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Abstract
An increase in the emergence of micro firms in the food & beverage (F&B) industry occurred, such as
microbreweries, coffee roasteries, bakery products and ready-to-eat meals This thesis explores the
segment of micro coffee roasteries (hereafter: micro roasteries), due to recent emergence and success
of micro roasteries in the saturated and competitive coffee roasting market and for exploratory
purposes. The aim of the thesis is to establish a scientific understanding of the emergence of micro
firms in a segment of the F&B industry, subsequently how they emerge and which external and internal
conditions influence their performance.
This thesis examines the influence of external conditions and internal conditions on the micro
firm’s performance, therefore this qualitative research combines desk research and empirical research
in the form of semi-structured qualitative telephone interviews with 21 micro roastery owners.
Overall, in practice the external and internal conditions of the emerged micro roasteries have
a positive influence on the micro roastery’s performance. However, there is not one success recipe on
external and internal conditions that influences the performance. The comparison of theory and
practice resulted in six changes. Most constructs and variables have a positive influence on the micro
firm’s performance. It can be concluded that some constructs and variables are of more importance
than other constructs or variables in practice, namely strong owner dominance, change in the market,
product differentiation, internal growth, and resources. Striking is re-occurrence of the owner’s
personality in all of these constructs and variables, for example in decision-making, personal
characteristics, goals and seeing opportunities. Moreover, the developments of the coffee roasting
market and the awareness in the coffee roasting market, the increased demand, improvements of
technology in small batch roasting, investments, and innovations played a crucial role in growth and
emergence of the micro roasteries in the coffee roasting market. This resulted in more competition
and an increase in turnover for all participating micro roasteries and that does influence the process
of obtaining and managing internal resources. Although, the specialty roasting coffee is a niche market,
offered products and services are differentiated. Despite the uniqueness of the capabilities per micro
roastery, the majority of micro roastery owners does see human capital and physical capital as
uniqueness of their firm.
Key words: emergence, performance, external conditions, internal conditions, micro firms, food and
beverage industry, micro roasteries
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Executive summary
The starting point of this thesis is the increased emergence of micro firms in the food & beverage (F&B)
industry occurred, such as microbreweries, coffee roasteries, bakery products and ready-to-eat meals.
As the microbreweries became very popular and successful, questions for popularity and
successfulness of other micro firm segments emerged. This results in exploring the segment of micro
coffee roasteries (hereafter: micro roasteries), due to recent emergence and success of micro
roasteries in the saturated and competitive coffee roasting market.
Micro firms are the engine of the European economy. However, only half of the small sized
firms survive beyond five years. Even though, micro firms face many difficulties, the increase of
emergence of micro firms in the F&B industry continues and it is striking. To study the emergence and
performance of these micro firm in the F&B industry in a similar segment as microbreweries is studies,
this thesis studies micro roasteries for exploratory purposes. The aim of the thesis is to establish a
scientific understanding of the emergence of micro firms in a segment of the F&B industry,
subsequently how they emerge and which conditions influence their performance. This results in filing
the knowledge gap of what conditions influence the emergence and performance of micro firms in the
Dutch F&B industry. To achieve this purpose the following central research question is formulated:
“What is the influence of the external and internal conditions of the micro firm on performance of
emerged micro firms in the Dutch food and beverage industry?”
While exploring literature a few concepts came forward to study the external and internal conditions
