, communication should be prioritized to
build relationships. Second, our results show that different target groups are addressed with
entrepreneurial communication. Entrepreneurs should remember this in their communication
and be clear about whom they are addressing (e.g., customer, employee, investor) and what the
target group expects. In this vein, entrepreneurs should create communication plans and
concepts for each audience to address them in the right place and with the right message —
target-group-specific communication. Third, communication is a skill and task often connected
with the entrepreneur and their role as a startup leader. However, not every entrepreneur has
the same skill set, so permanent learning plays a vital role in entrepreneurial communication.
Our study shows that new requirements of society and economies (e.g., sustainability,
digitization) influence communication, so communication skills must be permanently
examined and developed further if necessary (e.g., with upskilling). In practice, entrepreneurial
communication must, therefore, constantly adapt to changes and consider these requirements

(e.g., content, medium).

2.7 Limitations

Our study has some limitations, which are explained in more detail below. First, although we
used Scopus—a relevant database that has been a valuable tool for many previous
entrepreneurship studies—this is not the only database that could have been used. Therefore,
this study considered only articles included in Scopus or identifiable through it. Second, when
selecting the search terms, we included many aspects of entrepreneurial communication in the
keywords. However, other researchers could have written about entrepreneurial
communication but chosen other terms for their article titles. Third, we limited our bibliometric
analysis to peer-reviewed articles; thus, this sample did not include articles published in gray

literature. Fourth, this study was limited to bibliometric analysis. We did not conduct a detailed
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content analysis for a structured literature review. Fifth, similar to previous bibliometric
analyses (Block et al., 2020), we did not use a full year as the end date but instead conducted
the analysis in October, so the analysis and interpretation of citations must take this into

account.

2.8 Conclusion

With this bibliometric analysis, a further step has been taken to systematically capture the
research field of entrepreneurial communication (Godulla & Men, 2022). Although
Wiesenberg et al. (2020) provided an overview of the six dimensions of communication in their
structured literature review, we extended this with a bibliometric approach to show the
structure of entrepreneurial communication research. Thus, this paper provides an orientation

for future research in entrepreneurial communication.
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Appendix

Figure 2-6: Co-occurrence analysis with keywords
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3. Study 2 — Trust in the investor-relationship marketing of

startups — a systematic literature review and research agenda

Authors: Manuel Kaiser and Elisabeth Berger*

Abstract

An important task of entrepreneurs is the management of investor relations. Past literature has
emphasized the role of trust for managing relationships and regulating their quality. However,
the landscape of investors has changed due to digitalization, so that new players have joined
and expanded the investor offer. Entrepreneurs also often enter into relationships with multiple
investors, which can challenge investor relationship marketing. To provide an overview, we
conduct a structured literature review on the entrepreneur’s relationship marketing with four
key investors: venture capitalists (VCs), business angels (BAs), banks, and crowd funders. The
paper improves the understanding of trust as a concept in the management of investor relations
and identifies directions for future research. The results show that research has predominantly
studied trust in the VC-entrepreneur relationship. Across different investors, the primary focus
has been on factors that influence trust building, especially investor communication and
entrepreneur-investor fit. Furthermore, the results show that trust has an influence on

cooperation by strengthening the relationship and reducing risk.

Keywords: Entrepreneurial marketing, Entrepreneurial finance, Trust, Relationship
marketing, Investor relations, Startup

4 Status and reference: This study is published in Management Review Quarterly: Kaiser, M., Berger, E.S.C.,
Trust in the investor relationship marketing of startups: a systematic literature review and research agenda.
Management Review Quarterly 71, 491-517 (2021). https://doi.org/10.1007/s11301-020-00191-9

47



3.1 Introduction

New ventures are in desperate need of financial capital to realize their growth aspirations.
Investors are thus of the utmost importance to provide entrepreneurs with financial resources
(Huang & Knight, 2017). In addition, investors can also provide technological support, their
social capital (Block et al., 2018), or act as mentors (Mitteness et al., 2012). Therefore, a good
relationship with investors can enable entrepreneurs to maximize the benefits available. Past
research has emphasized the role of trust in that relationship (Cherry, 2015; Pollack et al.,
2017). Recent developments in the practice of entrepreneurial financing, largely enabled by
digital technologies have led to new actors and new challenges in the entrepreneur-investor
relationship (e.g., Bellavitis et al., 2017; Block et al., 2018; Bonini & Capizzi, 2019; Drover et
al., 2017; Wohlgemuth et al., 2016), spurring a need to unravel this complex relationship. One
example of digital technologies affecting entrepreneurial finance relationships is
crowdfunding, which requires entrepreneurs to convince investors in the digital space (Feola
et al., 2021) and develop trust across geographical borders into virtual communities (Guenther
et al., 2018). Because entrepreneurs often collaborate with several investors at the same time
(Moritz et al., 2016), this may also have different effects on the development of trust with
different investors (Pollack et al., 2017). In this study, we focus on the relevance of trust in
successfully managing investors from the entrepreneur’s perspective.

The establishment and maintenance of relationships with investors is referred to as
investor relationship marketing (Tuominen, 1997). Relationship marketing is part of the
entrepreneurial marketing (EM) tasks of startups (Most et al., 2018; Stokes, 2000). Trust plays
a vital role in investor relationship marketing, as it affects the relationship quality between two
parties (Pollack et al., 2017). Trust means that a person (trustor) has expectations of another
(trustee) and is vulnerable to whether or not the trustee performs the expected actions,
independent of control (Mayer et al., 1995).

The complex competitive environment and the importance of trust in managing
investors creates a need to understand how entrepreneurs can build trusting relationships with
different investors in their relationship marketing. However, trust is scarcely examined in the
entrepreneurship literature, and there is a lack of an overview that processes the concept of
trust in this complex landscape (Cherry, 2015; Pollack et al., 2017; Welter, 2012). For this
reason, the current paper aims to answer the following questions: What is the state of the art of
trust in the entrepreneur-investor relationship? And what are paths for further research in this

research stream?
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We identify 32 articles published in 22 journals between 1996 and 2019, of which the
majority focuses on the trust between entrepreneurs and venture capitalists (VCs). A key topic
in the literature is the relationship-focused antecedents of developing trust between
entrepreneurs and investors, especially communication and partner fit. Studies examining the
outcomes of investor-relationship marketing remain the exception.

This article contributes to the literature in three ways. First, we systematically identify
and review the existing research on trust in the entrepreneur-investor relationship. Thus, to the
best of the authors” knowledge, this literature review is the first to provide an overview of trust
in this relationship. Second, this paper develops a framework to structure the existing literature
on the basis of the antecedents and outcomes of trust. By doing so, this paper contributes by
uncovering gaps in research and accordingly points to paths for future research and also derives
practical implications for entrepreneurs’ investor relationship marketing.

To answer the research questions, this article is structured as follows: Section 3.2 lays
out the theoretical context of the analysis. Section 3.3 then explains the research approach of
this paper. Section 3.4 analyzes the existing literature and highlights research gaps. The
discussion of a future research agenda follows in Section 3.5, and Section 3.6 points to the

limitations and draws a conclusion.

3.2 Investor-relationship marketing and trust: the context of analysis

As a part of their EM efforts, entrepreneurs need to manage relationships with different
stakeholders (Gruber, 2003; Hills et al., 2008; Most et al., 2018). These relationships build the
foundation of EM, allowing the startup to grow and build a competitive advantage (Hills et al.,
2008). The investor is an important stakeholder (Gruber, 2003; Stokes, 2000; Tuominen, 1997),
because the entrepreneur-investor relationship provides financial support and entrepreneurs
benefit from the skills and social capital of the investor (Block et al., 2018; Mitteness et al.,
2012). Consequently, entrepreneurs have to establish trusting relationships with their investors
(Cherry, 2015; Pollack et al., 2017). Research shows that the environment in which the
relationship is embedded is characterized by uncertainty, risk (Burns et al., 2016; Pollack et
al., 2017), information asymmetries (Cable & Shane, 1997; Kollmann & Kuckertz, 2006), and
the threat of opportunistic behavior (Cable & Shane, 1997). As a result, contracts between the
parties cannot cover everything (van Osnabrugge, 2000), which necessitates that trust plays a
key role (Gulati & Sytch, 2008; Mayer et al., 1995), as it regulates the relationship (Welter,
2012).
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A conceptual examination of trust shows that the literature is intensively concerned
with the concept trust (Olsen, 2008) and that accordingly different definitions exist. Moreover,
when different disciplines deal with the term, this also leads to the development of unique
views, depending on the discipline (Doney & Cannon, 1997). But despite this heterogeneity,
the literature shows that distinct characteristics emerge which can be found in the individual
definitions (Moorman et al., 1992; Zahra et al., 2006). The definitions therefore share some
common ground in that trust is related to whether one is willing to make oneself vulnerable
(Mayer et al., 1995; Rousseau et al., 1998; Whitener et al., 1998), what expectations (Das &
Teng, 1998; Mayer et al., 1995; Rousseau et al., 1998; Sirdeshmukh et al., 2002; Whitener et
al., 1998) or beliefs one has in the partner (Anderson & Weitz, 1989; Whitener et al., 1998)
and the associated risk within the relationship (Sheppard & Sherman, 1998; Whitener et al.,
1998). A further characteristic results from the expectations, because the trustor does not
control their realization (Mayer et al., 1995; Whitener et al., 1998). Beside the concept of trust
there is another term in trust literature, trustworthiness, which has to be classified here (Mayer
et al., 1995; Mdllering, 2019). Trustworthiness refers to the trustee and its characteristics, such
as benevolence, integrity, and ability and is a precursor of trust (Mayer et al., 1995).

To explain the concept of trust in the context of relationship marketing, Morgan and
Hunt (1994) developed the Commitment-Trust theory, a frequently cited model. This model
conceptualizes trust and commitment as keys that represent the quality of a relationship. The
structure of this model is based on the assumption that various antecedents exist, which
influence trust and commitment positively or negatively. This relationship quality (trust and
commitment) then in turn influences the outcomes of a relationship. Through this structure,
Morgan and Hunt (1994) provide an important basis for the relationship marketing research,
because it highlights the fact that trust is multidimensional. Therefore, various scholars have
used and developed the basic principles of this model to further understanding trust (e.g.,
Doney & Cannon, 1997; Palmatier et al., 2006). For the entrepreneur-investor context, this
approach is therefore also used to provide a framework for this literature review. Figure 3-1
presents the integrative framework we have developed, based on the following considerations.
There are several antecedents of trust (Doney & Cannon, 1997; Morgan & Hunt, 1994,
Palmatier et al., 2006), which represent relationship marketing strategies (Palmatier et al.,
2006). At the level of these strategies (antecedents) there are different intermediate levels,
which are partner-specific (entrepreneur or investor) or concern the relationship (Howorth &
Moro, 2006; Palmatier et al., 2006). However, before these strategies can lead to trust,
trustworthiness must be established (Howorth & Moro, 2006; Mayer et al., 1995). For this
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reason, relationship marketing strategies signal trustworthiness, which then leads to trust.
Subsequently, trust influences various outcomes of a relationship, which are also partner-

specific (entrepreneur or investor) or concern the relationship (Palmatier et al., 2006).

Figure 3-1: A framework for trust in investor-relationship marketing
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3.3 Review method

3.3.1 Article identification
To review the current state of research on trust in the entrepreneur-investor relationship, we
conducted a structured literature review (Fisch & Block, 2018; Tranfield et al., 2003).

The trust literature argues that the concept has attracted the attention of various
disciplines (see Section 3.2), which is why previous literature reviews on trust in relationships
with other contexts should be helpful in identifying relevant terms. For the selection of investor
terms, the literature was searched for relevant investor types. VCs and business angels (BAS)
are central investors and therefore important for entrepreneurial finance (e.g., Block et al.,
2018; van Osnabrugge, 2000), as are banks (e.g., de Bettignies & Brander, 2007; Schulte,
2012). Crowdfunding represents an emerging form of startup financing (e.g., Block et al., 2018;
Bonini & Capizzi, 2019). Based on these considerations, the terms investor*, venture capital*,
business angel*, bank*, and crowd* were used to describe the various investors and capital
providers. In general, investor* covers this topic in general, while the other terms are used to
search specifically for such investors. As the trust literature discusses trust and trustworthiness
(Mayer et al., 1995), we have used trust* as a term for this. Furthermore, other literature
reviews on trust also use the term trust to identify relevant articles in this context (e.g., Bozic,

2017; Kostis & Nasholm, 2020), which is why we consider it useful for our review. The
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selection of synonyms for startups is in line with Kéhn (2018) and includes the terms startup*,
start-up*, entrepreneur* and new venture*. The following search string, which we used for the

search, stems from the areas investor, trust, and startup:

(investor* OR "venture capital*" OR "business angel*" OR bank* OR crowd*) AND trust*

AND (startup* OR start-up* OR entrepreneur* OR "new venture*")

The search string was then used in the Scopus and EBSCO host Business Source Premier
databases to identify relevant articles searching in titles, abstracts, and keywords. These two
databases have also proven useful in other systematic literature reviews (Arz, 2017; Kohn,
2018).

This study focuses on empirical and conceptual papers published in academic peer-
reviewed journals in English. This ensures that only high-quality knowledge with an
appropriate impact is included in the selection (Kéhn, 2018; Podsakoff et al., 2005). For this
reason, we have excluded other papers published at conferences, books, book chapters, gray
literature, presentations, and dissertations.

The search in January 2020 resulted in 170 articles from scientific journals on Scopus
and 87 scientific journal articles on EBSCO host Business Source Premier. This led to a
selection of 257 articles. In a first step, all data records were merged, and duplicates removed
(n=50), leaving 207 articles. Subsequently, as in other literature reviews (e.g., Briine & Lutz,
2020; Kohn, 2018; Michler et al., 2020), a quality cut-off put in place to ensure the quality of
the selected journals. We used the scientific journal ranking (SCImagojr) and excluded articles
from the lowest quartile (SJR < 0.337). As a result, we excluded 86 articles from further
searches. We then examined the abstracts of the remaining 121 articles to determine to what
extent they dealt with trust between entrepreneurs and contributed to answering the research
question. In this step, articles that only mentioned the importance of trust and did not provide
any in-depth indications on its emergence or consequences were excluded from the search.
Furthermore, some studies focused on the stakeholders of startups in general and therefore did
not study specific investors. Any such articles were also excluded. As a result, 25 articles were
included in the review. Further studies can also be identified by reference checking (Booth et
al., 2012), and that method was also applied to the identified benchmark articles. This made it
possible to add a further seven articles to the sample, giving a final total of 32 articles. Figure 3-

2 summarizes the search process.
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Figure 3-2: Systematic search and selection process

Systematic Search 1 Systematic Search 2
* Database: Scopus * Database: EBSCO host (Business Source Premier)
*  Source type: Journal + Source type: Journal
* Language: English * Language: English
* Publication date: Until December 2019 * Publication date: Until December 2019
, 1

Search string

(investor* OR "venture capital*" OR "business angel*" OR bank* OR crowd*) AND trust* AND (startup* OR start-up* OR entrepreneur® OR "new venture*")

n = 257 articles

-

50 doublets removed

n = 207 articles

N 86 articles excluded after quality cut-off

n= 121 articles

-+

n = 25 articles

- 7 articles appended after reference checking
n = 32 articles

i 96 articles excluded after inclusion and
i exclusion criteria

3.3.2 Overview of selected articles

The 32 articles identified span a period from 1996 to 2019 and show that trust in the
entrepreneur-investor relationship is a growing research stream. Table 3-1 provides an
overview of the 22 journals, in which the articles are published and their ranking as well as the
number of articles published in five-yearly sections. When comparing the individual clusters,
it must be taken into account that the last cluster covers four years (2016-2019) due to the
search period. With regard to the periods of publication, it is noticeable that 21 articles (66%
of the selected articles) have been published since 2010. This increase may be due to the
financial crisis in 2008, which has led to increased interest in trust building with investors
(Strauf? 2018). Another explanation may be the development and implementation of digital
technologies and their influence on marketing and finance. Furthermore, most articles were
published in the journal Venture Capital (n=5), followed by Entrepreneurship: Theory and
Practice (n=4), the International Journal of Entrepreneurial Behavior and Research (n=2), the
Journal of Business Venturing (n=2) and the Journal of Small Business and Enterprise
Development (n=2). In addition, we note that articles on traditional investors such as VCs, BAs,
and banks were mainly published in entrepreneurship and management journals. In contrast,
articles on crowdfunding are mainly found in computer science journals. One possible reason
for this may be that different disciplines are involved in crowdfunding (e.g., entrepreneurship,

finance, computer science). That shows that crowdfunding is a multidisciplinary research
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stream, which is of interest in other disciplines besides entrepreneurship and management

(Mochkabadi & Volkmann 2020).

Table 3-1: Descriptive analysis of the identified articles

Journal 1996- 2016-
Journal Ranking Y 2000 2019°
(SJR)
Academy of Management Journal 10.755 1 1
ACM Transactions on Computer-Human 0.523 1
Interaction
Asia Pacific Journal of Tourism Research 0.731 1 1
Cluster Computing 0.338 1 1
Entrepreneurship and Regional Development 1.170 1 1
Entrepreneurship Research Journal 0.529 1 1
Entrepreneurship: Theory and Practice 5.073 4 |
IEEE Access 0.609 1 1
Industrial Management and Data Systems 1.137 1 1
International Journal of Entrepreneurial 0.785 2 2
Behavior and Research
International Small Business Journal 1.987 1
Journal of Business Ethics 1.860 1 1
Journal of Business Venturing 4.835 2
Journal of Economic Interaction and 0.450 1 1
Coordination
Journal of Management 7.936 1
Journal of Small Business and Enterprise 0.504 2 1
Development
Journal of Small Business Strategy 0.659 1
Kyklos 1.128 1
Online Information Review 0.656 1 1
Strategic Entrepreneurship Journal 2.817 1 1
Telematics and Informatics 1.206 1 1
Venture Capital 0.665 5
Total 32 2 14

% Includes articles published until December 2019 (12-31-2019). The study of Kim et al. (2020) was published
online in November 2019 and is therefore part of this review.
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Furthermore, it is also clear that the studies specialize in different investors. The studies are
dedicated to VCs (n=14), BAs (n=7), banks (n=3), and crowdfunding (n=8). Figure 3-3 shows
the distribution of investor subjects over time. It is noticeable that in the early phases of trust
research, studies focused on VCs and BAs were particularly prevalent, but recently this
distribution has become more heterogeneous owing to the growth of crowdfunding (Moritz &
Block 2016).

Figure 3-3: Distribution of articles in review
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An overview in the appendix (Table 3-4) provides further information about the methodology,

the sample, and the region of data collection for the respective papers.

3.4 Results

3.4.1 Conceptualization of trust in entrepreneur-investor relationship

The theoretical foundations of trust have shown that this concept can be illuminated by
different disciplines and that different types of trust exist. For this reason, it is necessary that
this section deals with the theoretical foundations of the identified literature in order to be able

to place the following statements in this context.
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In addition to the term trust, confidence is also used in the examined articles. Duffner
et al. (2009) discuss the differences between trust and confidence. They emphasize the risk that
parties assume in trusting each other and the vulnerability, while confidence is described as an
evidence-based mechanism. A further distinction is made by Klabunde (2016), who relates
confidence to the competencies of the partner, while trust rather conveys the belief that the
partner is acting as expected. If we now refer to other papers also dealing with this distinction,
it becomes apparent that in addition confidence is primarily conceived of as a future state and
the expectations associated with it (e.g., Maxwell & Lévesque, 2014; Panda & Dash, 2016;
Shepherd & Zacharakis, 2001). However, confidence and trust are also used interchangeably
without explicitly differentiating between the terms (e.g., Dai et al., 2018; Gerber & Hui, 2013;
Sapienza & Korsgaard, 1996).

