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SUMMARY 
 

The increasing interest in social entrepreneurship and its positive impact on levels of social 

innovation prompts two questions: firstly, how is it doing in the Netherlands and how can its 

diffusion be facilitated? Secondly, do innovation sciences theories have anything intelligent to 

say about this, and if so, is it not problematic that social entrepreneurship is a social innovation, 

while innovation sciences tend to focus on technological innovation? 

These two questions lead to two separate but interlinked articles, the abstracts of which are: 

 

Article No 1: “From Cowboys to Diplomats: why the growth of social entrepreneurship 

requires a different attitude than its creation.” 

 

ABSTRACT: Social entrepreneurship – a new business model that combines a social goal with a 

business mentality - is in a transitional phase, from a rough cowboy market to a more 

established market niche. This process results in two interconnected dilemmas for the social 

entrepreneur. Firstly, how it can capture market share despite its role as an antagonist to 

current market values.  Secondly, how it can prevent the loss of its own core values in the course 

of greater interaction with the incumbent regimes. Using a tool known from innovation sciences 

to analyse radical innovations, namely strategic niche management, and both survey data and 

interviews from actors in the Netherlands, this paper shows that social entrepreneurs have an 

attitude that is still more in line with the cowboy market than with the new diplomatic role they 

are expected to take on. Subsequently, it provides practical recommendations on how to 

achieve this new attitude. 

 

Article No 2: “The Rise of Social Entrepreneurship: how strategic niche management can be 

used to understand and facilitate a social innovation.” 

 

ABSTRACT: Strategic niche management (SNM) is used as a tool to understand radical socio-

technical innovations and facilitate their diffusion. Many radical innovations, however, are not of 

a socio-technical nature. Social entrepreneurship – a new business model that combines a social 

goal with a business mentality – is heralded as an important new way of creating social value. 

This study researches how SNM can be applied to such a social innovation. It identifies 

theoretical and practical obstacles and proposes solutions to these obstacles. The most 

important conclusion is that regimes will have to be characterised by something different than a 

socio-technical artefact, and that this something different can be an exemplifying quote. An 

additional finding is that SNM theory has not yet found a method to analyse niche-regime 

interaction ex-ante, necessary for diffusion recommendations. A new method is suggested and 

tested on the case of social entrepreneurship, which is based on both survey data and interviews 

from actors in the Netherlands. 

 

Please note that readers are requested not to cite this document, since both articles will be 

submitted for publication. 
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