of the emerged micro firms and the researcher constituted a theoretical framework to approach the
external and internal conditions of the emergence and performance of micro firms. This thesis
examines the influence of external conditions and internal conditions on the micro firm’s performance.
Starting with examining the micro firm dimensions which consists of (1) micro firm size, (2) strong
owner dominance, and (3) local embeddedness. Next, examining the external conditions, which
consists of (1) the basic market conditions, (2) market structure, and (3) the micro firm’s conduct.
Additionally, examining the internal conditions, which includes the internal resources of the micro
firm. Lastly, the external and internal conditions and its influence on performance are compared in
theory and practice.
The nature of this exploratory research is a qualitative research combining desk research and empirical
research. Step 1, the desk research, studies scientific articles and other (non)-scientific secondary data
sources. This first step of data collection forms the foundation for the composition of the interview
guide and forms the criteria for the selection of micro firms participating in interviews. Additionally, in
step 2, as sampling strategy convenience sampling and purposive sampling as types of non-probability
sampling methods are used to select micro roasteries in this thesis. After selection of micro roasteries
based on criteria selection, 21 semi-structured qualitative telephone interviews will be conducted with
micro roastery owners. Lastly, analysis of the collected data in step 2 is performed, because in step 3
transcribing and coding the semi-structured interviews is performed. The findings of the interviews
and the desk research are used to answer the research questions.
Overall, this resulted in practice in that the external and internal conditions of the emerged
micro roasteries have a positive influence on the micro roastery’s performance. In general, the
conclusion can be drawn that Dutch micro roasteries are young firms and the majority emerged at
multiple geographical locations throughout the Netherlands over the last 5 years. All tested external
and internal conditions do influence the micro roasteries’ performance. However, how influential a
concept is differing per micro firm. The comparison of theory and practice resulted in six changes. Most
constructs and variables have a positive influence on the micro firm’s performance. It can be concluded
that some constructs and variables are of more importance than other constructs or variables in
practice, namely strong owner dominance, change in the market, product differentiation, internal
growth, and resources. Striking is re-occurrence of the owner’s personality in all of these constructs
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and variables, for example in decision-making, personal characteristics, goals and seeing opportunities.
Moreover, the developments of the coffee roasting market and the awareness in the coffee roasting
market, the increased demand, improvements of technology in small batch roasting, investments, and
innovations played a crucial role in growth and emergence of the micro roasteries in the coffee
roasting market. This resulted in more competition and an increase in turnover for all participating
micro roasteries and that does influence the process of obtaining and managing internal resources.
Although, the specialty roasting coffee is a niche market, offered products and services are
differentiated. Despite the uniqueness of the capabilities per micro roastery, the majority of micro
roastery owners does see human capital and physical capital as uniqueness of their firm. As
performance measurement is a firm specific process and the value of the term performance is
distinctively indicated, the conclusion cannot be drawn that there is one success recipe on external
and internal conditions that influence the performance.
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1. Introduction
The purpose of this research is to understand the emergence and performance of a micro firm in the
food and beverage industry. First, section 1.1 describes the background of the research. Secondly,
section 1.2 explains the aim of the research, the problem statement and the research questions of the
study. Next, section 1.3 presents the explanation of used concepts. Finally, section 1.4 explains the
structure of the report.