In addition to this conceptual discussion, the various papers also refer to trust with
different emphases. A study on the relationship between BAs and entrepreneurs that looks at
the dyad describes trust in that context as intrateam trust (Bammens & Collewaert, 2014).
Another paper uses the term swift trust (Harrison et al., 1997), which refers to relationships that
involve only limited collaboration (Meyerson et al., 1996). The paper by Schwarzkopf et al.
(2010) discusses the existence of goodwill and competence trust. That article refers back to
Das and Teng (1996) and explains goodwill in terms of the parties involved being willing to
achieve the goals of the relationship, while in the case of competence, the attention is on the
ability to achieve this. Goodwill is based on values and norms shared by the parties. Hain et al.
(2016) distinguish between institutional and relational trust. Institutional trust represents a
macro level of trust, refers to the general trustworthiness of others and can be characterized by
cultural and formal rules (Hain et al., 2016; Welter, 2012). Others distinguish between trust
based on human emotions (affect-based) and trust that is more rational (cognitive-based) (Dai
et al., 2018). A comparable distinction is made by Kang et al. (2016), who describe trust based
on emotions as relationship trust and rational trust as calculus. Moreover, the emergence of
trust in the entrepreneur-investor relationship is also differentiated according to behavior and
character. The last issue concerns the perception and thereby the factors of ability, benevolence,
and integrity are included in the investigation, which should explain the trustworthiness of a
partner. The explanation of behavior is based on procedural justice (Middelhoff et al., 2014).
Both the explanations of the conceptual distinction between confidence and trust and the
various trust concepts are prima facie indications of the complexity and heterogeneity of this

topic.
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3.4.2 Overview of types of entrepreneur-investor relationships

The literature reviewed focuses on different investors and there are also differences between
individual investors (e.g., de Bettignies & Brander, 2007; Wong et al., 2009); it is therefore
necessary to discuss those investors separately, which ensures that investor-relationship
marketing strategies and outcomes are presented in an investor-specific context. Such a
differentiated point of view (investor, entrepreneur, and relationship) has already proven useful
in literature reviews with different investors (Drover et al., 2017). To this end, the articles
systematically identified were carefully read and then systematized according to their
antecedents and outcomes. Table 3-2 summarizes these topics in specific entrepreneur-investor
relationships and the structure stems from the integrative framework visualized in Figure 3-1.
The topics are elaborated upon in detail for every investor type separately in the following
subchapters.
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Table 3-2: Antecedents and outcomes of trust in the entrepreneur-investor relationship

Unit of analysis

Key topics in entrepreneur-investor relationship®

Antecedents

Investor-focused

antecedents

Relationship-
focused

antecedents

Entrepreneur-
focused

antecedents

Outcomes
Investor-focused

outcomes

Relationship-

focused outcomes

Entrepreneur-

focused outcomes

vC

Trustworthiness

(Benevolence)

Communication,
fairness, partner fit,
experiences,

commitment

Reputation, quality,

success, behavior

Startup evaluation,

learning

Strength of the

relationship,

cooperative behavior

BA

Interest payments

Communication,
partner fit,

interaction

Existing investor

relationships

Investment

intention

Perception of
Startup

performance

Investor choice

Bank

Characteristics,
propensity to trust,
values, trusting
stage, faith in
humanity,

emotional base

External factors,
length and strength,
previous
interactions,

partner fit

Characteristics,
community
involvement,

values

Amount,
cooperation,
reducing agency

problems

Crowdfunding

Motivation

Communication,
partner fit,

interactions

Existing investor

relationships

Investment

intention

Commitment

® Some papers focus on more than one investor, so they have been assigned to the appropriate investors, who
provide insights for this literature review. We have attributed the papers of Ferguson et al. (2016) and Middelhoff
et al. (2014) to VCs and the paper of Fairchild (2011) to BAs.
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3.4.3 Trust in the entrepreneur-venture capitalist relationship

The relationship between entrepreneurs and VCs can be characterized by the fact that VCs
provide support beyond the financial aspects and thus contribute to the value creation of the
startup (Fairchild, 2011). VVC firms obtain their capital from other partners (limited partners),
which means that they do not invest their own capital. The investor-entrepreneur relationship
is usually the concern of professional fund managers working for the VC firm (De Clercq et
al., 2006).

Overall, as summarized in Table 3-2 the results show that the focus of the literature is
on relationship- and entrepreneur-focused antecedents, while it is not clear which influencing
factors come from the investor. The relationship-focused antecedent cases in particular are a
focal topic of previous research and show similarities within the antecedents.

Investors can signal trustworthiness to entrepreneurs, as the study by Middelhoff et al.
(2014) illustrates. One finding is that benevolence has the strongest influence when trust is
formed. Furthermore, it is clear that the other two factors ability and integrity are weaker. The
frequency of interaction is used as a moderator in this study, but the results show that this factor
has no effect, in relation to ability. A higher level of interaction does not influence whether
trust is built or weakened. Procedural justice also shows that this has no influence on trust
(Middelhoff et al., 2014).

At the level of relationship-focused antecedents, communication, fairness, and partner
fit are three further antecedents (Panda & Dash, 2016; Shepherd & Zacharakis, 2001). Duffner
et al. (2009) show a positive connection with communication and trust—a result in line with
the findings of Sapienza and Korsgaard (1996), who state that timely feedback influences the
positive relationship between the parties and leads to an increase in trust. If an entrepreneur
informs an investor in good time how the performance of the portfolio companies is
developing, the investor will perceive this as positive in the sense of procedural justice.
Furthermore, feedback also becomes relevant at this point, because if there is little control,
timely feedback is relevant to perceiving a relationship as fair (Sapienza & Korsgaard, 1996).
Another paper argues that trust between VC investors and entrepreneurs can both be directly
influenced by the communication between the parties, and also indirectly influence other
factors such as signaling commitment and consistency, being fair and just, and the partner fit
(Shepherd & Zacharakis, 2001). Panda and Dash (2016) base a part of their study on this
concept and distinguish between two phases in this relationship: an early stage and a growth
stage. The authors note that the early stage phase is marked by informal communication that

takes place via telephone and e-mail and can be described as daily/weekly. In addition, VC
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investors appear around once a month and visit their portfolio companies. In contrast in a
growth-stage relationship, distanced and professional communication occurs that only
occasionally requires contact by telephone or e-mail. Overall, Panda and Dash (2016) show
that the level of trust is high during the early stage, while it is low(er) in the growth stage.
Furthermore, Panda and Dash show that fairness in the early stage phase means being open to
startup performance and accepting that the startup could fail. Another paper (Stratling et al.,
2012), contributes to the fairness debate in analyzing the effects of contracts between VCs and
entrepreneurs on their relationship. The aforementioned study investigates Dutch startups and
indicate that entrepreneurs allow control to a certain degree. The study also distinguishes
between neoclassical and relational contracts, that is, contracts without a social context and
contracts based on informal agreements. The results show that neoclassical contracts have a
negative impact on whether the entrepreneur regards the investor as trustworthy. In contrast,
relational contracts have a positive influence (Stratling et al., 2012). The measures to create
trust can be assigned to the partner fit, because VCs pay attention to the extent to which the
measures taken by an entrepreneur to build trust are comparable with their own (Schwarzkopf
et al., 2010). An early stage fit between investor and entrepreneur is also created by the same
alma mater and the same city where both spent their childhood (Panda & Dash, 2016). Hain et
al. (2016) also make a contribution to partner fit, because they devote themselves to
institutional trust and beyond that to relational trust. The latter is particularly important for
investments in developed economies. For example, relational trust can assist in dealing with
geographical or cultural borders (Hain et al., 2016). Furthermore, both interpersonal attraction
and the strength of relationship norms can be precursors of trustworthiness (Ferguson et al.,
2016). Another criterion that VVC investors consider when deciding whether to invest or not are
experiences that it has had previously with the entrepreneur. This means that these experiences
together with the cooperation are the basis for the trust sensitivity (Yang & Li, 2018). Another
antecedent of trust is commitment and can help to build trust if one of the two parties signals
their commitment (Shepherd & Zacharakis, 2001). Whether entrepreneurs exhibit commitment
to the relationship (the early stage form) can be determined by whether they have invested their
own money in the company and how they see their role as investors (Panda & Dash 2016).
Entrepreneurs can influence the trust of VCs through their reputation and quality, as
well as by the success of their startup (Duffner et al., 2009). A further explanation has been
developed by Haiyan (2019) and acknowledges the dynamics of trust. The author finds that
entrepreneurs influence these dynamics through their behavior. Furthermore, the author has

integrated a further perspective in the form of learning, on the basis that the entrepreneur learns
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something about the investor and the investor learns something about the entrepreneur. Which
in turn contributes to the dynamics (Haiyan, 2019).

Trust in the entrepreneur influences how an investor evaluates the startup and its
performance (De Clercq & Sapienza, 2006) and also has a negative influence on VC learning
(De Clercq & Sapienza, 2005). In the case of the relationship-focused antecedents, it is assumed
that the relationship strength also depends on the degree of trust (Schwarzkopf et al., 2010).
Furthermore, the model of De Clercq and Sapienza (2001) integrates trust to analyze relational
rents in this relationship. The authors assume that the strength of the relationship depends on
the degree of trust. If trust is created between entrepreneurs and VCs, it influences the
cooperative behavior of the parties (Panda & Dash, 2016; Shepherd & Zacharakis, 2001).
Shepherd and Zacharakis (2001) argue that an increase in trust leads the respective party (VC

or entrepreneur) to also be confident that the other party will cooperate.

3.4.4 Trust in the entrepreneur-business angel relationship

Business angels are individuals who support entrepreneurs with financial resources (Sudek,
2006) in the form of their own money (De Clercq et al., 2006). Furthermore, they also provide
further value-adding activities, such as mentoring advice or access to their networks (De Clercq
et al., 2006).

Overall, as summarized in Table 3-2 research on trust in the entrepreneur-business
angel relationship remains scarce. There are many individual antecedents and outcomes, but
they are highly fragmented.

The development of trust on the part of BAs can be influenced by existing investor
relationships to signal trustworthiness to the BA (Sgrheim, 2003). Klabunde (2016) examines
trust from the perspective of the BA and approaches this issue from an agent-based model that
determines the optimal investor strategy. One factor is interest payments. This means that
whether trust is built or lost depends on how the interest payments on the investment behave.
If those interest payments increase, trust increases, and if payments decrease, trust decreases
accordingly. In this context, the author also addresses the fact that investors exchange ideas
with others from their network in order to assess their levels of return, which ultimately also
flows into trust building (Klabunde, 2016). The study of Bammens and Collewaert (2014) find
that the quality of communication between BA and entrepreneur has a positive correlation with
trust. The papers reviewed also show commonalities in their treatment of partner fit (Klabunde,
2016; Sgrheim, 2003). The study of Sgrheim (2003) explains that it is important for investors
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to create a common basis with the entrepreneur, which is the prerequisite for entering into a
trusting relationship over a longer period of time. Furthermore, every interaction influences
how the investor perceives trust (Sudek, 2006).

The trust-building measures initiated by entrepreneurs in receipt of an investment offer
outweigh the measures taken by entrepreneurs who do not receive one (Maxwell & Lévesque,
2014). Therefore, trust influences how BAs determine an investment intention (Harrison et al.,
1997; Maxwell & Lévesque, 2014; Sudek, 2006). Another consequence of investor trust is the
evaluation of startup performance because a high level of trust has a positive effect on the
assessment (Bammens & Collewaert, 2014). In contrast, trust also plays a role for entrepreneurs
when they choose an investor, as Fairchild (2011) demonstrates. It is argued that the
relationship with BA is more trusting than that with VVC, while the added value of VVC is higher.
Furthermore, this model states that empathy and trust are linked. This also leads to a higher
value being attached to the BA than to the VC. The propositions of Fairchild (2011) allow the
conclusion that the choice of investor is as dependent on empathy and trust as it is on economic

factors.

3.4.5 Trust in the entrepreneur-bank relationship

The entrepreneur-bank relationship is characterized by the fact that a bank manager is
responsible for lending to the customer (an entrepreneur) (Howorth & Moro, 2006). In the case
of banks, however, it should be noted that, in comparison to VCs or BAs, they have a lending
function and, accordingly, no equity participation (De Clercq et al., 2006). If we relate this to
the risk associated with trust (Mayer et al., 1995), then banks do not carry the risk that a VC or
BA does (De Clercq et al., 2006).

As summarized in Table 3-2, the research findings on trust in the entrepreneur-bank
relationship are mainly influenced by the study by Howorth and Moro (2006) that provides a
comprehensive model for the antecedents of trust. Beyond that, however, research results
available to date are sparse.

Howorth and Moro (2006) show various possibilities of influence which could be
regarded as signals of trustworthiness on the part of investors and entrepreneurs. The
characteristics and values are common antecedents, which, through entrepreneurs and
investors, help to forge partner fit and thus to establish trustworthiness between entrepreneurs
and their bank managers (Howorth & Moro, 2006). In addition, Howorth and Moro (2006) also

show that entrepreneurs’ community involvement is a trustworthy signal and that trust
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propensity, trusting stage, faith, and the emotional base are also antecedents of investors’ trust
and previous interactions as a relationship-focused antecedent of trust. Moreover, personal
trust between a bank manager and an entrepreneur is also influenced by external factors, such
as the institutional environment, which is in turn further categorized as regulatory or normative,
the former referring to the bank and the latter to the social context (Moro et al., 2017). The
relationship strength and length and previous interactions between entrepreneur and bank
manager are further antecedents at the relationship level (Howorth & Moro, 2006).

When entrepreneurs request a loan from a bank, the amount of the loan granted will
also depend on the extent to which the bank manager has trust in the borrower (Moro et al.,
2017). After the investment, trust influences the cooperation between entrepreneurs and banks
(Howorth & Moro, 2006). Durkin et al. (2013) show that a lack of trust can have negative
consequences for instance that entrepreneurs want to search for other types of investors. In
contrast, trusting cooperation can also mitigate negative aspects, such as, agency problems
(Howorth & Moro, 2006).

3.4.6 Trust in the entrepreneur-crowd investor relationship

Crowdfunding emerged through digitization and brings together many investors on one digital
platform, who can then invest in a startup (Kim et al., 2020). This means that the entrepreneur
usually cannot establish a personal one-on-one trust relationship but must instead seek to build
a relationship with a more or less anonymous mass. Furthermore, there are also various forms
of crowdfunding (Kim et al., 2020). In the reviewed papers reward-based crowdfunding (e.g.,
Dai et al., 2018) and equity-based crowdfunding (e.g., Xiao, 2019) are examined. Crowdfunded
investment means entrepreneurs have to deal with investors who may have various motivations
and who are willing to accept different levels of risk (Mochkabadi & Volkmann, 2020).

As summarized in Table 3-2, the research on the entrepreneur-crowd investor
relationship to date shows that it has mainly been individual antecedents that have been
investigated to determine the development of trust. The possible outcomes of trust have so far
rarely been investigated.

Existing investor-relationships play a role in the development of trust; thus, their
credibility is important for the entrepreneur whether a follow-on investor invests (Xiao, 2019).
Moreover, for crowd investors who invest in startups through crowdfunding campaigns,
motivation is an antecedent that helps to build trust (Kim et al., 2020). The aforementioned

study investigates tourism crowdfunding, combines motivation with trust, and reports that both
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intrinsic and extrinsic motivation positively influence trust building. Among the relationship-
focused antecedents, communication is discussed (Gafni et al., 2019; Zhao et al., 2017). While
entrepreneurs present their startup at the online pitch, they can gain the trust of investors by
frequently referring to them by name (Gafni et al., 2019). Another way to build trust through
communication is through social media such as Facebook and social media platforms can be
used by entrepreneurs to disseminate information, which influences trust (Dai et al., 2018).
Zhao et al. (2017) state that partner fit also contributes to trust building for crowd investors.
Entrepreneurs who take trust management into account when seeking crowdfunding can
influence the investment intention in two ways (Zheng et al., 2016): either centrally through
creditworthiness or peripherally through the inferaction between the parties. Zheng et al.
(2016) report the latter in particular shows greater effects. This is because the interaction
between investor and entrepreneur can foster a relationship of trust, which subsequently leads
to an investment decision (Zheng et al., 2016). Kang et al. (2016) examined calculus trust and
relational trust and found that they jointly or separately influence investment intention.
Furthermore, trust also influences commitment (Zhao et al., 2017) and a lack of trust is one

reason why investors choose not to invest (Gerber & Hui, 2013).

3.5 Discussion and future research agenda
Figure 3-4 visualizes the key concepts in the reviewed literature on trust in entrepreneur-
investor relationships. This figure bundles the identified topics from Table 3-2 and shows them

comprehensively in the developed framework from Figure 3-4.
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Figure 3-4: Key findings for trust in the entrepreneur-investor relationship marketing
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With regards to the investor-relationship marketing strategies, the academic discussion focuses
strongly on the relationship-focused antecedents. These antecedents show commonalities
regardless of the investor type. Under the term partner fit, commonalities between entrepreneur
and investor can be summarized, such as common values, social distance, or common basis
(e.g., Howorth & Moro, 2006; Shepherd & Zacharakis, 2001; Serheim, 2003; Zhao et al.,
2017). Another frequently discussed relationship-focused antecedent we identified is the
communication in relationships with VCs, BAs and crowd investors (e.g., Bammens &
Collewaert, 2014; Shepherd & Zacharakis, 2001; Zhao et al., 2017). However, findings relating
to the investor-focused and entrepreneur-focused perspectives are rare, indicating the necessity
for further research in this area. Drawing from the relationship marketing literature, scholars
may investigate how each partner’s expertise or competence as well as potential existing
disagreements among the partners (Palmatier et al., 2006) affect trust in the entrepreneur-

investor relationship.
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The crowdfunding literature shows that the relationship between entrepreneurs and
crowdfunding investors is built through online communities (e.g., Gafni et al., 2019; Zhao et
al., 2017). Accordingly, the interaction between these parties also takes place online, for
example through pitch videos (Gafni et al., 2019) or the use of social media (Berger et al.,
2015; Dai et al., 2018). As the paper by Panda and Dash (2016) shows, the interaction between
VCs and entrepreneurs takes place mainly in an informal and, in the growth stage, distanced
manner. In the crowdfunding context past research emphasizes the role of trustworthiness
signaled in investor communication to reduce information asymmetries (Moritz et al., 2015).
This leads to the question of what influence communication in virtual communities (e.g.
Facebook posts, tweets) has on the development of trust in relationships with traditional
investors such as VCs, BAs, or banks.

Information on the outcomes of investor-relationship marketing remains difficult to
access because there are few findings relating to the individual levels, which is particularly true
of entrepreneur- and investor-focused outcomes. Accordingly, further studies might contribute
by exploring the consequences of trust for entrepreneurs and investors. A further insight is that
trust is an important condition when it comes to the investment decision of investors. This
emphasizes the importance of trust for the relationship and that it must be managed
accordingly. Furthermore, De Clercq and Sapienza (2006), show that trust influences the
evaluation of the startup performance and Duffner et al. (2009) relates trust directly to success.
This leads to the question of whether there may be further outcomes that are influenced by trust
but have yet to be isolated. In the relationship marketing literature, for example, loyalty and
word-of-mouth are discussed as further outcomes of trust (Palmatier et al., 2006). Therefore,
in future studies, scholars could investigate the impact of trust on these constructs in investor
relationships.

Furthermore, the literature on trust in the entrepreneurship discipline shows that the
work done so far mostly refers to the positive aspects of trust. This means there is a lack of
critical debate, which also reveals the dark sides of this concept (Welter, 2012). Although
negative aspects of trust are addressed in various papers (e.g., Bammens & Collewaert, 2014;
Durkin et al., 2013), there is still potential to supplement these views. For example, trust can
lead to blindness in strategic decision making or influence the choice of (weaker) control
mechanisms (Zahra et al., 2006). Further studies could therefore ask, whether trust in the

entrepreneur-investor relationship might cause negative side effects.
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The 32 articles identified are devoted to trust in different phases of the relationship, that
is, the trust between entrepreneur and investor is mapped in the empirical studies on a
particular. There are studies that can be assigned to the pre-investment phase (e.g., Gafni et al.,
2019; Sgrheim, 2003), others are dedicated to the post-investment phase (e.g., Bammens &
Collewaert, 2014; Middelhoff et al., 2014). If one considers, however, that the emergence of
trust is a process (Doney & Cannon, 1997; Swan et al., 1985), there are few studies at this point
that illustrate the trust between entrepreneur and investor in several phases of the relationship
(Panda & Dash, 2016). Future studies shedding light on the relationship between entrepreneur
and investor from the pre-investment to the post-investment phase could thus also show which
antecedents and outcomes are present in the respective phases and how they might change.

Further research opportunities arise from changes in the area of entrepreneurial finance
(e.g., Bellavitis et al., 2017; Block et al., 2018; Bonini & Capizzi, 2019; Drover et al., 2017;
Wohlgemuth et al., 2016). This literature review shows that, with a few exceptions, previous
research has discussed individual investors in isolation. The development of the financing
landscape, however, makes it necessary to abandon that isolation and connect investors (Drover
et al., 2017). As mentioned in the introduction, this is how entrepreneurs do it in practice
(Moritz et al., 2016), future studies might start here and explore how these multiple
entrepreneur-investor relationships affect trust building with the entrepreneur.

Although this structured literature overview has addressed a new form of financing in
the form of crowdfunding and reflects the state of research, there are emergent financing
possibilities, such as accelerators or family offices (Block et al., 2018). In addition, research
gaps are also apparent in the area of trust with established investors, such as corporate venture
capitalists, which have largely been neglected up to now. This accordingly leads to the question
of how entrepreneurs can establish trusting relationships with these investors.

Digital technologies largely affect entrepreneurship and innovation (Berger et al.,
2021), we also expect that this will impact the relationship between entrepreneurs and
investors. The blockchain technology enables financial transactions via decentralized platforms
(Chen & Bellavitis, 2020) and is the basis for Initial Coin Offering (ICO), a form of startup
financing through tokens as currency (e.g., Block et al., 2021b; Fisch, 2019; Huang et al.,
2020). Blockchain technology may solve agency problems and thereby act as a mechanism for
trust (Shermin, 2017). Personal trust may be complemented or even shift entirely towards
technology. To this point, whether the concept of “trustless trust” will become reality and might
also affect traditional entrepreneur-investor relationships, which currently strongly rely on

trust, remains mere speculation. Driven by blockchain technology advancements in practice,
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future research may explore how the blockchain technology affects trust in the investor
marketing of startups.

This literature review offers both theoretical implications and practical advice to reveal
trust for practitioners. The research framework shows that trust is a multidimensional concept,
which is conceptualized by different antecedents and outcomes (Morgan & Hunt, 1994). Our
framework is therefore a basis and offers an overview for entrepreneurs who want to manage
relationships with investors. The entrepreneur has to develop an awareness of the role of trust
in the entrepreneur investor-relationship and in investor-relationship marketing has to ensure
that various partner-specific antecedents (e.g., investors’ motivation, quality of the
entrepreneur, and reputation) influence the creation of trust. Furthermore, this literature review
shows that the state of research on the relevant antecedents varies depending on the type of
investor. Nevertheless, two central antecedents can be identified that entrepreneurs should
consider: entrepreneurs must pay attention to communication and the partner fit in the investor
relationship. The consequence for investor-relationship marketing is that entrepreneurs have to
develop suitable strategies so that these antecedents contribute to trust building. Suppose an
entrepreneur wants to convince a VC investor and signal trustworthiness through
communication; one component of the communication strategy could be to communicate his
or her reputation and quality and to demonstrate the startup’s successes to date (Duffner et al.,
2009). In addition, the entrepreneur could collect information about the investor that signals
similarities, such as hometown or alma mater (Panda & Dash, 2016) and can communicate
such “fun facts” during the pitch. Entrepreneurs might also use other areas of EM to create an
investor communication that develops trust. For example, public relation activities and social
media could be used to share information about themselves and the startup, thereby also
creating a reputation in the environment. This paper also gives an insight into the possible
outcomes of trust. The outcomes show that entrepreneurs can influence the cooperation with
their investors through trust, by creating a strong relationship and minimizing risks that may
arise. In summary, the findings of this paper can be used to establish and maintain entrepreneur-
investor relations in practice. A summary of the research gaps and the suggested paths for

future studies is presented in Table 3-3.
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Table 3-3: Future research agenda for trust in the entrepreneur-investor relationship

Challenges and current research gaps

Future research directions

Antecedents
Antecedents of trust to understand the

multidimensional character of trust

Influence of virtual communities on trust with

traditional  investors, as digitization  affects

collaboration

Outcomes
Outcomes of trust to understand the multidimensional

character of trust

Negative consequences of trust to examine potential

dark sides of a trusting relationship

Time
Longitudinal studies to conceptualize the development

of trust as a process

Investor landscape
Multiple entrepreneur-investor relationships, due to

common practice entrepreneurs of multiple investors

Further (new) investor types, as entrepreneurs can get
capital from different sources and new types of

investors emerge

Effect of blockchain on trust in investor marketing, as

technology can act as a trust mechanism

3.6 Limitations and conclusion

Exploration of antecedents from the entrepreneur and
investor perspectives in more detail (e.g., expertise,
conflicts)

Influence of investor communication in virtual

communities on trust between entrepreneurs and

(e.q.,
communication with/ by VCs, BAS)

traditional investors social media

Exploration of outcomes from the entrepreneur and
investor perspectives in more detail (e.g., loyalty,
word-of-mouth)

Exploration of negative side effects of trust in the
entrepreneur-investor relationship (e.g. blindness, lack
of control)

Measurement of trust at different stages of an
entrepreneur-investor relationship and analysis of
development of trust over time (e.g. pre-, post-

investment)

Consideration of interdependencies, impact on trust
and consequences for investor marketing due to
multiple investors possibly engaged at different times
(e.g., Crowd/VC, BA/VC)

Examination of trust between entrepreneurs and other
players in the entrepreneurial finance landscape (e.g.,
accelerators, family offices)

Examination of the influence of blockchain

technology on trust in the investor marketing (e.g.,

ICO, existing antecedents, new antecedents)

This literature overview is not free of limitations, so these will be discussed in the following

section. A central inclusion criterion for the selection of articles was access to peer-reviewed
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journals published in English (K6éhn, 2018; Podsakoff et al., 2005). The scope of the literature
overview is therefore not fully comprehensive and thus it is possible that interesting findings
presented at conferences or in contributions to books have been overlooked. Therefore, at this
point consideration must also be given to whether the quality of the articles should come first,
as in this case, or whether the search field should be extended to deliver the broadest possible
coverage of the topic. Although the search process forming the basis of the current review was
carried out with great care, we cannot completely rule out that individual articles were
overlooked. For example, articles may deal with trust, but not as a central topic, meaning it is
not included in title, abstract, or keywords. A further point of criticism concerns the evaluation
of the present selection, where the influence of the subjective feelings of the authors cannot be
completely excluded.

In conclusion, entrepreneurs have an important task in raising capital for their startups
and the task necessitates embarking on interpersonal relationships with their stakeholders, the
investors. This literature review thus makes an important contribution to research into the
entrepreneur-investor relationship. In particular, studies that deal with trust as a concept of this
relationship are systematically identified and subsequently discussed in order to identify further
research paths. This paper shows that trust in the relationship with different types of investors
has already been investigated, but the discussion has been dominated by the focus on VCs.
Furthermore, it is evident that above all, the investors and their trust in the portfolio company
is an important perspective. These findings are supplemented by the fact that trust is
characterized by various determinants, which also offer potential approaches for further
studies. Finally, it should be mentioned that this paper has approached trust from the point of
view of EM, and thus it enriches the previous entrepreneurship research on trust with a novel
perspective and illuminates further research paths.
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Appendix

See Table 3-4.

Table 3-4: Overview of selected articles

Authors (Year)

Methodology

Sample

Region

Bammens and
(2014)

Dai et al. (2018)

De Clercq and Sapienza (2001)

De Clercq and Sapienza (2005)

De Clercq and Sapienza (2006)

Duffner et al. (2009)

Durkin et al. (2013)

Fairchild (2011)

Ferguson et al. (2016)

Gafni et al. (2019)

Gerber and Hui (2013)

Hain et al. (2016)

Haiyan (2019)
Harrison et al. (1997)

Howorth and Moro (2006)

Kang et al. (2016)

Kim et al. (2020)

Klabunde (2016)
Maxwell and Lévesque (2014)

Collewaert Quantitative

Quantitative

Conceptual

Quantitative

Quantitative

Quantitative

Qualitative

Conceptual

Quantitative

Quantitative

Qualitative

Quantitative

Conceptual

Qualitative

Qualitative

Quantitative

Quantitative

Conceptual

Quantitative

54 ventures with entrepreneurs
and BAs

2,214 entrepreneurs and
entrepreneurial project data from
IndieGoGo

n/a

298 VCs

298 VCs

75 VCs

10 entrepreneurs

n/a

79 ventures with entrepreneurs
and lead-investors (mainly
VC)

16,111 successful projects and
4,113 failed projects pitches

83 entrepreneurs and investors
from Kickstarter, RocketHub,
and IndieGoGo

30,650 VC deals

n/a

10 BAs

20 entrepreneurs and 6 bank
managers

610 crowd investors

450 crowd investors

n/a

54 Startup Pitch

Belgium, USA

International

n/a

USA

USA

Germany

Northern Ireland

n/a

Canada, France,
Germany

International

USA

International

n/a

UK

Italy

China

Korea

n/a

Canada
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Table 3-4: continued

Authors (Year) Methodology Sample Region
Middelhoff et al. (2014)  Quantitative 104 entrepreneurs Germany, Austria,
Switzerland
Moro et al. (2017) Qualitative and Study 1: Eight loan Italy
Quantitative managers
Study 2: 450 loan
managers
Panda and Dash (2016) Qualitative 10 entrepreneur-VC India
dyads
Sapienza and Korsgaard  Quantitative Study 1: 44 Students USA
(1996) acting as investors
Study 2: 118 VCs
Schwarzkopf et al. Qualitative 10 VCs Israel
(2010)
Shepherd and Zacharakis Conceptual n/a n/a
(2001)
Serheim (2003) Qualitative Five BAs Norway
Strétling et al. (2012) Quantitative 86 ventures Netherlands
Sudek (2006) Qualitative and Study 1: 259 ventures USA
Quantitative Study 2: 72 BAs
Xiao (2019) Qualitative 189 projects; 25 platform  China
managers, investors,
and entrepreneurs
from AngelCrunch
Yang and Li (2018) Quantitative 18 VCs China
Zhao et al. (2017) Quantitative 204 crowd investors Taiwan
from FlyingV
Zheng et al. (2016) Quantitative 829 projects from China

demohour
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4. Study 3 — Emotional robustness in times of crisis: the effects of
venture funding on the digital communication styles of

entrepreneurs

Authors: Manuel Kaiser and Andreas Kuckertz’

Abstract

Entrepreneurial communication describes the communication activities of entrepreneurs and is
an essential tool for entrepreneurs to build relationships. However, there is a lack of research
regarding how entrepreneurs adapt their communication styles in times of crisis. Nevertheless,
entrepreneurial communication during a crisis is essential because entrepreneurs must continue
communicating with their stakeholders and be visible. In this regard, communication has the
central aim of preventing the startup from suffering any damage that may result from the crisis.
Thus, the present paper explores potential shifts in the communication styles of entrepreneurs
during the first wave of the COVID-19 pandemic. The authors examined the digital footprints
of 780 entrepreneurs based in the USA on the social network Twitter. This study used a
longitudinal dataset with the software Linguistic Inquiry and Word Count (LIWC) to analyze
110,283 tweets sent pre-crisis and during the first wave of COVID-19. The results of the
exploratory analysis revealed a connection between crisis and both analytical thinking and
emotional responses. In the case of emotions, the results also suggest that entrepreneurs who
had already received funding from venture capital investors remained emotionally robust
during the crisis, as evidenced by the expression of more positive emotions compared to
entrepreneurs without funding. This study contributes to the understanding of entrepreneurial
communication and adds the context of an exogenous shock to this research stream.
Furthermore, this study highlights the effects of venture funding on the digital communication
style of entrepreneurs, especially in the context of expressed emotions, and suggests emotional

robustness for these entrepreneurs.

Keywords: COVID-19, crisis, digital footprints, entrepreneur, communication, Twitter

7 Status and reference: This study is published in Journal of Small Business and Enterprise Development: Kaiser,
M., Kuckertz, A., Emotional robustness in times of crisis: the effects of venture funding on the digital
communication styles of entrepreneurs. Journal of Small Business and Enterprise Development 30(4), 828-850
(2023). https://doi.org/10.1108/JSBED-10-2022-0423
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4.1 Introduction

Communication is a key factor in shaping relationships between entrepreneurs and stakeholders
(Collewaert et al., 2021; Wiesenberg et al., 2020). Communication is used by investors,
customers, and employees to develop and maintain relationships (Wiesenberg et al., 2020).
Recent research has shown that due to digitalization, entrepreneurial communication
increasingly takes place online, and social media channels play an important role in how
entrepreneurs present themselves to their stakeholders (Fischer & Reuber, 2014; Yang &
Berger, 2017). In addition, these stakeholders are also represented on these networks and can
obtain information about the entrepreneurs (Gloor et al., 2020; Moritz et al., 2015).

Although some research has been done on entrepreneurial communication, little is
known about how entrepreneurs communicate in times of exogenous shocks. Since
entrepreneurs communicate with relevant resource providers through social media (Fischer &
Reuber, 2014; Yang & Berger, 2017), and crises can negatively affect the provision of
necessary financial resources (Block & Sandner, 2009; Brown & Rocha, 2020; Brown et al.,
2020), it remains unclear how entrepreneurs position themselves and communicate in such
critical situations. In previous studies, entrepreneurial communication was mainly considered
in calmer times, when no global crisis explicitly influenced the behavior of entrepreneurs.
Therefore, a better understanding of exogenous shocks is essential to gaining a more thorough
picture of entrepreneurial communication. To contribute to this field of study, we explored the
digital self-presentation of entrepreneurs in times of exogenous shock to address the following

research question:

Research Question: How does a crisis change the digital self-presentation of

entrepreneurs?

According to Zerfass et al.’s (2018) conceptual approach, communication fulfills the task of
ensuring the survival of an organization and is, therefore, part of the achievement of its goals.
For startups, this means that entrepreneurial communication is applied in order to minimize
uncertainty for stakeholders and convince them of the venture’s quality (Fischer & Reuber,
2014). Thus, entrepreneurs use communication to secure their business and keep their startup
running by performing these tasks trough the sharing of the necessary information and building
relationships (e.g., Fischer & Reuber, 2014; Wiesenberg et al., 2020). However, in times of
exogenous shocks, startups uncertainty is further amplified (Giones et al., 2020) as the entire

ecosystem is hit by them: Access to financial resources is difficult and reduced, the economic
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situation of organizations deteriorates, and the whole value-chain is interrupted to name just a
few examples (Miklian & Hoelscher, 2022). Consequently, in times of an exogenous shock
when business-relevant systems threaten to collapse, entrepreneurial communication must
ensure that entrepreneurs continue to communicate with their stakeholders and signal visibility.
During a crisis, entrepreneurial communication has the central task of preventing the startup
from suffering any damage that may result from the crisis.

To provide context for the crisis in our study, we used data collected before and during
the first wave of the COVID-19 pandemic. In 2019, a novel coronavirus was detected in China
(Zhu et al., 2020) and subsequently declared a pandemic by the World Health Organization
(WHO) in March 2020 (World Health Organization, 2020a). As a result, the spread of COVID-
19 has sent the world into what has been called the greatest exogenous shock since World War
I1, affecting entrepreneurs and their ventures in numerous ways (Belitski et al., 2022).

To explore the communication of entrepreneurs in this context, we focused on their
self-presentation on the social network Twitter. In doing so, we analyzed 110,283 tweets from
780 US entrepreneurs posted pre-crisis and during the first wave of COVID-19, using variables
from the Linguistic Inquiry and Word Count (LIWC) software. The key results of our analysis
clearly showed that a crisis puts emotional strain on entrepreneurs and that, consequently,
during the first wave of the pandemic, self-presentation was negatively influenced. However,
our results indicated that venture capitalist (VC)—backed entrepreneurs, in particular, behaved
differently and were less emotionally driven than entrepreneurs without VVC partners.

In undertaking this study, we have sought to contribute to two existing research streams.
First, we supplemented the discussion of entrepreneurs’ communication with information
about their digital communication styles (e.g., Fisch & Block, 2021) We found that
communication was a central concept in entrepreneur—stakeholder relationships, particularly
regarding resource acquisition tasks with different communication tactics (Collewaert et al.,
2021; Wiesenberg et al., 2020). Previous entrepreneurial communication research has focused
on calmer times, and we have extended this research by considering the context of a global
crisis, the COVID-19 pandemic, with its various detrimental economic and psychological
effects, for our data. Second, in studying this exogenous shock, we contribute to the general
crisis research in entrepreneurship (e.g., Doern et al., 2019; Kuckertz & Bréndle, 2021). With
a novel dataset of 110,283 entrepreneurs’ tweets, we illustrate how they use social media for
crisis response and how they adapt their responses before and during an exogenous shock.

Thus, through our longitudinal data set, we show how the reaction of entrepreneurs changes
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over time. Overall, in keeping with the exogenous shock, we have accounted for the influence

of context on the behavior of entrepreneurs (Welter, 2011).

4.2 Theoretical background — entrepreneurial communication and crisis

Research on entrepreneurial communication covers all communicative activities between
entrepreneurs, their networks, and the startups’ stakeholders (Chen et al., 2017; Wiesenberg et
al., 2020). From this research, we know that communication is an important part of creating an
environment of legitimacy, gaining stakeholders’ trust, and reducing overall uncertainty toward
innovative startups and their activities (Aldrich & Fiol, 1994; Bammens & Collewaert, 2014;
Fischer & Reuber, 2014).

Existing research to date has looked extensively at communication in the context of
acquiring resources, examining how entrepreneurs use communication to form relationships
with key stakeholders, such as investors (Anglin et al., 2018; Wiesenberg et al., 2020). In
investor relations, for example, communication is fundamental in convincing potential capital
providers of the validity of an investment during a pitch presentation (Clark, 2008). In
particular, to attract the attention of investors, it was found that entrepreneurs used various
tactics to position themselves to these stakeholders and maintain their image (Anglin et al.,
2018; Collewaert et al., 2021; Martens et al., 2007; Parhankangas & Ehrlich, 2014; van Balen
et al., 2019). Studies examining the self-presentation of entrepreneurs have shown that various
media are used as message carriers.

For example, business documents such as investment proposals or even a startup’s
vision statement have all been used (Parhankangas & Ehrlich, 2014; van Balen et al., 2019).
Furthermore, communication is not limited to linguistics but instead is possible through both
verbal and non-verbal cues, including clothing (Collewaert et al., 2021; Zott & Huy, 2007).
After an investment is made, communication has been shown as necessary in keeping investors
informed with continual updates about the startup project (Kollmann & Kuckertz, 2006).
Another reported area of resource acquisition for startups is human resource management, with
whom communication also takes place. In line with this, for example, the study by Men et al.
(2021a) examined the effects of motivating employee communication and found that
motivation had a positive connection to the quality of the entrepreneur—employee relationship.

While communication between entrepreneurs and their stakeholders can be
implemented through the tools noted above, communication has become increasingly

digitalized. Therefore, entrepreneurs are likely to use social media applications, such as
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Twitter, to share information and maintain relationships (Fisch & Block, 2021; Fischer &
Reuber, 2014). In addition, the study by Moritz et al. (2015) has shown that investors also
actively use social media to form an impression of entrepreneurs and potential investments.
Therefore, these digital channels have also been shown to be suitable for entrepreneurs to
position themselves with legitimacy, increase trust, and reduce uncertainty (Fischer & Reuber,
2014; Olanrewaju et al., 2020) The study by Mumi et al. (2019) showed that entrepreneurs
could also use social media to signal quality during an IPO and thus positively influence the
IPO value. Fischer and Reuber’s (2014) study of entrepreneurial online communication via
Twitter found that entrepreneurs used the app to communicate qualitative signals (e.g.,
expertise), integrate relationship building through stakeholder language into communication,
and also communicate the values and culture of their organizations. Further studies have
subsequently revealed differences in digital communication that exist between entrepreneurs
and CEOs (Lee et al., 2017), superstar managers (Obschonka et al., 2017), and the general
population (Tata et al.,, 2017). We have built on this research in examining digital
communication during a crisis.

Research at the intersection of crisis and entrepreneurship involves, in particular, the
study of past crises, both local and global, and how these situations impacted entrepreneurs and
their startups (Doern et al., 2019). Previous studies have examined the impact of natural
disasters, such as Hurricane Katrina (United States) in 2005 (Runyan, 2006), the 2010
earthquake in Haiti (Williams & Shepherd, 2016), and the local riots in London (United
Kingdom) in 2011 (Doern, 2016); other studies have analyzed global crises, such as the 2008
financial crisis (Block & Sandner, 2009; Smallbone et al., 2012) and the present COVID-19
pandemic (Block et al., 2022a; Brown & Rocha, 2020). A central focus of research in this field
has been the possible handling of crises — clarifying questions regarding the optimal reactions
of entrepreneurs in such situations (Doern et al., 2019). Nevertheless, we were unable to
identify existing literature that addressed communication in times of crisis. What we found in
the literature, however, indicated evidence suggesting that changes in communication are likely
to take place.

During the COVID-19 pandemic, lockdowns were imposed in connection with the
pandemic, resulting in a stay-at-home economy (World Economic Forum, 2020), with
interpersonal relationships shifting from physical to digital environments (Ratten, 2020). As a
result, traditional relationship mechanisms were not fully applicable. The entrepreneur—
investor relationship before the pandemic was often predicated on face-to-face communication

regarding a startup’s development (Brown & Rocha, 2020), and it was understood that startups
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benefitted from the social capital of their partners. That effect is, however, limited in times of
crisis, as these partners also have to deal with and react to the consequences of the crisis
(Kuckertz et al., 2020). The findings of Meurer et al. (2022) showed that entrepreneurs engaged
in social media to obtain support, especially emotional and social support. In addition, survey
results have shown that there has been more activity on social media during the COVID-19
pandemic (Statista, 2020). In summary, the digital space in which entrepreneurs also find
themselves opens up further research opportunities for examining their behavior in the context
of a crisis (Meurer et al., 2022).

If we consider the possible influences of a crisis on the communication behavior of
entrepreneurs, we can identify different dimensions that may be affected by crises. First,
communication is key in the procurement of financial resources, a crucial part of
entrepreneurship (Collewaert et al., 2021; Wiesenberg et al., 2020). However, the crises have
been shown to change the investment behavior of investors by reducing financial resources
(Block & Sandner, 2009; Brown & Rocha, 2020; Brown et al., 2020), which means that not all
entrepreneurs are affected to the same extent. Second, the impact of crises can be seen on an
economic level (Belitski et al., 2022; Kraus et al., 2020; Runyan, 2006) , where entrepreneurs
are affected not only financially but also in terms of the ways they work (e.g., changes in
working conditions). Third, entrepreneurs have been shown to be emotionally burdened by
crises (Doern, 2016), potentially influencing entrepreneurs’ mental health (Belitski et al.,
2022). Thus, support is increasingly sought via digital communication channels (Meurer et al.,

2022). Based on these findings, the following proposition was formed:

Proposition: Crisis events affect entrepreneurial communication — not only in terms of
facts communicated but also in terms of subtext and tone. These effects vary with the

type of entrepreneur.