1.1 Background
Over the past two decades, micro firms such as microbreweries emerged in the food and beverage
industry (F&B industry) (Donadini & Porretta, 2017; Garavaglia & Swinnen, 2018). Microbreweries
became popular and successful in a saturated global beer market, despite the challenges and
difficulties faced (Fastigi, Viganò, & Esposti, 2018; Larimo, Marinov, & Marinova, 2006). Besides
microbreweries, more micro firms in other sectors emerged. Some examples of micro firm emergence:
increasing popularity of small scale healthcare with an increase in number of small scale nursing homes
(Skipr, 2009), microgeneration of energy (Staffell, Brett, Brandon, & Hawkes, 2015) and micro firms in
the F&B industry such as coffee roasteries, bakery products and ready-to-eat meals (ABN AMRO, 2017;
Koffie & Thee Nederland, 2018; Larimo et al., 2006). Furthermore, due to the recent emergence of
micro coffee roasteries (Pascucci, 2018) and of the earlier successful development of microbreweries
in saturated markets (Fastigi et al., 2018), changes concerning the emergence of micro firms in the F&B
industry are striking trends.
Moreover, the engine of the European economy exists out of micro and small firms, as they
are claimed to be a critical source for innovation, entrepreneurship and jobs (European Commission,
2005). Of the firms in Europe, 93% are micro firms (SBA & European Commission, 2019). However, only
50% of the small sized businesses survive beyond five years (Wee & Chua, 2013), due to the fact that
micro firms face several difficulties in the start-up phase in obtaining capital and resources. Many
small-sized firm owners do not have growth as objective of their firm, but they target at survival
(Storey, 1994). Despite of the difficulties faced, the number of micro firms established is increasing
(European Commission, 2005).
Additionally, the emergence of the micro firms in F&B markets, which are mostly dominated
by multinationals, causes changes in dynamics and competitive forces of those markets (Johnson,
Scholes, & Whittington, 2008). Before, the tendency was that a successful micro firms would be taken
over by a multinational firm within a short period of time (Aiginger & Tichy, 1991; Barber, Metcalfe, &
Porteous, 2016; Johnson et al., 2008). However, dynamics in markets can change, accordingly new
micro firms emerge and have the ability to develop and can have a successful performance. The
success of these micro firms depends on several internal and external conditions and events in a
particular market (Johnson et al., 2008). Furthermore, firms are influenced, and opportunities and
threats can be identified due to changes in the market conditions (Forsman, 2008; Waldman & Jensen,
2016). This research focusses on the understanding of the emergence and performance of micro firms
in the F&B industry.
The focus on the F&B industry in this research is due to the success of microbreweries and
to investigate whether the success can be reached by similar micro firms in the F&B industry. However,
with few contributions taking empirical studies of other segments in the F&B industry into perspective,
besides microbreweries. Therefore, this thesis is performed in another segment of the F&B industry,
the Dutch coffee roasting segment, for exploratory purposes. The coffee roasting industry changed
structurally over the last few years. An evolution in new trends and innovation took place (Ferro &
Pierrot, 2018; Koffie & Thee Nederland, 2018; Pascucci, 2018). The coffee market is a saturated and
competitive market and is increasingly consolidated, however micro roasteries emerge (Ferro &
Pierrot, 2018; Panhuysen & Pierrot, 2018). Additionally, the coffee consumption worldwide increased
and the competition in the market as well. This resulted in new opportunities and challenges for coffee
roasting companies (Pascucci, 2018), especially in the specialty coffee roasting market (European
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Union, 2018). However, in this thesis focusses on Dutch micro roasteries, seen that in the Netherlands
the number of micro coffee roasting companies tripled over the last ten years (Koffie & Thee
Nederland, 2018).
There will be tried to fill in the knowledge gap; what conditions influence the emergence
and performance of micro firms in the Dutch F&B industry. The aim of the thesis is to establish a
scientific understanding of the emergence of micro firms in a segment of the F&B industry,
subsequently how they emerge and which conditions influence their performance. For exploratory
purposes focusses this thesis on Dutch micro roasteries, as segment in the Dutch F&B industry.
Therefore, this thesis contributes to both theory and practice. This thesis can be helpful for practical
implications for micro firm owners, policy makers, researchers, specialists in the field and anyone
interested in strategic management practices of micro firms.

1.2 Problem statement, aim and research questions
The challenge related to emergence of micro firms and the performance of those micro firms is
influenced by a variety of elements; external conditions and internal conditions. In history of the F&B
industry, some micro firms established well in the market and became successful or failed.
1.2.1 Problem statement
Because of the variety of factors influencing performance, the explanation about the differences in
performance of firms is complicated (Lybaert, 1998). In this thesis, the relationship between the
performance of micro firms, internal resources, and market structure and firm’s conduct towards
market structure are researched (Boru & Kuhil, 2018). Besides the market structure and firm’s conduct,
the internal environment will be studied with the use of the resource-based view (hereafter RBV) to
link the internal characteristics with the performance of the firm (Mahoney, 1995; Truyens, De
Bosscher, Heyndels, & Westerbeek, 2014). The main concepts that will be studied and explained in
following chapter of this thesis are performance, (emergence of) micro firms, industrial organization
and the Structure-Conduct-Performance (SCP) model, RBV and (sustained) competitive advantage.
As a part of this study will be based on the literature of industrial organization theory (IO theory), it is
of importance to have an in-depth look at this field of expertise. Industrial organization (hereafter, IO)
is the behaviour of firms and individuals and the structure of industries in the economy of the market
(Boru & Kuhil, 2018). Industrial organization is about the functioning of markets (Tirole, 1988).
However, it is more than only the functioning of markets. IO is also about the functioning of markets
and industries and competition between firms (Cabral, 2000).
The IO theory can be based on two schools of thought. The two schools of thought are the
so called Chicago School and the so called Harvard School (Boru & Kuhil, 2018; Waldman & Jensen,
2016). The economists of the Chicago School of thought believe that price theory models should be
used to analyse markets and their performance. The Harvard school of thought uses market structure
to study market performance (Davies & Downward, 1996; Waldman & Jensen, 2016). To obtain
knowledge on the relatedness of micro firms and their performance the Structure-ConductPerformance (SCP) paradigm will be used. The SCP model is part of the study of the Harvard School of
thought (Boru & Kuhil, 2018; Waldman & Jensen, 2016). The SCP model is a pillar of the IO theory and
the best model to use for industry or sector analysis (Boru & Kuhil, 2018; Shepherd & Shepherd, 2003;
Waldman & Jensen, 2016). A step-by-step empirical analysis of the market structure, conduct of the
firms and their performance will be performed. Therefore, the SCP model will be helpful in finding
patterns of change in the markets and the emergence of micro firms. The SCP model will be used to
analyse the performance of the micro firms based on the external conditions (e.g. market structure)
and the internal conditions (e.g. firm’s conduct) of the micro firm in the F&B industry. In current
research the links and relationships between these concepts for the success of micro firms in the F&B
industry are not made yet.
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However, by some researchers is argued that besides outside-in reasoning, the IO theory,
there is a second perspective in strategic management (Barney, 1991; Mahoney, 1995; Truyens et al.,
2014). The inside-out perspective is the opposite way of strategic thinking, about the function of the
organizations access to resources and capabilities (Truyens et al., 2014). The inside-out approach states
that the firms’ internal competences and capabilities are required in order to create a value-creating
competitive strategy. An inside-out approach in strategic management is the Resource Based View
(RBV). The inside-out approach is linking the firm’s internal characteristics to performance (Mahoney,
1995). The RBV is claimed to be seen as complementary theory to IO research (Mahoney & Pandian,
1992). The RBV is a firm-specific perspective that draws upon the firm’s capabilities and resources with
the purpose to derive sustained competitive advantage (Barney, 1991; Barney, Wright, & Ketchen,
2001; Madhani, 2010). RBV relies on resources that are viewed as tangible or intangible assets and
include the firm’s organizational processes and routines, management skills and the information and
knowledge the firm controls (Barney, 1991). Therefore, to obtain a complete overview of the
performance of the micro firms, inside-out and outside-in perspectives are of complementary use.
It can be of scientific relevance to research the concepts; emergence and performance of
micro firms, industry analysis by the SCP model and firm-specific analysis by the RBV. These are studied
in current scientific literature separately, above all very few contributions taking all concepts into
perspective in one research specified on micro firms. Furthermore, scientific literature about the
emergence of micro firms in the F&B industry is scarce. The few researches conducted are specific
cases of countries in Europe, Asia and Africa (Pervan, M., & Mlikota, 2013) or about specific industries,
sectors or segments (Duarte Alonso & Bressan, 2016; Duarte Alonso, Bressan, & Sakellarios, 2016;
Pascucci, 2018). Historically seen, there are not much scientific literature studies done on micro firms
(Achtenhagen, Ekberg, & Melander, 2017; Hänninen, Jokela, Saarela, & Muhos, 2017; Kelliher & Reinl,
2009). Current scientific literature is about the understanding and what is happening in the marketplace about particular incentives to which new small firms respond. Furthermore, current scientific
literature is about the birth of small firms, not about emergence of micro firms. Moreover, current
scientific literature is focused on an entrepreneurial perspective (Storey, 1991). Current knowledge of
micro firms is focused on statistics of new business start-ups related to several subjects such as type
of businesses, gender, socioeconomic status, ethnicity and geographic area (Monahan, Shah, &
Mattare, 2011). However, there is some research conducted about micro firms in general and in
multiple countries in world such as USA, countries in Asia and Europe (Jamak, Ghazali, & Sharif, 2017;
Monahan et al., 2011; Reilly, Danson, Galloway, & Beatty, 2015).