4.3 Method
4.3.1 COVID-19 as data context

The novel coronavirus COVID-19, an infectious disease based on the SARS-CoV-2 virus, was
discovered in December 2019 in Wuhan, China (World Health Organization, 2020a; Zhu et al.,
2020). Subsequently, the first death caused by this virus was reported in China on January 11,
2020 (World Health Organization, 2020a). Thereafter, the first WHO report of January 21,

2020, showed that 282 people had become infected, mainly in China and other countries in
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Asia (World Health Organization, 2020b). While China was particularly affected, this virus
quickly changed from an epidemic to a pandemic. As a result, the WHO declared COVID-19
a pandemic on March 11, 2020 (World Health Organization, 2020a).

To slow the spread of the virus, governments have taken various measures that have
greatly impacted daily life. Since respiratory diseases caused by COVID-19 are transmitted
between humans via liquid particles (World Health Organization, 2021), interpersonal contact
had to be kept to a minimum. As a result, lockdowns were imposed by governments worldwide,
leading to physical distancing (Ratten, 2021). Thus, entrepreneurs were impacted in multiple
dimensions. From an economic perspective, the lockdowns led to financial losses (Block, et
al., 2022a). Customers reduced their spending (Kraus et al., 2020) or postponed their orders;
consequently, the crisis caused startups to lose projected revenue, which in turn threatened their
liquidity (Kuckertz et al., 2020). Beyond the impact on startups’ revenues, the effects were also
evident in the financial resources made available by investors. Previous findings in crisis
research explained that critical situations like the COVID-19 pandemic are characterized by
uncertainty that influences investors and the allocation of financial resources (Brown & Rocha,
2020; Brown et al., 2020). In addition to the economic effects, psychological effects have also
resulted from the COVID-19 pandemic. From this perspective, the uncertainty associated with
the crisis has led to psychological stress for entrepreneurs. Accordingly, psychological factors,
such as the emotional support offered to entrepreneurs by partners such as investors, have been
negatively impacted during the crisis (Giones et al., 2020). Other negative effects that have
been identified include a greater sense of loneliness in regard to overall well-being (Williamson
et al., 2021). We have built on this context in our study, focusing on the psychological and

economical communication dimensions.

4.3.2 Twitter and Crunchbase as data sources

Twitter, founded in 2006, is a social network where users post short messages called tweets to
communicate with others. Tweets can be a maximum of 280 characters, making Twitter a
microblogging service. According to Twitter’s annual report, an average of 152 million users
were active on the platform per day in Q4 2019 (Twitter, 2019). Further calculations by Forbes
estimated that more than 300 million tweets are produced via Twitter every day (Leetaru,
2019). Twitter is a suitable data source as it offers an application programming interface (API)
that allows researchers to access tweets, making it possible for researchers to examine several
million tweets in a short time (Fisch & Block, 2021; Liu, 2020). The tweets can then be
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examined with regard to the language used (Schwartz et al., 2013). Entrepreneurship research
benefits from access to such big-data datasets (Schwab & Zhang, 2019; Wiklund et al., 2019),
and datasets from Twitter can be collected over multiple time periods (Fisch & Block, 2021).
Therefore, data from Twitter combines the opportunity to respond to calls for big-data datasets
and longitudinal studies in entrepreneurship research (Wiklund et al., 2019).

Utilizing the Crunchbase database can generate a dataset for tweet analysis and has
proved a fruitful tool in entrepreneurship research (Block et al., 2019; Fisch & Block, 2021,
Tata et al., 2017; Winkler et al., 2020). Crunchbase, founded in 2007, is a leading database
providing information about the entrepreneurial ecosystem and its actors (Kuckertz, 2021). The
quality of the data relies on the business community inputting information; for instance,
investors submit monthly portfolio updates. The community-supplied data is then validated
within Crunchbase via artificial intelligence applications and an internal research team (Ferrati
& Muffatto, 2020). The result is an easily accessible database of entrepreneurs, startups,
investors, and financing rounds. In addition, it is possible to use the database to obtain deeper
insights into and identify the Twitter profiles of entrepreneurs. Furthermore, prior research has
shown that the use of Crunchbase and Twitter together can generate large quantities of data to
help in analyzing the digital footprints of entrepreneurs (Fisch & Block, 2021; Tata et al., 2017;
Winkler et al., 2020). Accordingly, we built our Twitter dataset on Crunchbase to explore

entrepreneurs’ communications.

4.3.3 Data identification

For data identification, we used Crunchbase with the people query and identified 5,085
entrepreneurs located in the United States, a number reduced to a sample of 2,244 entrepreneurs
when we added the criterion of having a Twitter profile. We then downloaded the most recent
3,200 tweets sent by each person in the sample using the Twitter API and R software with the
rtweet package. That step produced over 2.7 million tweets to serve as the base for the next
step.

To explore how a crisis affects the communication of entrepreneurs, two time periods
were defined — one before the pandemic (pre-pandemic) and one during the first wave of the
pandemic (in-pandemic). March 11, 2020, when COVID-19 was declared a pandemic by the
WHO, was used as the reference point for the time periods (World Health Organization,
2020b). Because COVID-19 has taken place over an extended period and in different waves,

comparability over longer periods has been difficult to obtain (e.g., 1 year as a time horizon).
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We positioned the study during the first wave of the pandemic. Therefore, we organized our
study according to the following two time periods (for a similar approach, see Kuckertz, 2021),
each 100 days away from March 11: August 24, 2019-December 2, 2019 (pre-pandemic) and
June 19, 2020-September 27, 2020 (in-pandemic).

With the pre-pandemic timeframe, we want to determine how entrepreneurs
communicate when an exogenous shock is not affecting the entire global economy. Because
around the turn of 2019-2020 and especially at the end of December 2019, the first case
numbers (COVID-19) became known in China (Zhu et al., 2020). From this stage, therefore,
entrepreneurs’ communication could already be affected by initial media reports of the novel
lung disease. Thereby, a state of initial buzz begins from here on, which is not clearly pre- or
in-pandemic communication. And to create comparability between the two periods (pre-
pandemic vs. in-pandemic), we chose both phases 100 days apart from March 11. This gives
us two periods in which the communication can develop its situation-driven effect in each
timeframe.

In the next step, more than 2.7 million tweets were further narrowed down using only
tweets from the two time periods (pre-pandemic and in-pandemic), as noted above.
Furthermore, re-tweets were removed so that only the personal tweets of the entrepreneurs were
included in the analysis. The next step was to cleanse those tweets prior to analysis. That
cleansing process was necessary because tweets often use cyber slang, such as "w/", which is
used online as an abbreviation of the word with (Liu, 2020). The tweets were cleansed, for
instance, by removing links, name tags, URLS, and hashtags. Since the tweets were previously
available individually in a spreadsheet, row by row, they were bundled with R and the function
group_by() in R’s dplyr package so that all tweets were assigned to the respective
entrepreneurs.

These tweets were input into the LIWC software application to calculate the concepts
for each entrepreneur. The LIWC application includes a dictionary with 93 established
concepts for the analysis of texts (Pennebaker et al., 2015). Before deciding to use the LIWC
concepts, we tested other advanced avenues, such as Moss et al.’s (2018) dictionary. However,
in testing and comparing to LIWC, we found that only LIWC gave us the ability to capture
communication in its granularity and to analyze the most words (analyzed word count) used
via Twitter.

To obtain meaningful results, Fisch and Block (2021) recommend using only content
from entrepreneurs who used at least 50 words. For this reason, the sample was further reduced,

and the analysis incorporated only the communications of entrepreneurs who recorded at least
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50 words during each time period. The data cleansing operations resulted in a final sample of
780 entrepreneurs with 110,283 tweets used for the analysis (pre-pandemic: 51,594 tweets; in-
pandemic: 58,689 tweets). The LIWC program supported the analysis by offering a dictionary
and indicating what proportion of the words could be analyzed by LIWC. The sample for our
study recorded a value of 83.13%.

4.3.4 Variables

4.3.4.1 Dependent variables

In this study, we explored how a crisis affected entrepreneurs’ communication, considering the
psychological and economic dimensions presented in Section 4.3.1. Both dimensions were
analyzed with the software application LIWC2015, version 1.6.0. Table 4-1 provides an

overview of the dependent variables and an explanation of each.

Table 4-1: Dependent variables

Variables Description

Crisis and psychological
Analytic Analytical thinking provides information about whether the words used
follow analytical thinking patterns (LIWC, 2021)

Clout Clout includes the social aspects within a person’s used words (e.g.,
confidence, leadership) (LIWC, 2021)

Authentic Authentic describes the degree to which the person communicates
authentically (LIWC, 2021)

Tone Emotional tone summarizes the two concepts, positive and negative emotions,
into one value (LIWC, 2021)
Positive emotions Positive emotions describe the degree to which the person used positive words

(Pennebaker et al., 2015)

Negative emotions Negative emotions describe the degree to which the person used negative
words (Pennebaker et al., 2015)

Crisis and economic
Work Work describes the extent to which the person writes about work or job-

related topics (Pennebaker et al., 2015)

Money Money describes the extent to which the person writes about money-related
topics (Pennebaker et al., 2015)
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The psychological dimension was examined using LIWC’s summary language variables
(LIWC, 2021). These four variables represent a summary of the psychological content in a text.
Analytical thinking accounts for the ways in which analytical words are used in a text, as well
as which hierarchical thinking patterns are used. Clout indicates how confident a person is in
their word choice. Authentic examines how authentic a text is. The emotionality of a text is
measured by emotional tone and reveals whether a person tends to use words with positive or
negative connotations. We also used the individual scores for positive and negative emotions
to capture emotionality in its granularity.

In order to map the economic dimensions of entrepreneurs’ self-presentations, the
variables work and money were selected from LIWC (Pennebaker et al., 2015). The work
dictionary in LIWC contained 444 words that were examined in the texts and represented
references to work, such as jobs, majors, or professions. The money dictionary was used to

search for 226 words in the texts that referred to money, such as audit, cash, or owe.

4.3.4.2 Independent variables

Previous research has shown that entrepreneurial communication is mainly used by
entrepreneurs to present themselves to investors and create a positive impression both of the
founders themselves and of the startup as an entity (Clark, 2008; Collewaert et al., 2021;
Martens et al., 2007). Moreover, in times of crisis, less capital is available (Block & Sandner,
2009; Brown & Rocha, 2020; Brown et al., 2020), and investors are primarily dedicated to their
portfolio companies (Gompers et al., 2020a); this is why it is a challenge for entrepreneurs to
raise capital in a time of crisis. Since Crunchbase allowed us to identify entrepreneurs who had
already received financing and entrepreneurs who had not yet received financing (Ferrati &
Muffatto, 2020), this was our independent variable. Therefore, we introduced a dummy

variable that distinguished between VC-backed (1) and no investor (0).

4.3.4.3 Control variables

To identify other factors influencing the impression management of entrepreneurs, we used
various control variables. We defined the variables using Crunchbase alongside Twitter. First,
we controlled from Twitter the logged number of tweets (Block et al., 2019) sent by each
entrepreneur pre-pandemic and in-pandemic to their audience. Second, previous studies have
shown that Twitter usage is controllable by the number of words (LIWC variable word count)

used in tweets (Fisch & Block, 2021); we, therefore, used the logged LIWC value word count
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(WC), which was based on the number of all words for each entrepreneur per time segment, as
a control variable. Third, we identified the gender of the entrepreneurs in our study through
Crunchbase and controlled by gender whether the entrepreneur was female (1) or male (0).
Fourth, we used Crunchbase data to determine whether the entrepreneur was a habitual
entrepreneur (1) or whether the startup was the entrepreneur’s first venture (0). Lastly, to
control the risks associated with a crisis, we used variable risk from LIWC. This variable
indicated the percentage of words that implied risk, such as danger or doubt (Pennebaker et al.,
2015).

4.4 Results

4.4.1 Univariate analysis with paired t-test

We performed a univariate analysis using the paired t-test for the entire sample to provide an
initial analysis of the psychological and economic variable means between the pre-pandemic
and in-pandemic periods. Table 4-2 shows an overview of the mean values with the standard
deviation of the variables used for each phase. In the case of four of the six psychological
variables, a significant difference (p < 0.05) between the pre-pandemic and in-pandemic
periods was identified. During the pre-pandemic phase, the entrepreneurs’ communications had
significantly higher values for analytic (75.270) than during the in-pandemic phase (73.443).
In addition, the pandemic also reduced instances of conveying positive emotions, which was
why entrepreneurs recorded higher scores for tone during the pre-pandemic period (82.158)
versus the in-pandemic period (78.754). Specifically, positive emotions decreased during the
first wave of the pandemic (5.672 pre-pandemic vs. 5.176 in-pandemic), while negative
emotions increased (1.287 pre-pandemic vs. 1.400 in-pandemic). At a significance level of p <
0.1, the work variable also represented a significant difference, as it spoke more to work before

the first wave of the pandemic (4.627 pre-pandemic vs. 4.487 in-pandemic).
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Table 4-2: Univariate analysis with a paired t-test

Mean values over time t-test (paired)
Variables Pre- SD In- SD t p-value
pandemic pandemic
Psychological
Analytic 75.270 17.431 73.443 16.977 3.264 0.001
Clout 71.364 15.177 70.595 15.633 1.374 0.170
Authentic 43.260 20.594 42.364 21.180 1.031 0.303
Tone 82.158 20.816 78.754 22.044 3.907 0.000
Positive emotions 5.672 2.547 5.176 2.129 5.513 0.000
Negative emotions 1.287 1.030 1.400 1.029 -2.543 0.011
Economic
Work 4.627 2.395 4.487 2.480 1.683 0.093
Money 1.758 1.610 1.713 1.547 0.735 0.463
n=780.

4.4.2 Linear regression with pre-pandemic and in-pandemic

After the initial univariate analysis with a t-test, we used two linear regression analyses to show
differences between the two phases: pre-pandemic and in-pandemic. The results of our pre-
pandemic linear regression analysis show a positive relationship between VC-backed and tone
(3.636; p < 0.05). In more detail of the emotion variables, the results for positive emotions also
show a positive relationship with VC-backed (0.308; p < 0.1) but a negative one with negative
emotions (-0.127; p < 0.1). The results for the in-pandemic phase show a positive relationship
between VC-backed and tone (3.110; p < 0.1) and a negative relationship with negative
emotions (-0.160; p < 0.05). Thus, the linear regression results suggest that VC-backed
entrepreneurs generally show a positive relationship with their expressed positive emotions.
And this expression of the emotional tone then remains stable even during a crisis. The results

of the two linear regression analyses are summarized in Table 4-3 and Table 4-4.
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Table 4-3: Linear regression with data from the pre-pandemic phase

Dependent variable

Positive Negative

Analytic Clout Authentic Tone . .
emotions emotions

Work Money

Constant 78.698™" 82.718™" 49.369™" 97.749™ 12.706™" 0.719™  5.100™" 1.658™"
(5.473) (4.720) (6.447) (6.332) (0.747) (0.298)  (0.744) (0.497)
Twitter level control

log(Tweets) 1969 0441  3.214 3.892° 1.685™" 0.055 -0.667""  -0.056
(1.735) (1.496) (2.043) (2.007) (0.237) (0.094) (0.236)  (0.157)
log(WC) 0428 -2.061 -2.364 -4.153™ -2.042"" 0018  0.201 0.011

(1.718) (1.482) (2.024) (1.988) (0.234) (0.094)  (0.234) (0.156)
Entrepreneur level control

Gender -4.201" 5763™ -0.993 4.259™ 0990 -0.112  -0.137  -0.318"
(1.651) (1.423) (1.944) (1.909) (0.225) (0.090) (0.224)  (0.150)
Habitual 2059 -0175 1881 -0274 0085 -0.030  -0.043 -0.090

(1.274) (1.099) (1.501) (1.474) (0.174) (0.069)  (0.173) (0.116)
Crisis level control
Risk 0.181 -1.777" -5.075™" -8.524™" -0.595™" 0.637""  0.247" 0.581""
(0.978) (0.843) (1.152) (1.131) (0.133) (0.053) (0.133) (0.089)
Independent variable

VC-backed 0298 0486 -1.926 3.636™ 0.308" -0.127°  -0.265 0.064
(1.354) (1.167) (1.594) (1.566) (0.185) (0.074) (0.184)  (0.123)

Observations 780 780 780 780 780 780 780 780

R?2 0027 0045 0033 0087 0152 0175  0.048 0.060

Adjusted R? 0019 0038 0025 0080 0146 0.169  0.040 0.053

sfg;d”a' St Error (df = 12060 14888 20332 19970 2355 0939  2.346 1.566

F Statistic (df = 6; 773)  3.549™ 6.098™" 4.368™" 14.691™ 23.112"" 27.313™" 6.462™"  8.276™

Note: “p<0.1; p<0.05; "*p<0.01
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Table 4-4: Linear regression with data from the in-pandemic phase

Dependent variable

Analytic  Clout Authentic Tone Posit_ive Nega_tive Work Money
emotions emotions
Constant 80.883™" 80.594™"  40.135™" 91.835™" 9.646™" 1.055™" 3.394™ 1.982™"
(5.367)  (4.948) (6.770) (6.752) (0.651) (0.300) (0.784)  (0.493)
Twitter level control
log(Tweets) -2.335 0.057 1.583 3.263 0.998™  0.137 -0.962""  0.059
(1.641)  (1.513)  (2.070) (2.064) (0.199)  (0.092) (0.240)  (0.151)
log(WC) 0.295 -1.773 -0.214 -2.947 -1.208™ -0.079 0.721"  -0.089
(1.655)  (1.526) (2.088) (2.083) (0.201) (0.093) (0.242) (0.152)
Entrepreneur level control
Gender -3.453"  5.482™ -0.780 4.196™ 0.842™"  -0.075 0.072  -0.384™
(1.604)  (1.478)  (2.023) (2.017) (0.195)  (0.090) (0.234)  (0.147)
Habitual 0.408 0.154 1.009 -0.897 -0.282"  -0.043 0.118 0.096
(1.232) (1.136) (1.554) (1.550) (0.149) (0.069) (0.180) (0.113)
Crisis level control
Risk -1.481 0.423 -4.021™" -12.389™  -0.464™" 0.823™ -0.212 0.275™
(1.209)  (1.115)  (1.525) (1.521) (0.147)  (0.068) (0.177)  (0.111)
Independent variable
VC-backed 0.493 -0.238 -0.906 3.110" 0.107 -0.160™ -0.312 -0.161
(1.310)  (1.208)  (1.652) (1.648) (0.159)  (0.073) (0.191)  (0.120)
Observations 780 780 780 780 780 780 780 780
R? 0.037 0.035 0.016 0.096 0.099 0.179 0.038 0.022
Adjusted R? 0.030 0.027 0.008 0.089 0.092 0.173 0.031 0.015
Effc;?l(];[itg'?s) 16.722 15417  21.094 21.036 2028 0936 2441 1535
g;sﬁg)s“c AF=" 4004~ 4661 2066°  13740™ 14.179™ 28080 5151 2.943™
Note: “p<0.1; p<0.05; "*p<0.01

4.4.3 Panel data analysis with between-effects

Overall, and irrespective of a crisis, the results of our between-effects regression analysis

showed that the variable encompassing VC-backed entrepreneurs influenced the overarching

emotional tone, negative emotions, and communication regarding work-specific topics. While

the VC-backed entrepreneurs recorded higher values for tone (3.353; p < 0.05), there was a

negative relationship with negative emotions (-0.143; p < 0.05). Furthermore, there was also a

negative relationship between VC-backed and work (-0.290; p < 0.1). At the crisis level, our

results showed that risk was positively related to money (0.600; p < 0.01) and negative emotions

(0.776; p < 0.01). In contrast, negative associations between risk and authentic (-5.571; p <
0.01), tone (-11.364; p < 0.01), and positive emotions (-0.659; p < 0.01) were shown.
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At the entrepreneur level, we found that the variable gender was positively associated
with clout (5.683; p < 0.01), tone (4.286; p < 0.01), and positive emotions (0.917; p < 0.01).
Negatively, gender was related to analytic (-3.686; p < 0.05) and money (-0.338; p < 0.01). At
the Twitter level, our results indicated a positive association between work and the number of
words used (0.463; p < 0.05) and a negative association regarding clout (-2.756; p < 0.1) and
positive emotions (-1.531; p < 0.01). In terms of the number of tweets, there was a positive
association with positive emotions (1.199; p < 0.01) and a negative association with work (-
0.811; p < 0.01). Table 4-5 shows the individual results.