1.2.2 Objective, central research question and sub-questions
Strategic management literature with a focus on IO and RBV literature will be used to find an answer
to the aim of this research. The objective of this thesis is to contribute to literature about the
performance of emerged micro firms in the F&B industry. The aim of the thesis is to establish a
scientific understanding of the emergence of micro firms in a segment of the F&B industry,
subsequently how they emerge and which conditions influence their performance. This will be studied
with the use of the following central research question (CRQ):
CRQ:

“What is the influence of the external and internal conditions of the micro firm on performance
of emerged micro firms in the Dutch food and beverage industry?”

The central research question will be answered with the use of sub research questions (SRQ) in the
research fields of IO, SCP model, RBV, micro firms in the Netherlands and performance. The SRQ’s are
divided in literature and empirical research:
Theoretical sub-research questions:
SRQ 1: What are the theories and concepts in literature about the emergence and performance
of micro firms?
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SRQ 2: What are the theories and concepts in literature about the strategic management perspectives
of the SCP model and of the RBV?
Empirical sub-research questions:
SRQ 3: What is the influence of the external conditions of an emerged micro firm on the performance
of the emerged micro firms in the Dutch F&B industry?
SRQ 4: What is the influence of the internal conditions of an emerged micro firm on the performance
of the emerged micro firms in the Dutch F&B industry?
Analysis and discussion:
SRQ 5: How is the theoretical framework of the internal and external conditions for performance of
the emerged micro firms in the Dutch F&B industry represented in practice?

1.3 Explanation of key concepts
This section gives the definitions and explanations of the key concepts of this thesis. The key concepts
are derived of the central research question and sub-questions.
Terms in the research objective
Influence: the power to control, affect or manipulate something or someone.
Conditions: a specific situation where a firm is in, affected by multiple factors.
Food and beverage (F&B) industry
The empirical research of this thesis is conducted in the food and beverage (F&B) industry. The F&B
industry includes all firms that process raw food materials, which includes packaging and distribution.
Besides, fresh and prepared foods also packaged foods, alcoholic and non-alcoholic beverages are
included in the F&B industry. Aside from pharmaceuticals, all products for human consumption passes
through this industry (GlobalEDGE, 2017).
Micro firms
To micro firms is referred as a firm with less than 10 employees and the annual turnover and balance
sheet total of less than € 0.7 million (Gatrell, Reid, & Steiger, 2018; Jankulović & Skorić, 2018; Kamer
van Koophandel, 2016; O’Dwyer & Ryan, 2000; Qureshi, Kamal, & Wolcott, 2010).
Performance
In this thesis performance is defined as the object measured as a result of actions taken in present
time, that will in the future be an outcome of pre-set determined criteria, in relation to a target
(Laitinen, 2002). Moreover, performance management can be characterised as a process of
quantifying actions that leads to performance (Bourne & Neely, 2003).
External conditions
The external conditions exist out of the entire external setting of the micro firm. In this thesis the
concept internal factors is not used, because these factors indicate the individual effect on
performance. The term external conditions tries to grasp all external conditions influencing the firm’s
performance. Furthermore, in this thesis is tried to find a pattern, therefore the entire setting of all
external factors is used in the construct external conditions.
In this thesis, the external conditions are based on the Structure-Conduct-Performance (SCP)
model. The SCP model sees the external environment of the firm as most important factor for the
firm’s strategy and continuously takes its environment as a starting point to determine the firm’s
strategy. The characteristics of the market structure influences the behaviour of the firm (conduct)
and this is the conduct which determines the firm’s performance (Bain, 1956; Boru & Kuhil, 2018;
Davies & Downward, 1996; Ramsey, 2001; Tirole, 1988; Waldman & Jensen, 2016). The external
conditions consist of basic market conditions, market structure and the micro firm’s conduct.
4