Table 4-5: Between-effects model

Dependent variable

Analytic Clout Authentic  Tone Posit_ive Nega_tive Work Money
emotions emotions

Constant 82.054™ 85.931™" 43,757 93.301™" 11.156™" 0.814™ 4.461™ 1.675™
(5.305) (4.542) (5.917) (5.904) (0.645)  (0.260)  (0.737)  (0.457)

Twitter level control

log(Tweets) -1.933 0.639 1.837 2.297 1.199™ 0.089 -0.811™" 0.007
(1.641) (1.405) (1.830) (1.826) (0.199)  (0.080)  (0.228)  (0.141)

log(WC) -0.165 -2.756° -0.728  -2.528 -1.531™  -0.020 0.463™ -0.034
(1.652) (1.414) (1.843) (1.839) (0.201)  (0.081)  (0.230)  (0.142)

Entrepreneur level control

Gender -3.686™ 5.683"" -0.973 4.286™" 0.917" -0.094 -0.009  -0.338™"
(1.447) (1.239) (1.614) (1.610) (0.176)  (0.071)  (0.201)  (0.125)

Habitual 1.255  0.053 1.451 -0.616 -0.093 -0.034 0.035 -0.001
(1.112) (0.952) (1.241) (1.2398) (0.135)  (0.055)  (0.155)  (0.096)

Crisis level control

Risk -0.147  -1.270 -5571™" -11.364™ -0.659™ 0.776™" 0.110 0.600™"
(1.262) (1.081) (1.408) (1.405) (0.153) (0.062)  (0.175)  (0.109)

Independent variable

VC-backed 0.354 0.085 -1.403 3.353™ 0.207 -0.143™  -0.290" -0.048
(1.182) (1.012) (1.319) (1.316) (0.144) (0.058)  (0.164)  (0.102)

Observations 780 780 780 780 780 780 780 780

R? 0.039  0.061 0.028 0.102 0.153 0.197 0.048 0.050

Adjusted R? 0.031 0.054 0.020 0.095 0.146 0.190 0.041 0.042

;%t)""“s“c @F=6 5204 8359 3716™ 14.691" 23206 31.529" 6506™  6.747"

Note: *p<0.1; "p<0.05; *"p<0.01
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4.4.4 Robustness checks

To test the findings from the between-effects analysis, we conducted further analysis to check
robustness using our panel dataset. Tables 4-6 and 4-7 provide an overview of all used variables
with the corresponding analysis. For the pooled OLS regression model, our results showed that
emotional tone represented a relationship with VC-backed (3.370; p < 0.01). Similarly, positive
as well as negative emotions (positive: 0.211; p < 0.1; negative: -0.143; p < 0.01) were related
to entrepreneurs funded by VC. The random-effects model for emotional tone also showed a
relationship with VC-backed entrepreneurs, confirming the robustness of the previous analysis.
For emotional tone, we obtained the value 3.384 (p < 0.05), and for negative emotions, we
obtained the value -0.143 (p < 0.05). For positive emotions, on the other hand, we did not
establish a relationship with VC backing. In our third analysis, we tested a fixed-effects model
that controlled for time-fixed effects. Here, too, the previous findings on emotional values were
confirmed in their robustness, as indicated by emotional tone at 3.376 (p < 0.01) and positive
emotions at 0.212 (p < 0.1). Regarding the negative emotions, as before, we obtained a negative
relationship of -0.143 (p < 0.01).
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Table 4-6: Robustness-check

Analytic Clout Authentic Tone
Pooled  Random- E]i:‘(:gts Pooled  Random- E;(;is Pooled  Random- E]I‘:‘(;gts Pooled Random- E;)f(:gts
OoLS Effects . OLS Effects . OLS Effects . OLS Effects .
Time Time Time Time

Constant 80.367"  78.203"" 81.719™  77.392" 45.016™ 45776 95.982™"  97.833™"

(3.822) (3.961) (3.405) (3.615) (4.653) (4.952) (4.623) (4.927)
Twitter level control
log(Tweets) -2.007" -2.025 -2.119" 0.211 -0.249 0.176 2.454" 2.823" 2.394" 3.922" 5.030™" 3.712"

(1.190) (1.240)  (1.190) (1.060) (1.131) (1.061) (1.448) (1.547)  (1.450) (1.439) (1.539) (1.437)
log(WC) 0.174 0.547 0.316 -1.884" -0.965 -1.840" -1.345 -1.696 -1.269 -3.960™" -4.904™" -3.694™

(1.189) (1.229) (1.190) (1.059) (1.123) (1.061) (1.447) (1.539) (1.450) (1.438) (1.531) (1.437)
Entrepreneur level control

Gender -3.785™  -3.902™"  -3.793™* 5577 5460 5575 -0.910 -0.891 -0.914 43277 4318 4.312™
(1.150)  (1.441)  (1.149) (1.024)  (1.239)  (1.025) (1.400)  (1.608)  (1.400) (1.391) (1.609) (1.387)
Habitual 1.229 1.196 1.227 0.018 -0.018 0.018 1.454 1.452 1.453 -0.633 -0.651 -0.637

(0.886) (1.112) (0.885) (0.789) (0.956) (0.789) (1.078) (1.240) (1.078) (2.071) (1.241) (1.069)
Crisis level control

Risk -0.481 -0.699 -0.469 -0.934 -0.708 -0.930 -4.6737  -4.3427"  -46677  -10.020""  -9.509" -9.998™"

(0.757) (0.647) (0.756) (0.674) (0.619) (0.674) (0.921) (0.893) (0.921) (0.915) (0.883) (0.913)
Independent variable

VC-backed 0.377 0.408 0.380 0.127 0.170 0.128 -1.402 -1.400 -1.400 3.370™  3.384%  3.376™
0.942)  (1.182)  (0.941) (0.839)  (1.016)  (0.839) (1.146)  (1.318)  (1.146) (1.139) (1.319) (1.136)

Observations 1,560 1,560 1,560 1,560 1,560 1,560 1,560 1,560 1,560 1,560 1,560 1,560

R? 0.030 0.020 0.030 0.038 0.022 0.038 0.023 0.021 0.023 0.090 0.085 0.089

Adjusted R2  0.027 0.017 0.026 0.035 0.018 0.034 0.019 0.017 0.019 0.086 0.081 0.085

F Statistic 8:'1é3155gf 32.482" 8:'061;4155(2"; 12'2;5155355” 35.137" 12%?81552(‘)’f 6:'157155(3"; 33.482"" 6:'150155(2"; 22'2?81553(,;“ 143.812"™ 22%?‘1555”

Note: *p<0.1; **p<0.05; ***p<0.01
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Table 4-7: Robustness-check

Positive emotions Negative emations Work Money
Fixed- Fixed- Fixed- Fixed-
Pooled Random- Effects Pooled Random- Effects Pooled Random- Effects Pooled Random- Effects
OLS Effects . OLS Effects . OLS Effects . OLS Effects .
Time Time Time Time
Constant 11.310™  11.443™ 0.849™ 0.869™" 4.319™ 4.169" 1.850™  2.018™"
(0.497) (0.530) (0.211) (0.223) (0.539) (0.565) (0.349) (0.372)
Twitter level control
log(Tweets) 1.369™ 1.507" 1.342" 0.085 0.085 0.091 -0.789™"  -0.751™  -0.798™" 0.012 0.027 0.009
(0.155) (0.166) (0.154) (0.066) (0.070) (0.066) (0.168) (0.177) (0.168) (0.109) (0.116) (0.109)
log(WC) -1.658™" -1.759™* -1.624™ -0.017 -0.019 -0.025 0.477" 0.482™ 0.488™ -0.053 -0.081 -0.049

(0.155) (0.165) (0.154) (0.066) (0.069) (0.066) (0.168) (0.175) (0.168) (0.109) (0.116) (0.109)
Entrepreneur level control

Gender 0.914™  0.907™"  0.912" -0.098 -0.099 -0.097 -0.022 -0.036 0023 -0.343™  -0.344™  -0.343"
(0.150)  (0.176) (0.149) 0.064)  (0.071) (0.063) (0.162)  (0.200)  (0.162)  (0.105)  (0.124)  (0.105)
Habitual -0.097 -0.101 -0.097 -0.035 -0.035 -0.034 0.031 0.027 0.031 -0.001  -0.001  -0.001

(0.115) (0.136) (0.115) (0.049) (0.055) (0.049) (0.125) (0.155) (0.125) (0.081) (0.096) (0.081)
Crisis level control
Risk -0.544™  -0.495™  -0.541"" 0.707™ 0.688™" 0.706™" 0.074 0.052 0.075 0.465™"  0.399""  0.465™"
(0.098) (0.094) (0.098) (0.042) (0.041) (0.042) (0.107) (0.094) (0.107) (0.069) (0.065) (0.069)
Independent variable

VC-backed ~ 0.211" 0.214 0212°  -0.143™  -0.143"  -0.143™  -0.287"  -0283"  -0.287"  -0.050  -0.051  -0.049
(0.122)  (0.144)  (0.122) (0.052)  (0.058)  (0.052) (0.133)  (0.164)  (0.133)  (0.086)  (0.102)  (0.086)

Observations 1,560 1,560 1,560 1,560 1,560 1,560 1,560 1,560 1,560 1,560 1,560 1,560

R? 0.126 0.111 0.123 0.175 0.168 0.174 0.038 0.028 0.038 0.037 0.031 0.037

Adjusted R2  0.122 0.107 0.119 0.171 0.165 0.170 0.034 0.024 0.034 0.033 0.027 0.033

£ Statistic 31.(25?1555% 193619 32.(25?2552(;% 5421.(75;1?55511‘ 3131717 Si'gﬁssz(?f 12.2?1553%1” 44,054 12.2;11552(? 9:.9(;1;3155(:;1; 49,001 9:.9(;1;3155(;?

Note: *p<0.1; **p<0.05; ***p<0.01
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4.5 Discussion

4.5.1 Key findings and contributions
Although entrepreneurs’ online presence is a rising aspect of entrepreneurial communication
(Chen et al., 2017; Fischer & Reuber, 2014; Olanrewaju et al., 2020; Yang & Berger, 2017),
little is known about how it is affected by a crisis. Therefore, the intention of our study was to
explore the impact of a crisis on entrepreneurs’ communication. To this end, we subsequently
discuss the economic and psychological constructs that emerged in Twitter communication
before and during the first wave of the COVID-19 pandemic. Before going into detail, however,
we discuss the results in the context of the proposition in section 4.2. Across all concepts
studied, we found that entrepreneurs increased their activity on social networks during the crisis
and communicated with their audiences there. This showed that entrepreneurs generally
changed their communication behavior and adapted it based on the situation. VVoice tone
negatively changed (lower emotional tone; higher negative emotions), and the economic
consequences of the crisis were also reflected in the content of the communication (lower
work). In addition, we found that the type of entrepreneur, in our case, VC-backed
entrepreneurs, influenced how communication took place during the crisis (stable expressed
emotions). In summary, the content of our proposition was reflected in the results of the study.
In detail, a key result of the psychological analysis suggested that a crisis negatively
affects emotions within the communication. Before the pandemic, the words used in the tweets
of entrepreneurs were more positive than during the first wave of the pandemic. Specifically,
our analysis showed that working with a VVC affected emotional tone in that such entrepreneurs
communicated less negatively than their peers without VVC investor relationships. Before the
pandemic, VC-backed entrepreneurs expressed more positive and fewer negative emotions.
And in-pandemic, they are still more emotional and less positive, but not strongly negative
either. One interpretation of these results is that these investors may have experienced a
previous crisis either as founders or investors (e.g., the 2008 financial crisis). Thus, perhaps
they are able to pass on this experience to the entrepreneurs in their portfolio companies.
Furthermore, these results indicated that VC-backed entrepreneurs might have less fear
regarding the survival of their startups due to their preexisting financing compared to
entrepreneurs without such external capital. Other revenue streams were also limited during
the COVID-19 pandemic (e.g., revenue from sales), which could have negatively impacted the
communication of unfunded entrepreneurs. Due to the fact that entrepreneurs received less

partner support during the crisis, the negative tone in communication could also be understood
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as a signal to obtain support via the community on Twitter. When these findings are combined
with the existing literature, even more interpretations emerge. A possible explanation for this
in the context of the crisis was indicated by Gompers et al. (2020a), whose study suggested that
VC portfolio companies are less negatively affected by exogenous shocks and also benefit from
more intensive collaboration with investors by spending more time together. Moreover,
research has shown that VCs add value to and professionalize their portfolio companies
(Hellmann & Puri, 2002; Rosenbusch et al., 2013). Therefore, these results might suggest that
VC-backed entrepreneurs adopt a more professional form of communication during an
exogenous shock and therefore adopt more positive forms of self-presentation to impress their
external audiences. While VVC-backed entrepreneurs cannot completely escape exogenous
shock either, they continue to communicate professionally through their emotional tone.
Belitski et al. (2022) referred to the resilience that is generated by crises and strengthened in
some actors. Moreover, this explains why our results suggested potential differences in
mentality between VVC-backed and unfunded entrepreneurs.

The results reflecting economic perspectives showed that the concept of work was
influenced by the crisis. Entrepreneurs talked more about work before than during the first
COVID-19 wave. One possible explanation is the challenge of dealing with the new situation
(i.e., the crisis). For all actors, the priority was to seek answers to questions posed by the
exogenous shock. Accordingly, entrepreneurs may have focused primarily on coping with the
immediate issues rather than talking about the broader topic of work. Alternatively, at the time,
the entrepreneurs did not yet know the specific consequences of the crisis for their startups and,
accordingly, spoke less about work owing to the uncertain nature of the future. Among those
who were VC backed, however, we identified a negative association with the concept of work.
Obschonka et al. (2017) showed that various groups differed in terms of their expressed work
ethic (e.g., "workhorse"), meaning that the "workhorses™ spoke less about leisure time and
more about work activities. Therefore, our results suggested that VVC-backed entrepreneurs
were less likely to present themselves as workhorses than entrepreneurs without financing. This
could be an indication that entrepreneurs without investors sought to convey their proficiency
to their target audiences. Against the backdrop of reduced access to financial resources, these
results may suggest that entrepreneurs sent signals to investors during times of crisis to
encourage investment. This may ultimately suggest that unfunded entrepreneurs use digital
communities such as Twitter more extensively during a crisis to promote themselves. The fact
that entrepreneurs without a VVC relationship, in particular, communicated more work-related

content could also indicate the possible failure of their startups. In the context of failure, Fisch
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and Block (2021) interpreted increased communication about work as a signal for employment
search. Since some entrepreneurs must close their startups during crises (Belitski et al., 2022),
increased communication about work could indicate that these entrepreneurs are in a fatal
financial situation, possibly leading to failure and the entrepreneurs seeking other job options.
Furthermore, the pandemic has meant that work no longer has to be done exclusively from a
physical office (Kraus et al., 2020), with remote work becoming the norm. Since
communication also revealed the extent to which people had work-life balance (Tata et al.,
2017), our results indicated that VVC-backed entrepreneurs were better able to manage the work
challenges associated with the COVID-19 pandemic and to separate their private and business
lives.

The findings above point toward potential fields of action for practice and policy. From
the perspective of the entrepreneurs, role models should be identified whose communication
serves as a point of orientation. VVC-backed entrepreneurs were less emotional in their
communication, indicating the positive influence of this relationship. Therefore, role models
(e.g., VC-backed entrepreneurs) could help others adapt their communication styles and
accordingly adjust their expressed emotions within their communication styles. Because in
times of crisis, entrepreneurs who have not yet received funding should position themselves
well, especially on platforms experiencing increased usage. Role models can thus assume an
orientation function during an exogenous shock and reduce uncertainty about how to present
oneself on social media. Furthermore, the VVC investor, in our case, could act as a mentor and
a navigator through the phase of an exogenous shock. Therefore, it could help entrepreneurs to
search generally for mentors during such a situation who support them emotionally. While we
have already explained in Section 2 that social networks, in general, have gained prominence
during COVID-19, our analysis also suggested that entrepreneurs have spent more time on
Twitter. Moreover, entrepreneurs have also benefitted from experience and exchange with
other entrepreneurs, indicating that entrepreneurs should not only actively seek support on
these platforms but also support others. Furthermore, entrepreneurs should be aware that their
stakeholders are also active on social networks and perceive the communicated sentiment of
entrepreneurs. Each tweet contributes to the image of an entrepreneur, and for this reason,
tweets should be carefully worded. Quality signals can also be sent via social networks to
activate investors’ interest. Therefore, entrepreneurs who have not yet received funding could
use a crisis to present their entrepreneurial qualities well.

Although increased financial uncertainty is evident (Block & Sandner, 2009; Brown &

Rocha, 2020; Brown et al., 2020), there are policy programs available to aid companies in
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mitigating the impact of the crisis (Bailey et al., 2020). Accordingly, policymakers should
account for entrepreneurs attempting to establish ventures without access to either the financial
or social capital that investors can provide, as well as whose ventures would particularly benefit
from financial support or mentoring, for example. Such support might require establishing
independent funds dedicated to supporting entrepreneurs who have not yet received external
funding or connecting entrepreneurs with external partners with whom they can discuss crisis
management (e.g., through a mentoring program). For the latter, policymakers could organize
a matching program with experienced investors to act as mentors to navigate entrepreneurs
through uncertain times. Furthermore, such a lack of support (Meurer et al., 2022) opens up
further areas for action. In this way, policymakers could also bring together different actors
from the entrepreneurial ecosystem to allow new relationships to emerge that could enable joint
crisis management. A summary of our key findings and the implications for entrepreneurs and

policymakers derived from them are provided in Table 4-8.
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Table 4-8: Key findings and implications for entrepreneurial practice and policymaking

Communication dimensions and
challenges for practice

Key findings

Implications for entrepreneurs

Implications for policy makers

Psychological:

Entrepreneurs experience reduced
emotional support in crises, and classic
relationship mechanisms are impaired.

Economic:

A crisis changes the economic
environment in that revenues are
missing and resource providers, like
investors, have different investment
behaviors.

Overall, entrepreneurs
communicated more emationally
during the first wave of the crisis.

Entrepreneurial communication was
characterized by a higher number of
negative words in communications.

VC-backed entrepreneurs show
better control over their emotions
than entrepreneurs who did not
have an investor relationship.

Overall, entrepreneurs talked less
about their work during the first
wave of the crisis.

Unfunded entrepreneurs presented
themselves in-pandemic as
workhorses.

Working with a VC suggested that
entrepreneurs spoke less about work
than when entrepreneurs did not
have investor relationships.

Search for role models and learn
from them ("How to communicate
best in times of crises").

Use other platforms (e.g., social
networks) to gain emotional support
when traditional relationship and
communication mechanisms no
longer work.

Create awareness that stakeholders
are also on social networks and
perceive the sentiments
communicated there.

Get involved in one’s network to
offer support to other entrepreneurs
who need help and to share one’s
knowledge.

Activate one’s network and actively
communicate regarding missing
resources.

Adapt one’s communication style to
signal one's personal and startup
qualities to relevant resource
providers (e.g., investors).

Communicate during the crisis so
that stakeholders (e.g., customers,
investors) are informed even during
this difficult time.

Support unbacked entrepreneurs
with mentoring offers and coaching
sessions and communicate these
activities in the entrepreneurial
ecosystem (e.g., advice on
financing in the crisis).

Create and coordinate community
meetings, allowing entrepreneurs
and stakeholders to network and
maintain relationships even during a
crisis.

Create programs that show
entrepreneurs strategies for optimal
crisis management and
communication.

Offer funding opportunities for
entrepreneurs who do not have
access to risk capital or other
financing resource providers.
Connect venture capitalists with
entrepreneurs seeking access to
capital during a crisis.
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4.5.2 Limitations and future research directions

Our study explored communication before and during a crisis and how the changed context
altered the communication behaviors of entrepreneurs. The study’s limitations open up some
paths for valuable future research. First, our results look at the communication of a specific
actor in the entrepreneurial ecosystem—the entrepreneur. Thus, the results showed only a part
of this ecosystem. However, since other actors are also affected by the crisis (e.g., investors,
entrepreneurship educators, and innovation managers), this opens up another avenue of
research as these individuals also use online communication to exchange information (Moritz
etal., 2015).

Second, it is important to note that entrepreneurs and startups face different challenges
than colleagues from large and established organizations, which is why managers or
professional CEOs might react differently in crises than entrepreneurs. For this reason, we
recommend future studies compare communications between entrepreneurs and other actors
(e.g., Obschonka et al., 2017) by examining crisis communications between entrepreneurs and
managers. Third, we used the COVID-19 pandemic as the context of our study, so the results
are not necessarily generally applicable to other crises. While this crisis is a global event, local
crisis events also exist that may yield different results. Therefore, we recommend that future
studies examine communication in the context of other crisis events to further complete the
picture of entrepreneurial communication during crises. Fourth, we interpreted our results in
particular against the background of a crisis. Accordingly, these results could also be tested in
a more general context in further studies. For example, we show that VVC-backed entrepreneurs
spoke less emotionally than entrepreneurs without investors. Therefore, future studies could
examine the extent to which VC backing influences the emotionality of entrepreneurs in
general.

4.6 Conclusion

Entrepreneurial communication has been investigated in previous studies that have identified
various strategies used by entrepreneurs to maintain their images with their audiences and to
maintain relationships. We have contributed to this research stream by investigating how
communication changed as a result of a crisis context. Our study showed that a crisis is an
emotional event, and entrepreneurs speak more emotionally during a crisis than during the
period preceding that crisis. In particular, entrepreneurs showed their negative emotions

through their online communications. Furthermore, we found that entrepreneurs without
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existing investor relationships spoke more about work. Finally, this study represents only a first
step in the understanding of entrepreneurial crisis communication; there is ample room for

further research.
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5. Study 4 — Emotions and entrepreneurial finance: Analysis of
venture capitalists’ and business angels’ emotions with digital

footprints from Twitter

Authors: Manuel Kaiser and Andreas Kuckertz®

Abstract

Emotions are a central concept in previous entrepreneurship research, but this is mainly related
to entrepreneurs and their entrepreneurial journey. However, venture capitalists and business
angels, two critical investors in the entrepreneurial finance literature, are essential actors in the
entrepreneurial process. Still, little is known about investor emotions in this context. Therefore,
in this study, we ask how venture capitalists differ from business angels regarding their
expressed emotions. To this end, we use an increasingly familiar research approach by
examining the digital footprints of these investors on Twitter. For this purpose, we identify 822
investors from Crunchbase and analyze their 994,969 Tweets with Linguistic Inquiry and Word
Count (LIWC) as a text analysis tool. Our results show that venture capitalists display their
positive emotions on Twitter more than angel investors, meaning venture capitalists have
higher scores in emotional tone. Furthermore, our results indicate a better emotional control of

venture capitalists, as they communicate more positively overall.

Keywords: Business angel, computer-aided text analysis (CATA), emotions, entrepreneurial

finance, venture capital, Twitter

8Status and reference: This study is currently under review.
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5.1 Introduction

To ensure the survival and growth of their startup, acquiring external financial resources is a
crucial challenge for entrepreneurs (Ferrati & Muffatto, 2021). This is because startups in the
early stages of their life cycle lack the necessary revenues (Block et al., 2018), and
entrepreneurs’ own capital is limited (Ferrati & Muffatto, 2021). Given this circumstance, debt
financing is usually not an option for entrepreneurs, who consequently turn to equity investors
to finance their ventures (Block et al., 2018). Therefore, entrepreneurs must enter into
partnerships with other stakeholders with these necessary resources willing to invest them in
uncertain and risky scenarios.

In this finance situation, venture capitalists (VCs) and business angels (BAS), in
particular, are essential and traditional partners who fill these funding gaps and bring financial
and non-financial value to the table (Cohen & Wirtz, 2022; Fairchild, 2011). For the example
of the USA, the rising importance of financial resources from external capital providers is also
reflected in the National VVenture Capital Association’s 2020 annual report. In 2020, 164 billion
dollars were invested in the US, an increase of 430 percent compared to 2007 (National VVenture
Capital Association, 2021). In Europe, the investment volume has also increased by 24 percent,
from 80.8 billion in 2007 to 100.5 billion in 2020 (Invest Europe, 2022). With the financial
support of these investors, entrepreneurs can recruit new employees, increase capacities for
marketing activities (Huang & Knight 2017), and scale their ventures. Cooperation with these
investors, therefore, makes an essential economic contribution to the establishment and
development of innovative ventures (Gompers et al., 2020b).

Both investors, VCs and BAs, are part of the entrepreneurial process of innovative
startups and therefore cooperate with entrepreneurs and startups operating in uncertain and
risky contexts (Gompers et al., 2020b; Huang, 2018). These investors thus face agency risks
resulting from information asymmetries between entrepreneur and investor (Cable & Shane,
1997). Due to this situation, the individual actors involved in the process are also influenced
by their feelings and emotions (Cardon et al., 2012), which may influence their behavior
(Baron, 2008; Jing et al., 2013). Emotions can play a role in finding opportunities, evaluating
them, and ultimately deciding for or against opportunities (Cardon et al., 2012; Foo, 2011,
Huang, 2018). Furthermore, emotions are part of relationship strategies after investment
decisions and influence how partners react (Fili, 2014). Overall, emotions influence actions
and provide the necessary stimuli for them (Goleman, 2012). And the emotional journey of
entrepreneurship (Cardon et al., 2012), therefore, also includes investors with their individual

emotions because they are often part of entrepreneurial processes.
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While a large stream of research has already developed in the entrepreneurial finance
studies on VCs and BAs (Drover et al. 2017; Ferrati und Muffatto 2021; Tenca et al. 2018),
research on their emotions is less common. Most previous entrepreneurship studies on
emotions focus primarily on entrepreneurs’ emotions, illustrating how emotions and feelings
influence the cognitive abilities of entrepreneurs and, thus also, the evaluation of opportunities
(Baron, 2008; Cardon et al., 2012; Foo, 2011; Welpe et al., 2012). Though prior research
already considers individual investors’ traits and characteristics (Block et al., 2019; Frani¢ &
Drnovsek, 2019; Mitteness et al., 2012), surprisingly, we know little about VCs’ and BAs’
emotions.

From an entrepreneurial finance perspective, however, understanding investor
emotions is essential for three reasons. First, emotions influence the evaluation of information;
thus, they are also part of individual cognitive processes (Triberti et al., 2017). This means that
emotions influence how risk and information are evaluated and decisions are made (Han et al.,
2007). As a result, decision behavior in the context of uncertainty is also emotionally
influenced (Prietzel, 2020). Consequently, a deeper understanding of VCs’ and BAs’ emotions
would help research on VCs’ and BAs’ investment behavior (Cohen & Wirtz, 2022; Ferrati &
Muffatto, 2021; Silva, 2004) to further complete this big picture because, ultimately, emotions
are an “impulse to act” (Goleman, 2012, p. 6).

Second, after the investors have given their emotional commitment to invest (Wallnofer
& Hacklin, 2013), their emotions are also relevant in the post-investment phase. For example,
Fili (2014) shows that investors use different emotional strategies in their post-investment
relationships with entrepreneurs. From a process perspective, emotions are thus of great
importance for both the pre- and post-investment phases to understand the relationships in
different facets. This would open up new practical and theoretical implications for investor
relations literature on these investors (Sapienza & Korsgaard, 1996; Wallnofer & Hacklin,
2013).

Third and overall, emotions are an essential research stream for understanding
personality. Psychological analyses show that personality and emotions are closely linked,
which means that personality also influences emotion control (Morawetz et al., 2017). Thus,
emotions are also present in expressions of the Big Five personality traits, such as neuroticism
(Obschonka et al., 2017), which recent studies of investor personality also examined (Block et
al., 2019).

Since the entrepreneurial finance landscape is becoming increasingly heterogeneous

and entrepreneurs need to build relationships with different players (Block et al., 2018; Bonini

101



& Capizzi, 2019), we focus on VCs and BAs, who are at the center of financing opportunities
for startups (Hellmann et al., 2019). Furthermore, earlier studies have often contrasted these
two traditional capital providers (Cohen & Wirtz, 2022; Fairchild, 2011; Hellmann et al., 2019;
van Osnabrugge, 2000). From this previous research, we know that VCs and BAs differ
regarding where their financial resources come from (De Clercq et al., 2006; Drover et al.,
2017). VCs are associated with a VC organization, for example, as a partner or employee,
where they manage funds provided by limited partners to invest in new and innovative business
models (De Clercq et al., 2006; Gompers & Lerner, 2000). Accordingly, VCs invest their funds
on behalf of others and represent the VC organization with their stakeholders.

In contrast, BAs are private investors investing their private financial resources (Drover
et al. 2017). Moreover, BAs are primarily responsible to themselves and not to a third party in
the negative case of a startup’s failure and a loss of investment. In sum, the critical difference
between VCs and BAss is that VCs invest with the background of belonging to a VC
organization, and BAs as private individuals (Bonini & Capizzi, 2019).

Since previous research shows that individuals’ communication signals emotions (Tata
et al., 2017), the key difference between VCs and BAs also suggests different behavior in
signaling emotions because of their different roles (professional role vs. private role). In his
seminal work on the social relevance of roles, Goffman (1959) explains that individuals take
on different social roles depending on circumstances and fulfill the expectations of others
concerning those roles, which is why people behave differently depending on their roles. In a
similar vein, VCs and BAs take on different roles. For this reason, we investigate the expressed

emotions of these two investor types with the following research question:

How do the expressed emotions of VCs differ from BAs?

To find an answer to our research question, we operationalize the emotions of VCs and BAs
with the support of Linguistic Inquiry and Word Count (LIWC) software, a digital tool for text
analysis (Pennebaker et al., 2015). The data for the analysis with LIWC represents the Twitter
communication (Tweets) of 822 investors, allowing us to analyze 994,969 Tweets.

Through this study, we contribute to several research streams. First, we contribute to
the overall emotion research in entrepreneurship (Baron, 2008; Cardon et al., 2012; Foo, 2011;
Tata et al., 2017; Welpe et al., 2012) by empirically studying the expressed emotions of two
critical investors in the entrepreneurial process. Previous research on emotions largely

overlooks investors, as the previous focus was on entrepreneurs and their emotions. With our

102



study, we are thus also bringing investor emotions into the discussion. In this vein, we also
address the general requirement from prior research to include emotional aspects in
entrepreneurship research (Mitchell et al. 2007).

Second, regarding the entrepreneurial finance literature, we contribute to research on
VCs (e.g., Gompers & Lerner 2001; Gompers et al. 2020b) and BAs (e.g., Maxwell et al. 2011;
Paul et al. 2007) by analyzing and comparing the emotions of these investors. Although we
already have some insights into the individual characteristics of VCs and BAs, such as financial
or collaborative (De Clercq et al., 2006), research on personal characteristics further helps to
complete the big picture of investors (Smith & Bergman 2020). Therefore, as we contrast and
compare the emotions of two key investors, this study also shows differences between VCs and
BAs and expands this research stream (Chemmanur & Chen, 2014; Cohen & Wirtz, 2022;
Fairchild, 2011). Consequently, we support research on the black box of investor psychology
in the context of VC and BA research.

Third, we contribute methodically to the growing research stream of big data social
media analysis within entrepreneurship (Block et al., 2019; Fisch & Block, 2021; Obschonka
et al., 2017; Tata et al., 2017; Winkler et al., 2020) by using investors’ digital footprints to
investigate their emotions. While traditionally, researchers primarily use self-assessment of
individuals to analyze personality characteristics, social media data opens up new opportunities
and insights (Block et al. 2018; Obschonka, Fisch, & Boyd 2017). Moreover, Block et al.
(2018) point to the challenge of reaching target groups like those in our study for scientific
purposes in other empirical settings. For this reason, we are using Crunchbase and LIWC to
break novel ground in data acquisition to address this challenge.

The remainder of this paper is structured as follows. Section 5.2 explains the conceptual
background of emotions and the differences between VCs and BAs and develops our
hypotheses. Section 5.3 is devoted to the study’s methodological approach and explains the
data collection process. The analysis of the digital footprints takes place in section 5.4. Section
5.5 explains the key findings of the study. Finally, this study ends with section 5.6 and some

concluding remarks.
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5.2 Conceptual Background — emotions in the context of entrepreneurial finance

research

5.2.1 Emotions and entrepreneurial finance

Research on emotions is primarily anchored in psychology (Barrett et al., 2007; Ekman, 1992),
but has recently been a growing topic of discussion in entrepreneurship research as well (Baron,
2008; Cardon et al., 2012; Tata et al., 2017). Emotions are an overarching concept that explains
feelings and moods (Cardon et al., 2012; Williamson et al., 2022a). The literature divided
emotions into two categories, trait emotion, and state emotion. While emotion traits describe
how individuals tend to exhibit certain emotional expressions, state emotions follow events and
describe the emotion situationally (Foo, 2011). Furthermore, emotions can be distinguished
according to their valence, between positive and negative (Lerner & Keltner, 2000). Here, Tata
et al. (2017) refer to the independence of both valences and the dominance that negative
emotions can have so that they override positive ones. We build on this knowledge and use the
distinction between positive and negative emotions as the basis for our study. With this, we
also shed light on which emotional propensity VCs and BAs express in their emotions (positive
or negative tone).

While entrepreneurial finance research uses various concepts to explain investors and
their startup relationships, it appears that emotion is an overarching concept here, but one that
is linked to various other concepts. It takes place in evaluation decisions and is part of cognitive
processes. Thus although a variety of investor evaluation criteria are available (Ferrati &
Muffatto, 2021), Huang (2018) describes the decision situation as complex due to the resulting
equally diverse possibilities for analyzing an investment (e.g., economic, market).
Consequently, the analysis and evaluation of investments require analytical and cognitive
abilities on the part of investors. These cognitive processes, in turn, are influenced by the
emotions of the respective person (Seo & Barrett, 2007). Above that, decision-making
processes and investor relationships are linked to trust (Middelhoff et al., 2014; Schwarzkopf
et al.,, 2010; Shepherd & Zacharakis, 2001), which include emotions as a component
(Middelhoff et al., 2014). Moreover, in the theoretical background of emotion research, trust
is considered an emotion (Plutchnik, 1980). Furthermore, investors communicate with their
entrepreneurs’ (Middelhoff et al., 2014; Shepherd & Zacharakis, 2001) and emotions are, in
turn, expressed through communication. Finally, emotions also appear in investors’

personalities and illustrate how neurotic they might be (Block et al., 2019). In sum, these
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examples show the importance and the cross-sectional function of emotions for understanding
investors and their behavior.

At the intersection of finance and psychology issues, emotions are especially discussed
as an influencing factor when considering decision-making processes or investors’ behavior
(Chun et al., 2021; Jing et al., 2013; Lerner & Keltner, 2000). However, in the context of
entrepreneurial finance, the evidence is so far sparse regarding investors’ emotions. Jing et al.
(2013) examine emotions in VC investment decisions from the perspective of a double-sided
moral hazard relationship. Their study shows that negativity can also have a negative impact
on the VC’s decision-making behavior. Further studies in the context of angel investments are
from Huang and Pearce (2015) and Huang (2018). Both studies examine gut feelings and their
influence on business angel investment behavior. The findings of Huang and Pearce (2015)
indicate that angel investors use a combination of intuition and analysis to decide what shows
that feelings (intuition) influence their behavior. Huang (2018) developed a model to provide
an overarching concept for the gut feel of BAs. In this context, these results also indicate that
investors adopt different attitudes toward risk. Another study on gut feeling of investors came
from Levie and Gimmon (2008) and also shows that, in addition to rational reasons, emotions
play a role in their decisions. Against the background of relationship management between
entrepreneur and investor, Fili (2014) analyzes the negotiation strategies of investors. Different
emotions are addressed by distinguishing between two strategies (good cop vs. bad cop). In
this context, the results indicate that the emotion trust is an important prerequisite for investors
acting as good cops and therefore influences the choice of psychological behaviors (Fili, 2014).
In sum, we find that little research captures investor emotions and that existing knowledge
tends to focus mostly on BAs while neglecting other important investors, such as VCs.

Research goals of previous studies on VCs and BAs have been to compare these two
investors to uncover differences between these investor types. In doing so, these studies
examine differences in the screening of business plans (Mason & Stark, 2004), different
decision and investment behaviors (Cohen & Wirtz, 2022; van Osnabrugge, 2000), the decision
criteria (Granz et al., 2020), and also in relationship contracts (Chemmanur & Chen, 2014). So
we know to what extent these two investor types can differ in economic factors and behavior
(De Clercq et al., 2006; Fairchild, 2011). What little is known about, however, are the personal
characteristics of VCs and BAs, especially in comparison. Therefore, we examine VCs and
BAs regarding their emotions and how they differ. Nevertheless, previous findings on VCs and
BAs suggest that there are also emotional differences, which we argue for below in the

hypothesis development.
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5.2.2 Hypothesis development

The investor types VC and BA are two widely used capital providers for young innovative
companies, which have already met with a broad interest in research in the past (Drover et al.
2017; Ferrati und Muffatto 2021). In addition, both investor types have shown in practice that
they greatly contribute to building innovative companies, such as Facebook or Dropbox. Even
though VCs and BAs support startups, there are key differences between them, their investment
behavior and their involvement. Therefore, due to these characteristic differences, we expect
differences in their expressed emotions, especially in the expression of positive and negative
emotions.

While BAs are individuals who contribute their private assets to the startup (Drover et
al. 2017), VCs are professional investors who draw on a fund raised by limited partners
(Kollmann et al., 2014). Accordingly, BAs invest their own funds while VCs manage the
capital of others (e.g., universities and pension funds). BAs include, for instance, former
entrepreneurs, wealthy celebrities, or experienced managers from established companies,
which is where their financial resources come from (Block et al., 2019; De Clercq et al., 2006;
Drover et al., 2017). For VC investors, this means that in addition to the entrepreneurs of their
portfolio companies, they have other stakeholders in the form of limited partners whose
interests they must take into account (Kollmann et al., 2014). In recent years, the opportunities
for startup financing have become more diverse due to the emergence of new resource
providers (Block et al., 2018; Bonini & Capizzi, 2019; Drover et al., 2017), which also makes
it difficult to characterize investment volumes of traditional investors such as VCs and BASs as
these have also evolved. Nevertheless, the literature suggests differences in investment volume
between both types. While VCs typically invest sums averaging more than one million Dollars
(De Clercq et al., 2006; National Venture Capital Association, 2021), the typical investment
size of BAs is smaller with 50 — 100K Dollars (De Clercq et al., 2006). Both types of investors
also differ in the investment phase, as BAs invest in the early stage (De Clercq et al. 2006) in
particular, and VCs tend to invest between the middle and late stages (National Venture Capital
Association 2021).

Besides these financial differences, VCs and BAs can also be distinguished in terms of
collaboration. In the contractual form of the relationship, angel investors show themselves to
be less formal, just as in the performance of due diligence (Drover et al., 2017). BAs rely more
on soft control than VVCs, which are stricter in implementing control mechanisms (Bonini &
Capizzi, 2019). Moreover, the drive of an angel investor is, besides the growth potential of a

startup, also the mentoring aspect in the relationship with the entrepreneur (De Clercq et al.,
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2006). Since both angel investors and VVCs bring further value to the relationship (e.g., network,
marketing know-how), entrepreneurs also benefit from them (De Clercq et al., 2006;
Rosenbusch et al., 2013). However, Fairchild (2011) argues that these capabilities are more
pronounced among VCs. In contrast, the relationship between BAs and entrepreneurs shows
stronger empathy, in contrast to VVC relationships (Fairchild, 2011).

In summary, these results show that VVCs and BAs differ on diverse criteria (De Clercq
etal., 2006; Drover et al., 2017; Fairchild, 2011), so we expect this will also be evident through
the communication of their emotions. Since emotions can be expressed through words towards
others (Tata et al., 2017; Williamson et al., 2022b), the literature on different roles and settings
with different communication styles provides a possible explanation for this (Baldwin, 1992;
Goffman, 1959; Sanchez-Burks et al., 2003). The findings of Hastings and Payne (2013)
suggest that in the context of professional communication, equally professional emotion
management is needed, which can be seen, for example, in the avoidance of signaling negative
feelings. This suggests that communication that takes place professionally should contain fewer
negative emotions. Furthermore, it is known that the setting in which communication takes
place influences emotional behavior (Baldwin 1992). For example, the results of Sanchez-
Burks et al. (2003) show that in-work communication differs from nonwork communication.
Since VCs act on behalf of their VC organization and its stakeholders (e.g., limited partners)
(De Clercq et al. 2006; Drover et al. 2017), professional communication is part of their job
since they also represent their organization. As part of an organization, people are also brand
ambassadors for it and influence its external perception (Dreher 2014). Moreover, BAs are
ascribed to having an entrepreneurial background as a former entrepreneur, while VCs are
employed managers in charge of a VC fund (De Clercq et al., 2006), which links to previous
findings of Obschonka et al. (2017) and their entrepreneur-manager comparison. They find
stronger expressions of entrepreneurs’ negative emotions in contrast to managers’.

In his seminal book on The presentation of self, Goffman (1959) explains that people
adapt their behavior, such as their communication, to the situation and the thereby associated
social role to their person. Since other people are also involved in this situation and have
expectations toward this role, people aim to fulfill the expectations of their role. However, the
consequence of this is that although people aim to fulfill the expectations of the role, they are
not necessarily themselves, e.g., authentic (Goffman, 1959). For the context of our study, this
suggests that VCs belong to an organization (VC firm) they also represent, while BAs, as
individuals, merely speak for themselves personally and therefore assume a different role. And

because of this, VCs will tend to behave more professionally than BAs. In detail, we expect
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that the VC has professional emotion management with their VC organization in the
background compared to the BA, who acts for personal reasons. Based on these considerations,
we hypothesize that there is a difference between VCs and BAs in how they express their

emotions:

Hypothesis: Investors who communicate more professionally with a higher degree of positive
emotions are more likely to be venture capitalists than investors expressing more negative

emotions.

5.3 Methods

5.3.1 Computerized emotion analysis with Twitter data
Today there are big data of text available that can be studied with the support of computers
(Obschonka et al., 2017; Priifer & Prufer, 2020; Schwab & Zhang, 2019). This form of analysis
is called computer-aided text analysis (CATA) and makes it possible for researchers to identify
structures within the communication (Short et al., 2010). Therefore, CATA is suitable for
analyzing concepts that are rather difficult to study in traditional approaches (Réhm et al.,
2018), such as emations in the context of the present research. Obschonka et al. (2017), for
example, criticize that analysis of personal characteristics with traditional approaches has
mainly occurred through the self-assessment of the individuals concerned (e.g., with
questionnaires). With the support of CATA, it is possible to explore psychological aspects,
such as positive and negative emotions, with the words that individuals use in a text
(Pennebaker et al., 2015). Accordingly, CATA allows studying the expressed emotions of
people through their own words (Pennebaker et al., 2015; Schwartz et al., 2013).