Internal conditions
Internal conditions exist out of the entire internal setting of the micro firm. Internal factors indicate
the individual effect on performance, therefore in this thesis the concept internal factors are not used.
Furthermore, the term internal conditions tries to grasp all internal conditions influencing the firm’s
performance. Internal conditions overlap for a small part with the firm’s conduct of the external
conditions. Furthermore, in this thesis is tried to find a pattern, therefore the entire setting of all
internal factors that are used in the construct internal conditions.
In this thesis the internal conditions are based on the resource-based view (RBV). The RBV links
internal characteristics of the firm to the performance of the firm (Barney et al., 2001; Mahoney, 1995;
Truyens et al., 2014). The focus is managing resources and the efficiency with which the resources are
structured and utilized (Truyens et al., 2014).

1.4 Research framework
Figure 1 shows the research framework of this thesis. The research framework gives an overview of all
steps taken in this research

Figure 1. Research framework of this thesis.
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2. Theoretical framework
This chapter explains the theoretical framework of the thesis. The sections 2.1 and 2.2 answer the first
sub-question: “What are the theories and concepts in literature about the emergence and
performance of micro firms?”. To be more precise, section 2.1 presents literature about micro firms
and their emergence. Section 2.2 explains the definition of performance, performance indicators and
performance measurement systems in depth. Section 2.3 answers the second sub-question of this
thesis: “What are the theories and concepts in literature about the strategic management perspectives
of the SCP model and the RBV?”. First, section 2.3.1 elaborates on the outside-in and inside-out
perspective. Additionally, section 2.3.2 explains the SCP model in depth, section 2.3.3 explains the RBV
as complementary model to the SCP model and in 2.3.4. a comparison and conclusion of the SCP model
and the RBV is described. Lastly, section 2.4 discusses the conceptual framework of the thesis.

2.1 Emergence of micro firms
2.1.1 Definition of micro firms
Micro firms are the object of the research, but the definition is unclear. To define micro firms,
researchers use various criteria: size, annual financial turnover and number of employees (Kelliher &
Reinl, 2009). Table 1 presents the definitions used by the European Commission (2003) and the Dutch
chamber of commerce (2016). A micro firm is defined by the European Commission (2003) as: “an
enterprise which employs fewer than ten persons and whose annual turnover and/or annual balance
sheet total does not exceed EUR 2 million”. However, since 2016 the definition of a micro firm in the
Dutch chamber of commerce is a firm that employs less than ten persons, the annual turnover is less
than EUR 0.7 million and the annual balance sheet total is less than EUR 0.35 million (Kamer van
Koophandel, 2016). To micro firms is referred as a firm with less than ten persons or employees and
the annual turnover and balance sheet total of € 2 million (Jankulović & Skorić, 2018; O’Dwyer & Ryan,
2000; Qureshi et al., 2010). However, in this research the definition of the Chamber of Commerce is
used, because the researched micro firms are Dutch.
Table 1.
Definition micro firms

Number of employees
Annual turnover
Annual balance sheet total

European Commission
< 10
≤ € 2 million
≤ € 2 million

Dutch chamber of commerce
< 10
≤ € 0.7 million
≤ € 0.35 million

Source: (European Commission, 2003; Kamer van Koophandel, 2016).