In psychology as well as in entrepreneurship, LIWC has proven to be a powerful tool
for analyzing psychological concepts with CATA (Fisch & Block, 2021; Schwartz et al., 2013;
Tata et al., 2017). LIWC is a closed dictionary developed by Tausczik and Pennebaker (2010)
and contains overall 93 psychological concepts, including emotions. In particular, previous
studies illustrate that LIWC is suitable for operationalizing positive and negative emotions
because behind each of these concepts are dictionaries that make analysis possible (Tata et al.,
2017). Furthermore, for an analysis to compare these two concepts, LIWC also offers a
dictionary that shows the expression of the emotional tone in summary (Pennebaker et al.
2015).

As social networks encompass millions of users and produce large amounts of text
daily, analyzing digital footprints with CATA has proven to be a fruitful source for exploring

emotions. In this regard, Twitter, in particular, a microblogging service with a maximum of
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280 characters, has emerged as a data source for research, as previous studies have shown
(Block et al., 2019; Fisch & Block, 2021; Tata et al., 2017; Tumasjan et al., 2021; Winkler et
al., 2020). On the one hand, entrepreneurs use this channel to maintain their business
relationships (Fischer & Reuber, 2014), and on the other, startup investors are also an active
part of the Twitter community (Block et al., 2019; Tumasjan et al., 2021). The latter shows that
data from social networks can also provide insights into the personal characteristics of business
angels and venture capitalists - areas that are otherwise difficult to investigate. Therefore, we
build on this novel approach and use CATA with LIWC software to analyze investor emaotions.

5.3.2 Data

The sample in this study is based on BAs and VCs identified by Crunchbase (Crunchbase,
2022). It provides comprehensive information on various individuals from the startup scene,
such as entrepreneurs, BAs, and VCs (Block et al., 2019; Fisch & Block, 2021; Kuckertz,
2021). This information also includes links to the social media profiles of the investors (Block
et al., 2019; Fisch & Block, 2021), as well as information on investment behavior (ter Wal et
al., 2016). Therefore, this database contains all the relevant information necessary to create the
sample for this study.

To identify BAs and VCs from Crunchbase, we relied on the Crunchbase Hubs for BAs
and VCs. Crunchbase Hubs group organizations or people with similar characteristics (in our
context, BAs and VCs) and provide information about these groups (e.g., social media profiles
of the people) (Crunchbase, 2021). For our study, we used, on the one hand, the group Angel
Investors with Investments in the United States with 638 BAs and, on the other hand, the group
Venture Capital Investors with Investments in United States with 1,000 VCs. In this way, we
identified and downloaded a total of 1,638 investors (638 BAs; 1,000 VCs) from the United
States. Since only those with a social media profile on Twitter were relevant for our analysis,
the sample was reduced to 872 people (162 BAs; 710 VCs). Twitter allows users to download
the last 3,200 tweets of a timeline via its application programming interface (Obschonka &
Fisch, 2018). Therefore, the last 3,200 tweets were downloaded from each of the 822 investors
(677 VCs; 145 BASs) via R’s rtweet package in November 2021. The final sample was reduced
from 872 to 822 investors because some Twitter profiles, for example, are not active and do
not send tweets. After we excluded the re-tweets, we totally had a sample of 994,969 Tweets

from 822 investors. With this dataset, we also cover a period of over 15 years of investor tweets
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from April 1, 2006 (the first tweet in our sample) to November 19, 2021 (the last tweet in our
sample).

After downloading the 994,969 Tweets, we needed to clean up the words in this dataset
to prepare it for analysis with LIWC. For example, person links were reduced from this sample
so that the LIWC software could process the data, as well as website links (Obschonka et al.,
2017).

5.3.3 Dependent variable (Investor type)

In a previous study, Obschonka et al. (2017) used Twitter for personality analysis and to be
able to make a comparison between two groups (superstar manager vs. superstar entrepreneur).
The authors use the two groups of people as the dependent variable in their study. We build on
this and use our investor types as our dependent variable. Via the data obtained from
Crunchbase, we are able to distinguish individuals by VC and BA. Therefore, we use a dummy
variable to distinguish between VC (1) and BA (0). This allows us to preserve the emotional
differences between these two investor types.

5.3.4 Independent variables (Emotions)

In our analysis, we want to investigate the expressed emotions used by VCs and BAs via their
communication behavior on Twitter. To get the broadest possible overview of investor
emotions, we use LIWC software version 1.6.0 and the core emotional concept it contains.
LIWC clusters the 93 concepts into different categories, such as psychological processes,
which include the affective processes that deal with emotional words (Pennebaker et al., 2015),
which builds the context for our research. This software tool offers dictionaries to measure
positive and negative emotions in a given text corpus. And to compare these concepts, LIWC
also offers the summary dictionary emotional tone. The results of emotional tone show a value
between 0 and 100 and calculate the emotional expression of the analyzed text. If a value is
calculated that is above 50, the emotions expressed are positive. With a value under 50, the
emotional tone is driven by negative emotions (LIWC, 2023). In this vein, the level of the value
indicates how positively or negatively someone expresses emotions. In previous research, this
concept has been seen as useful for analyzing emotions from Tweets (Fisch & Block, 2021).
Against this background, the concept of emotional tone builds the independent variable for our

study.
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5.3.5 Control variables

Both the investment behavior of investors and their behavior on Twitter can influence the
likelihood of investor types. Therefore, we use further data from Crunchbase and Twitter to
control their influence.

First, we control for the gender of the investors, whether they are female (1) or male
(0). We use it to take into account that the investor landscape is very heavily populated by male
investors (Dempsey, 2021). Furthermore, previous research has shown that there are gender
differences in the expression of emotions (Chaplin, 2015). Next, we control for whether the
investors themselves have already started a business (1) or not (0). Previous findings highlight
that BAs have often started a business themselves, which is where their financial resources
originate from (De Clercq et al., 2006). In addition, we obtain information about the investment
behavior of investors via Crunchbase. This data allows us to take into account that VCs and
BAs differ in their investment activity (Fairchild, 2011). BAs tend to invest for personal
reasons to mentor and VVCs primarily with an exit goal, e.g., in the form of an initial public
offering (IPO) (De Clercq et al., 2006). Therefore, we control for the number of IPOs (log1p)
that an investor has made with their investments. Another control variable captures whether an
investor is located in a VC hotspot (1) or outside these hotspots (0). Here we are guided by the
three VC clusters from the study by R6hm et al. (2018), i.e., California with Silicon Valley,
Massachusetts with Route 128, and New York. With this, we consider that investors may
behave differently due to location and region-specific differences.

In addition, we obtain other information relevant to control via Twitter, as each
individual has a different Twitter activity (Obschonka et al., 2017). Therefore, as in previous
studies (Block et al., 2019; Obschonka et al., 2017), we also control for Twitter behavior using
the number of followers (loglp), as well as the number of people an investor follows, i.e.,
friends (loglp). A third variable that emerges from previous studies (Block et al., 2019) is the

number of tweets (loglp) that are used to communicate with followers.

5.4 Results

5.4.1 Descriptive statistics and univariate analysis

The descriptive statistics with means, standard deviations and the correlation matrix for our
variables are presented in Table 5-1. 82% of the 822 investors are VCs and the emotional tone
of the overall sample reach a mean of 88,32%. Furthermore, 16% of the people in our sample

are female investors, 86% are in an US startup hotspot and 74% are founders themselves. The
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means for the logged variables show 0,52 for IPOs, 8,44 for followers, 6,30 for friends and
6,33 for Tweets.

Our first initial analysis to identify differences between the expressed emotions of VCs
and BAs is a t-test, which is presented in Table 5-2. For this, we compare the sample of 677
VCs with the 145 BAs and analyze their positive and negative emotions with the summary
variable emotional tone. At the significance level of 0.1, the analysis shows significant

differences between these two investor types.
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Table 5-1: Descriptive statistics and correlation matrix

Mean Sb @) 2 @) (4) (©) (6) () (8) 9)
(1) Type 0,82 0,38 1
(2) Emotional Tone 88,32 14,98 0.07 1
(3) Gender 0,16 0,37 -0.18 0.11 1
(4) Founder 0,74 0,44 0.18 -0.03 -0.15 1
(5) Loglp (IPO) 0,52 0,84 0.18 -0.12 -0.14 0.24 1
(6) Hotspot 0,86 0,35 0.28 -0.04 0.03 -0.05 0.06 1
(7) Loglp (followers) 8,44 2,16 0.32 0.01 0.04 0.15 0.29 0.16 1
(8) Loglp(friends) 6,30 1,44 0.11 0.08 0.09 0.04 0.02 0.05 0.45 1
(9) loglp (Tweets) 6,39 1,63 0.09 0.08 0.00 0.10 0.08 0.05 0.61 0.55 1
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Table 5-2: Univariate analysis: t-test

Venture Capitalist = 1 Business Angel =0 t-test

(n=677) (n =145)
Variables Mean SD Mean SD t p-value
Emotions
Emotional tone 88.822 14.485 85.982 16.975 -1.874 0.062

5.4.2 Logistic regression to predict investor type

To predict the probability of whether an investor is a VC or a BA through their expressed
emotions, we use logistic regression with a binary variable for investor types. Table 5-3
presents the results of the regression analysis. First, we built models for each type of control
variable (Model 1 — 2) and then one for all control variables (Model 3). The full control model
shows negative relationships with gender (-1.578; p < 0.01), Tweets on Twitter (-0.504; p <
0.01). Positive relationships with the investor type VC are to the variables Founder (0.708; p
< 0.01), IPO (0.421; p < 0.05), Hotspot (1.516; p < 0.01) on the investor control level and to
the investor network in the form of Twitter followers (0.799; p < 0.01) on the Twitter control
level. The full model (Model 4) adds the measure of emotional tone. Here in this full model,
the results confirm that there are significant differences between investors on the concept of
emotional tone. VCs communicate more with positive words assigned to positive emotions
than BAs (0.021; p < 0.01). In summary, the results show that our hypothesis is supported, as

VCs show higher scores on positive emotions.
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Table 5-3: Main analysis: Logistic regression (dependent variable: Venture capitalist 1/0)

Model 1 Model 2 Model 3 Model 4
Investor Twitter Full control
control control model Full model
model model
Independent variable: Investor emotions
Emotional Tone 0.021™"
(0.007)
Control variables: Investor level
Gender -1.015™ -1.578™" -1.685™"
(0.233) (0.271) (0.276)
Founder 0.839™" 0.708™" 0.723™"
(0.215) (0.236) (0.239)
log1lp(IPO) 0.633™" 0.421™ 0.443™
(0.186) (0.200) (0.199)
Hotspot 1.847" 1.516™" 1.611""
(0.236) (0.259) (0.265)
Control variables: Twitter level
log1p(followers) 0.802™ 0.799™ 0.782™
(0.091) (0.102) (0.101)
loglp(friends) -0.139 -0.050 -0.035
(0.097) (0.105) (0.104)
log1p(Tweets) -0.405™" -0.504™" -0.512"
(0.091) (0.106) (0.104)
Constant -0.487" -1.308™" -2.701" -4.570""
(0.261) (0.489) (0.579) (0.846)
Observations 822 822 822 822
Log Likelihood -322.438 -321.584 -276.643 -272.112
Akaike Inf. Crit. 654.877 651.168 569.285 562.225
Note: "p<0.1 "p<0.05 ""p<0.01

5.4. Robustness check

In a previous study, Block et al. (2019) pointed out that Twitter samples can also include
celebrities (‘“Twitter superstars™), such as actors, athletes, or well-known musicians. Such
public persons often have many followers on social media due to their large fan base. In our
sample, the most famous investor has over 19.3 million followers on his profile. Therefore,
Block et al. (2019) argue that such superstars may behave differently in communication than
professional investors due to their profession. Furthermore, it is possible that such superstar
accounts are supported by a team in the back office. For this reason, we control our results by
excluding the superstars from our sample. For this purpose, we only use investors who have
less than 100,000 followers on their Twitter profiles. This exclusion reduces our sample to 759

investors. Table 5-4 represents our findings for this analysis.
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In line with our main analysis, we run four models (Model 1 — Model 4). Three of them
are for our control variables, and one builds the full model with emotional tone. These results
of the analysis support our findings from the main analysis, as here also the emotional tone
(0.020; p < 0.01) shows significant differences between VCs and BAs. As in the main analysis,

the robustness check also supports our hypothesis.
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Table 5-4: Robustness check without Twitter Superstars

Model 1 Model 2 Model 3 Model 4
Investor Twitter Full control
control control model Full model
model model
Independent variable: Investor emotions
Emotional Tone 0.020™"
(0.007)
Control variables: Investor level
Gender -1.014™ -1.697"" -1.793™
(0.238) (0.288) (0.292)
Founder 0.858™" 0.727™" 0.741™"
(0.218) (0.246) (0.249)
log1lp(IPO) 0.782"™" 0.670™" 0.688™"
(0.219) (0.236) (0.237)
Hotspot 1.865"" 1.493™ 1.576™"
(0.243) (0.272) (0.278)
Control variables: Twitter level
log1p(followers) 0.975™ 1.015™" 0.990™"
(0.103) (0.117) (0.117)
log1p(friends) -0.280™" -0.214" -0.194"
(0.104) (0.114) (0.113)
loglp(Tweets) -0.439™" -0.562"" -0.565™"
(0.095) (0.112) (0.110)
Constant -0.571™ -1.460™" -2.910™" -4.689™"
(0.267) (0.510) (0.609) (0.894)
Observations 759 759 759 759
Log Likelihood -304.314 -298.853 -251.166 -247.441
Akaike Inf. Crit. 618.629 605.706 518.332 512.882

Note:

*p<0.1*p<0.05 "*p<0.01
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5.5 Discussion and implications
Our findings have implications for research on the personal characteristics of investors, as well
as for practice of entrepreneurs and investors. A summary overview of these implications can

be found in Table 5-5 before they are subsequently discussed.

Table 5-5: Implications for practice and research

Investors Entrepreneurs Researchers

e VCsand BAs should reflecton e
their online self-presentation
and create awareness about
their role

Create awareness about e Investigate the perception
different investor roles of investor emotions from
(employed manager vs. the entrepreneurs’ point of
individual investor) view and their influence on
the choice of a financier

e BAs should look for other e Inform yourself about your

investors as role models and
manage their emotions more
positively and professionally

target group’s emotions

Examine the differences in
trustworthy communication
between different types of

investors

e Investigate the impact of a
portfolio company’s failure
on investors’ emotions

5.5.1 General discussion and interpretation of the main findings

Although entrepreneurship research, in general, has already explored the emotions and
emotional differences of entrepreneurs from other groups (Tata et al., 2017), this has been
sparse in the context of investors. Furthermore, in previous research on entrepreneurial finance
that compares VCs and BAs, their personal characteristics, such as emotions, up to now were
rarely examined. However, despite this, previous research suggests that VCs and BAs differ
with respect to their expressed emotions. Therefore, in this study, we aimed to answer the
question of how the expressed emotions of VCs and BAs differ. Smith and Bergman (2020)
argue that for a comprehensive picture of entrepreneurial resource exchange relationships, all
parties need to be considered. Therefore, our results with investor emotions extend this picture
by investigating investor emotions, especially of VCs and BAs, and comparing them.

Based on previous research in entrepreneurial finance and psychology, we
hypothesized that VCs have a better understanding of their professional role as an employee of
a VC organization and thus communicate their emotions more professionally than BAs. In
particular, we attribute this to the different backgrounds of investors, with VCs taking on a
different role than BAs due to their involvement with a VC organization. Based on our analysis,
this hypothesis can be supported, as VCs show significant differences in the concept of
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emotional tone. This result also remains in the further analysis of the robustness check: In the
analysis of emotional tone, the model shows that VVCs are more prone to positive emotions in
their expressed emotions via Twitter.

With this study, we contribute to the entrepreneurship literature in different ways. First,
we analyze the investor emotions of two key actors from entrepreneurial finance and extend
previous knowledge on emotion research in entrepreneurship research which focuses especially
on entrepreneurs (1). We show that VCs and BAs also differ in personal characteristics and
extend the research stream on the differences between these two types with an emotion
perspective (2). We use investors’ tweets to operationalize the expressed emotions as a novel
method and show how such an approach is useful for researching difficult psychological
concepts and target groups (3). Overall we offer an additional starting point (J. Block et al.,
2019) for researching psychological concepts in the entrepreneurial finance landscape and their
investors.

Since our results show that BAs express more negative emotions than VVCs, connections
can also be made to other entrepreneurship studies that have captured differences between
managers and entrepreneurs (Obschonka et al., 2017). For example, entrepreneurs show
stronger expressions of the personality trait neuroticism, i.e., they show their negative emotions
more obviously than managers do (Obschonka et al., 2017). Thus, our results also suggest this
in a different context as we see VVCs in their manager role because some VCs in our sample
fulfill this function as partners in the organization. Furthermore, we know from the literature
that the setting influences communication and in-work from nonwork communication also
affects content (Sanchez-Burks et al., 2003). Consequently, VCs are always connected to their
VVC organization, even in social media, as communicated content can also influence the
employer (positive and negative reputation). Obschonka et al. (2017) explain this in their case
with possible departments (e.g., marketing) within the organizations that professionally
manage the respective Twitter account of the manager. In our robustness test, we, therefore,
also removed accounts with more than 100K followers, but the results remain stable. However,
this does not preclude VCs from receiving professional support in general (e.g., through
departments within the VC organization) regarding their online self-presentation.

As we know that there are different characteristics between VCs and BAs (De Clercq
et al., 2006; Cohen & Wirtz, 2022; Hellmann et al., 2019; Mason & Stark, 2004; van
Osnabrugge, 2000), in a previous study on the differences between VCs and BAs Fairchild
(2011) argues that these two investor types also differ in smoother factors such as their

behavior. We support this argument with our empirical results and show in the context of
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expressed emotions that VCs and BAs differ — especially that VCs express a more positive
tone. Through the previous research findings, various economic distinctions have already been
discussed; with our study, a psychological dimension is now also part of this discussion.
Therefore, our study introduces a new dimension to this entrepreneurial finance research stream
— emotions.

With Twitter and a dataset of 994,969 tweets overall, we offer a new way of researching
personal investor characteristics showing insights into their psychology. As Block et al. (2019)
show in their earlier study, the richness of such data for investor personality research, we show

how to use it for emotion research in an entrepreneurial finance context.

5.5.2 Implications for entrepreneurs and investors

With the results of our study, we also create relevant implications for the practice of
entrepreneurial finance and, therefore, for VCs and BAs as well as entrepreneurs. Our research
approach shows that public texts on social media such as Twitter also allow making predictions
about the emotions expressed there. Therefore, investors and entrepreneurs should understand
that their online communication is transparent for the community and, as a result, for future
relationship partners. Especially investors should be aware of this when communicating
emotionally and expressing their negative feelings to the community. Because as we know,
entrepreneurs can choose between alternative sources of financing and accordingly prefer VCs
or BAs.

Furthermore, emotions also play a role in relationship strategies (Fili, 2014) and
influence behavior accordingly. This is explained by the fact that in a previous study, Fairchild
(2011) argued that the behavior of entrepreneurs is also included in their partner evaluation. As
a result, we show the practice with our study that the behavior can also be viewed online.
Therefore, investors as VCs and BAs can use our findings for a better understanding of their
expressed emotions in contrast. Furthermore, our results provide a way to reflect investors’

self-presentation.

From an entrepreneur’s perspective, our results help to understand important partners
better potentially. As we know that investment decisions are also associated with feelings (L.
Huang, 2018), our results show, in general, that there are differences in the expressed emotions
of VCs and BAs. Previous studies dealing with investor relations of startups have shown that
communication with investors includes several dimensions that need to be shaped.

Entrepreneurs who know the emotions of their business partners may be able to adapt their
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activities to these emotional requirements of the partner. This means that if entrepreneurs know
the mood of the target group, the content of investor relations can be adapted to it. Since, in
our results, VCs achieve significant differences in emotional tone, this may mean for
entrepreneurs that these investors also expect more emotional communication from their
founding teams. For example, investors also allow themselves to be addressed emotionally
(Mason & Stark, 2004). Furthermore, entrepreneurs could create awareness about the different
roles between VCs and BAs (employed manager vs. individual investor) and that different roles
expect different (emotional) communication. In summary, having an appropriate emotional
picture of the different investor types also expands investor relations opportunities. Therefore,
our results could help entrepreneurs better understand how emotional investors’ are and how

they differ.

5.5.3 Limitations and implications for future research

We see this study as an initial point to better understand the emotions of VCs and BAs and give
inspiration for future research on investor emotions in the entrepreneurial finance context.
Therefore, some limitations of this study go along with promising research areas for future
studies.

First, we rely on the emotional concepts of the LIWC software. Since other dictionaries
have been developed recently that can also analyze emotional words in a text, such dictionaries
could further complement our findings. For example, since LIWC is a closed dictionary, open
dictionaries can also be added. Second, we compare VCs and BAs as two key actors in the
entrepreneurial finance literature. Nonetheless, there are other actors that may show different
emotional reactions. For example, crowdfunding investors are used to the entire investment
process being digital and therefore communicating digitally. Third, our data foundation is
digital investor communications, so words from other data sets, such as podcasts or videos,
might provide further insights.

Second, our results show that VCs and BAs also signal their emotional state via their
tweets, which is why, based on this, the question arises to what extent positive or negative
emotions actually influence investments. Therefore, further research could investigate how
investor emotions are perceived and evaluated by entrepreneurs, thereby answering the
question of how entrepreneurs are influenced by investor emotions in their choice of partners.

Third, Mohammad and Turney (2013) consider trust related to emotions. It is known

from previous research that trust is also a relevant concept for the entrepreneur-investor
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relationship (Middelhoff et al., 2014; Shepherd & Zacharakis, 2001). Therefore, further
research could extend previous trust research by measuring trust not through interviews or
questionnaires but through textual communications, thereby answering the question of how
trustworthy communication differs between investor types.

Fourth and finally, emotions can be influenced by different situations, which is why
emotional tone tends to be more positive or more negative depending on the situation. While
our study presents an overall view of investors’ emotional tone, further research could create a
panel dataset that looks at emotions in different time windows. Since such panel data sets are
also implementable with Twitter (Fisch & Block, 2021), further research could examine how
investors’ emotions change when, for instance, a portfolio company fails, thereby answering

the research question of how investor emotions change when their portfolio firms fail.

5.6 Conclusion

This study provides insights into the emotions that investors leave behind via their Twitter
digital footprints and express to their audience. We show differences in the emotions expressed
between the investor types VCs and BAs. Going forward, we could use this to stimulate a
discussion on how emotions influence decision-making behavior in the investment process of

startup financing.

122



6. Discussion and conclusion

After the four studies of this dissertation have been discussed in Sections 2 - 5, the summary
of the key results now follows in Section 6. The contributions of the individual studies as well
as across the board in the context of the entire dissertation are also discussed. In addition to
theoretical implications, practical implications are also presented. Building on the results of
this dissertation, research streams are identified that can be explored in the field of investor

relations in the future.

6.1 Summary of the key findings

The research stream of entrepreneurial communication builds the overarching conceptual
background for all information sharing activities of entrepreneurs with their stakeholders,
which includes investors’. Therefore, it is necessary to understand how investor
communication is embedded into this research stream. To achieve this and gain a better
understanding for investors role in entrepreneurial communication, we perform a bibliometric
analysis of previous published studies between 1973 — 2022 (Study 1; Section 2) and analyze
383 articles with 22,086 references. This dataset builds the corpus for a performance analysis
and science mapping to develop a framework for entrepreneurial communication. The
performance analysis of the published articles per year show that this research stream has
developed from an emergence phase to a growth phase with increasing attention. Especially
we note that entrepreneurial communication gain interest from nearby research streams, such
as strategic communication. From a thematic perspective our results show that the
communication with investors (e.g., business angels, crowd investors) is a basic and motor
theme which drive the fields development. In detail, the topic analysis shows that
entrepreneurial communication and therefore investor communication are influenced by
different sub concepts (e.g., impression management, trust). Likewise, the results indicate that
the communication of startups and entrepreneurs is characterized by digitization (e.g., social
media). Both findings — relationship concepts which are linked to communication as well as
the emerging online communication — open new research questions which need to be answered
in future studies.

In connection with the findings from the bibliometric analysis (Study 1; Section 2) this
dissertation deep dive into a key concept for investor relationships — trust (Bammens &
Collewaert, 2014; Middelhoff et al.,, 2014; Sapienza & Korsgaard, 1996). Due to the
heterogeneity of investor types (e.g., BA, VC, Crowd), research on trust in the context of

investor relations has been fragmented. So, to get a better understanding of communication and
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trust (against the backdrop of different investor types), we analyze 32 journal articles through
a systematic literature review (Study 2; Section 3). A key finding from this study is the strong
link between trust and communication because the information sharing of entrepreneurs’ is
vital for the development of trust. Regardless of the investor type previous studies shows that
communication is the key concept in trust research with an entrepreneurial finance context.
Furthermore, trust between VCs and entrepreneurs get most attention in previous research, but
online funding trough crowd investors is nearby.

Another finding from the bibliometric analysis (Study 1; Section 2) shows a lack in
entrepreneurial communication during exogenous shocks. To address this gap is important
because the information sharing is part of building and maintain trust and helps in the reduction
of uncertainty — two concept which could broke during crises situations. Therefore, this
dissertation addresses this gap with a panel dataset of 110,283 tweets from US-based
entrepreneurs during the first wave of COVID-19 in 2020. With this novel dataset we analyze
the digital communication from entrepreneurs and how it differs between pre-pandemic and
in-pandemic. The results show differences in the emotional part of communication as well as
the communication about work. In detail, the results show differences between VC-backed
entrepreneurs and investors without funding. This suggests that investor relations are helpful
for entrepreneurs and the professionalization of their communication. Furthermore, the context
of an exogenous show like COVID-19, which influenced business activities as well as social
relationships, show that entrepreneurs use online communities (e.g., Twitter in this case) for
their information sharing with stakeholders.

The results from the bibliometric study (Study 1; Section 2) and the literature review
(Study 2; Section 3) in combination show that previous research that address entrepreneur-
investor relationship address primary the entrepreneur. The perspective of investors has
scarcely been researched to date and is still in its infancy. As Smith and Bergman (2020)
explain, the understanding of both — entrepreneur and investor — is vital for the overall
understanding of investor relations. Therefore, the fourth paper in this dissertation address this
gap with a dataset from 822 US investors (VCs; BASs) and their 994,969 short messages on
Twitter. The aim of this paper is to bring insights in investor expressed emotions especially
how investors type differs. The analyzes of these big data sample follows study 3 and use the
text analysis software LIWC with its emotion dictionaries. A key finding is the difference of
expressed emotions between VCs and BAs as VCs are more positive in their communication.
This suggests a more professional emotional tone in their Tweets especially through their

professional background as employee from an VC company. In sum, through the four studies,
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this dissertation aims to contribute to various areas within the entrepreneurship literature, as

discussed below and shown in figure 6-1.

Figure 6-1: Summary of theoretical and methodological implications

Investor relations in the context of
startups

| —
Communication ( Emotions Trust

. s l

Methodology

Overall, this dissertation contributes to the literature of investor relations in the context of
startups (Kollmann & Kuckertz, 2006; Moritz et al., 2015; Schulte, 2012; Wallnofer & Hacklin,
2013). Although there is already an extensive stream of research on investor relations in general
(Hoffmann et al., 2018), these findings are not very transferable to entrepreneurship research,
especially since startups have different characteristics than established companies, which are
often the subject of previous investor relations research (Kollmann & Kuckertz, 2006; Moritz
etal., 2015). In detail, this contribution can be divided between entrepreneurial communication
(study 1), trust (study 2) and as well as investor communication (study 3 and 4) - the central
conceptualizers in this dissertation.

First, this dissertation contributes to the research stream of entrepreneurial
communication (Godulla & Men, 2022; Wiesenberg et al., 2020) by conducting a bibliometric
analysis. The research of entrepreneurial communication is fragmented an overview is still
missing, which would help to understand this research stream in more detail (Godulla & Men,
2022). Therefore, the bibliometric study (Study 1; Section 2) with a performance analysis and
science mapping address this gap. A result of this bibliometric study is a conceptual framework
for the key research areas of entrepreneurial communication. Furthermore, in analyzing
previous research a research agenda is developed which guide future research (Godulla & Men,
2022). By covering entrepreneurial communication in a comprehensive way, this first study
integrates investor communication and forms the conceptual basis for the following studies of

this dissertation.
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Second, this dissertation contributes to the literature of trust research in (Welter, 2012;
Welter & Smallbone, 2006) by synthesizing previous findings on trust between entrepreneurs
and different types of investors. Here, a fragmented research field characterized by different
entrepreneurial relationships (e.g., relationships with VC, BA, Crowd) is structured by a
systematic literature review and a research agenda is derived from it. In doing so, this analysis
integrates findings from previous relationship marketing research (Morgan & Hunt, 1994;
Palmatier et al., 2006) to provide a conceptual framework for analysis of investor relationship
marketing in the context of startups. Using this model, antecedents and outcomes were then
identified and synthesized. Thus, this study also builds a bridge between communication and
trust, and through the conceptual framework of investor relationship marketing, it shows the
connection to other scientific fields mentioned at the beginning. A key finding of this study is
the relevance of communication for the formation of trusting entrepreneur-investor
relationships. From the results, it appears that communication is an important antecedent to
trust and thus attracting investors. Thus, this systematic literature review lays the foundation
for communication to be explored in greater depth in study 2 and 3.

Third, by examining communication before and during the first wave of the COVID-
19 pandemic, against the backdrop of VC-backed entrepreneurs, this dissertation contributes
to entrepreneurial communication in crisis (Godulla & Men, 2022; Wiesenberg et al., 2020).
In detail, this study shows the impact of an exogenous shock on entrepreneurs’ digital self-
presentation. This also provides further context for the impression management literature
(Collewaert et al., 2021; Parhankangas & Ehrlich, 2014). This adds the crisis context to the
existing literature and provides guidance on how entrepreneurs behave communicatively in
times of crisis. Since social media are also relevant in stakeholder communication and
impressions are made there with these target groups (see also Study 1; Section 2), entrepreneurs
thus also communicate with investors via social media (Moritz et al., 2015). By considering
VC funding in part of the sample, the detail also considers that the cooperation with an VC
influences the professionalism of entrepreneurial communication (Hellmann & Puri, 2002).
Although entrepreneurs have a central role in investor relations and therefore also in
communication to investors to control the information asymmetry, investors must not be
completely ignored. Against this backdrop, Study 3 is dedicated to investor communication
and details how VCs and BAs express their emotions via social media.

Fourth, this dissertation contributes to the research on expressed emotions from
entrepreneurs’ as well as investors’ through their online communication (Fisch & Block, 2021;

Tata et al., 2017). In studying the entrepreneurial communication during the first wave of
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COVID-19 (Study 3; Section 4) we measure the expression of positive and negative emotions
via their Twitter communication. Thus, we show how an exogenous shock affects
psychological aspects of communication (emotions). Here, the results suggest that cooperation
with VCs has an influence on the emotional stability of entrepreneurs in that VC-funded ones
communicate more professionally. Furthermore, this dissertation compares the expressed
emotions of VCs and BAs, a concept that is very sparse in previous research (Study 4; Section
5).

Fifth, besides the theoretical implications, this dissertation also contributes
methodologically to entrepreneurship research. Nowadays, a large number of different data
points (e.g., social media, newspaper, press released) are available in an unstructured way,
which can be scientifically analyzed by technical tools, such as computer-aided text analysis
(Antons et al., 2020). While scholars are highlighting the importance of big data and related
new research methods (Obschonka & Audretsch, 2020; Schwab & Zhang, 2019; Wiklund et
al., 2019), their use in entrepreneurship research is currently only emerging. However, they can
make an important contribution to the progress of entrepreneurship research (Wiklund et al.,
2019). This dissertation contributes to the further advancement of these new analytic
possibilities by using big data in combination with text analysis to gain insight in Study 3
(110,283 tweets) and Study 4 (994,969 tweets), respectively. In doing so, we build on the
research stream of social media as a big data source (Block et al., 2022b; Fisch & Block, 2021;
Tataetal., 2017) and use digital footprints of entrepreneurs’ and investors’ to gain new insights
in their behavior — in this case entrepreneurial communication during crises and emotions of
investors. Furthermore, in the context of this dissertation, investors are an important target
group for the analyses, but this often leads to challenges in the practical implementation of
studies to identify and subsequently recruit these individuals for a study. Therefore, such an
approach with text analysis of social media data opens access to target groups that are otherwise

difficult to reach.

6.2 Practical implications
Next to the theoretical and methodological implications, this dissertation also gives

implications for actors from the overall startup ecosystem who are directly or indirectly
involved.

Considered across all studies, these findings can help in practice to ensure that both
entrepreneurs and investors pay more attention to the two key concepts of their relationship -

communication and trust - to optimize their relationships. The results for the concept of trust
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reveal diverse factors that are considered antecedents of a trusting relationship. Since trust is
important to both parties in the relationship, entrepreneurs and investors can develop and apply
appropriate strategies to signal trustworthiness to their partner. Furthermore, these results also
reveal what consequences trust can have, which are thus the outcomes of this concept. This can
also create incentives to act in a trustworthy manner. Furthermore, it is evident from the
systematic literature review that entrepreneur-investor fit, in addition to communication, also
plays a role in building trust. If these findings are transferred into practice, this can lead to
entrepreneurs taking this fit into account in advance in their communication strategies when
addressing potential investors. If, for example, entrepreneurs inform themselves about
similarities (e.g., shared values, shared experiences) to a potential investor before the first talks,
such aspects can be integrated concretely into the communication and thus the self-presentation
can be actively controlled. In the context of studies 2 and 3, these findings are helpful in
sharpening the awareness of digital communication. Both entrepreneurs and investors
communicate their feelings and emotions via social media, which is also perceived accordingly
by the community of the respective platform. Accordingly, entrepreneurs and investors should
take this into account when communicating digitally to guide their own self-presentation.
Actors should be aware that their own self-image can be conveyed not only actively but also
passively. It must therefore be clear to entrepreneurs as well as investors that they also play a
role when they communicate privately via social media, which is then perceived and evaluated
by (external) stakeholders.

6.3 Future research avenues for investor communication in startups

This dissertation builds a starting point for the further development of investor relations
research in the context of startups. While the four studies in this dissertation make contributions
to filling research gaps, they also point to pathways for future studies. Therefore, this section
now provides impetus for future research to further stimulate investor relations research for
startups. The summary of these point is presented in Table 6-1.

Connect the concepts trust and emotions in entrepreneur-investor relationships

As mentioned above, this dissertation address three core relationship concepts: communication,
trust and emotions. Communication with trust and communication with emotions are primarily
connected in the studies 2-4. Nevertheless, there is also need for a stronger connection of trust
and emotions. As emotions are part of the entrepreneurial communication (Fisch & Block,
2021; Tata et al., 2017) and study 2 shows the link between trust and communication, there is

gap in the understanding of emotions in light of investor relations. In this vein, future research
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should address this challenge and could ask how these two concepts are connected in influence
each other. Furthermore, this dissertation show that emotions are expressed through different
specifications (e.g., positive, negative) (Pennebaker et al., 2015). These opens up further
research opportunities to study different emotion specifications and its connection with trust
building to investors.

Bring the heterogenous investor landscape into light of investor relations research

Across all studies (especially study 2-4), VCs and BAs are key investors in the field and
therefore enjoy a great deal of interest in the academic discussion. Thus, one of the main
focuses of the research shows how relationships between VCs, BAs and entrepreneurs can be
shaped and what influence they have. However, this ignores the heterogeneity of the investor
landscape in practice because recent studies show a growing number of different investor types.
And as known from previous research, every investor type has different characteristics (e.g.,
behavior, involvement, deal size) which should consider in research (Drover et al., 2017).
Although this suggestion is also addressed as future research direction in study 1 | take this up
again here to highlight its relevance for entrepreneurs. Therefore, future research should
address different investor types (e.g., CVC, Family Offices, ICO) in their studies and bring
them into connection with questions from investor relations. For example, future studies could
ask how different investor types differ in their requirements of communication and investor
relations strategies. By straddling the corporate world and the startup world, for example,
CVCs may also choose to adopt static corporate structures rather than flexible startup structures
(R6hm & Kuckertz, 2020). What opens the question of how these startup-corporate relationship
changes startups investor relations (e.g., in context of professionalization).

Add the digitization of relationships to the research stream of entrepreneurial investor

relations

In study 1 this dissertation gives first insights of entrepreneurial communication in a digital
context. And especially the studies 2 — 4 have made initial connections to digital investor
relations. While entrepreneurs and investors communicate digitally (e.g., in social media) (e.g.,
Moritz et al. 2015) and investments are also partly handled via digital platforms (e.g.,
crowdfunding), there is a lack of research on digital investor relations for startups. Furthermore,
with the growing usage of artificial intelligence (e.g., trough Chat GPT), entrepreneurs
communication could be adapted and supported with these technology (see for example Short
and Short (2023) for a first case to prepare pitch texts with artificial intelligence of Chat GPT),
which also develops new and unanswered questions. Therefore, future research should address

this gap. For example, scholars could ask how the communication requirements differ between
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the communication context (offline vs. online). In addition, the question arises as to how
artificial intelligence will change investor communication and what requirements will arise for
entrepreneurs as a result. Furthermore, and in connection with the growing investor landscape,
future research could study different requirements for online communication between the
different investor types. And additional questions arise from the concepts in this dissertation
so that future research is needed for relationship concepts (e.g., trust, emotions) and how they
might change in a digital investor relations environment.

Draw attention on the digitization of investors value chain and its implications for relationship

management
The studies 3 and 4 uses big datasets (especially study 4 with nearly one million tweets) what

are reactions of previous calls to use such datasets (Wiklund et al., 2019). However, these
approaches are just the starting point of new technology-driven research opportunities
(Obschonka & Audretsch, 2020; Schwab & Zhang, 2019). For example, initial studies are
starting that use artificial intelligence and machine learning to compare investment screening
between human investors and machines (Retterath, 2020a), or predict the survival of startups
(Antretter et al., 2019). This also means that a digital transformation is taking place on the part
of investors. And due to the growing importance of this technology in practice (Blohm et al.,
2020), it can be assumed that it will also have a direct impact on investor relations. For example,
the question arises how the value chain of investors is changing through this transformation
process and especially with the use of artificial intelligence. Furthermore, future research
should summarize the status quo in research and practice of the integration of artificial
intelligence for an overview of the landscape. Again, there may be differences depending on

investor type what should addressed in future research.
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Table 6-1: Future research directions for entrepreneurial investor relations

Connect the concepts trust and emotions in entrepreneur-investor relationships

Challenge:

Emotions are an important part of the individual entrepreneurial communication (e.g., study 3) and different
types of emotions are existed (Tata et al. 2017; Pennebaker et al., 2015). In the light of trust building between
entrepreneurs in investors emotions also play an underlying role which should be considered.

Suggestions for future research questions:

How do emotions and trust building influence each other in entrepreneur-investor relationship? How do
different emotions (e.g., positive, negative) affect trust building with investors?

Bring the heterogenous investor landscape into light of investor relations research

Challenge:

The financing landscape is driven by a heterogenous group of investor types what leads to relationships with
investor who have different characteristics (Block et al., 2018; Drover et al., 2017). Entrepreneurs must also
take these different characteristics into account in their communication and address them accordingly.
Suggestions for future research questions:

What requirements do new investors place on investor communication? How do investor communication
strategies differ by investor? How does investor communication change when, for example, established
organizations are invested by a CVC?

Add the digitization of relationships to the research stream of entrepreneurial investor relations

Challenge:

Relationships don’t happen exclusively offline and in person. Entrepreneurs are also increasingly building
relationships online and anonymously through their self-presentation on social media (Fischer and Reuber
2014). Therefore, advances in digitization are also changing the place of communication.

Suggestions for future research questions:

How do investor communication requirements differ between online and offline? How does artificial
intelligence change the investor communication of startups and what are the requirements for entrepreneurs?
How do different types of investors differ in terms of their requirements for online communication from
entrepreneurs (e.g., VCs vs. BAs; VCs vs. crowd investors)? How are relationship concepts (e.g., trust,
emotions) changing in digital investor relations?

Draw attention on the digitization of investors value chain and its implications for relationship management

Challenge:

Investors and especially VCs are also in a digital transformation process of their organization. From traditional
and manual investment approaches towards data driven approaches (Retterath, 2020b; Weibl & Hess, 2019).
And this transformation also has an impact on the value chain of investors and therefore on their investments
processes.

Suggestions for future research questions:

How is the digitization of startup investors changing their value chain? How is artificial intelligence changing
the investor value chain? What is the status quo of data driven investment approaches and how do different
investor types differ in these approaches (e.g., VC vs. ICO)?

131



6.4 Conclusion

This dissertation addresses the research on investor relations in the context of startups and shed
light on an important relationship for entrepreneurs’ — those with investors. In doing so, it
shows that investor relations is an overarching term that integrate multiple sub concepts which
are important for the creation of successful relationships. Three of them are part of this
dissertation — communication, emotions and trust. On the one hand, overviews of the research
landscape of these concepts are presented, and on the other hand, new empirical methods are
used to investigate them. Especially due to the complexity of different relationship concepts
such as trust or emotions for example, this dissertation shows how new emerging research
methods can address these challenges. Due to the diversity of investor types and the increasing
heterogeneity of the investor landscape, | am aware that the studies in my dissertation are only
a starting point for further investor relations research with a focus on startups. In sum, this
dissertation helps for a better understanding of entrepreneur-investor relationship and offer

implications for the creation of these relationships.
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