2.1.2 Dimension and characteristics of micro firms
Micro firms are claimed to be the backbone of economy and growth of micro firms is important for
economic welfare as well as job creation (Achtenhagen et al., 2017; European Commission, 2005;
Jankulović & Skorić, 2018; Liberman-Yaconi, Hooper, & Hutchings, 2010). Of the middle, small and
micro sized firms, micro firms had the highest growth and labour productivity in 2018 (European
Commission, 2019). Micro firms are a dominant subgroup of firms and are present in every economy.
This subgroup can be distinctive by its high growth rates, high exit rates and a large number of young
firms (Hänninen et al., 2017).
The micro firms’ organizational characteristics are intrinsically different from those of firms
with other forms and sizes. For example, micro firms management processes differ from large firms,
because they are unique and perform on small scale (Kelliher & Reinl, 2009). However, micro firms can
be characterised by several other dimensions of micro firms. The micro firm dimensions are: micro
firm size, structure of firm, informal communication, owner dominance, human resource
management, the owner’s motivation and local embeddedness. However, the most important and
used dimensions for this thesis are: micro firm size, strong owner dominance and local embeddedness.
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Table 2 presents and summarizes a list of the three key micro firm dimensions and their matching
characteristics.
The first dimension is micro firm size. The micro firm size is important in the definition of a micro firm.
The characteristic of the dimension micro firm size is the number of employees. A micro firm has less
than ten employees and the micro firm is heterogeneous by nature.
The second dimension is strong dominance of micro firm owners. This dimension can be explained by
few characteristics. One characteristic is the pivotal and dominant role of the micro firm owners in
their firm (Devins, Gold, Johnson, & Holden, 2005; Kearney, Harrington, & Kelliher, 2014; Reijonen &
Komppula, 2007). The owner is responsible for all activities in a firm, including: decision-making
processes and the management perspective (Gherhes, Williams, Vorley, & Vasconcelos, 2016; Kearney
et al., 2014; Kelliher & Reinl, 2009). They are unique in the way they deal with strategic decision-making
processes of the business (Devins et al., 2005). Therefore, the role of the owner is substantial and
personal relationships are necessary for acquiring information and developing the firm (Bratkovic,
Antoncic, & Ruzzier, 2009).
Another characteristic of owner dominance is the intuition based decision-making process.
Intuitive decisions made by micro firm owners are used rather than formal decision-making models.
Based on the owner’s intuition the firm’s focus is determined to create ultimate success. In addition,
the lack of specific routines and systems can result in over-sensitivity to changes in the firm’s
environment (Kelliher & Reinl, 2009). Micro firms react over-sensitive, because they have limited
ability to influence the external environment and are often part of a network (Kearney et al., 2014;
Kelliher & Reinl, 2009).
The last characteristic of the dimension of strong owner dominance is the owner’s personal
traits. The culture of the micro firm is a result of the owner’s personality and a reflection of the owner’s
values, attitudes, motivation and abilities (Kelliher & Reinl, 2009). Micro firms are built around the
owner; the growth of the micro firm depends on the owner’s ambition, effort, skills and human capital
and shapes the emergence of the competitive strategy of the micro firm (Gherhes et al., 2016; Kearney
et al., 2014; Lashley & Rowson, 2010; Walker & Brown, 2004). Micro firm owners do not pursue profit
maximization, but other objectives (Greenbank, 1999, 2001; Walker & Brown, 2004). For example,
micro firms take ethical considerations more into account than large firms (Greenbank, 1999).
Lastly, local embeddedness is another dimension of micro firms. Three characteristics explain the
dimension of local embeddedness. The first characteristic is being embedded as local oriented micro
firm in local communities, families and stakeholders (Kearney et al., 2014). A local oriented firm is
focussed on a village or city and its environment. Some firms a more region oriented and focus on the
province or the region wherein they are established. Relationships and being part of a network of
stakeholders is important for the locally oriented micro firms (Kearney et al., 2014). Relationships are
necessary for acquiring information and for development of the firm (Bratkovic et al., 2009). And the
network can be beneficial because firms gather new information, perspectives, advice, exchange and
share resources and create more marketing capabilities (Gherhes et al., 2016; Kearney et al., 2014;
Kelliher & Reinl, 2009). Networking by the micro firm owner can result in a better performance of the
firm (Chell & Baines, 2000). The second characteristic of local embeddedness is dependence on small
number of customers. Due to the fact that micro firms are usually locally oriented and depend on a
small group of customers, they are strongly influenced by customer needs. In fact, customers have a
lot of power in micro firms (Qureshi et al., 2010). Especially because the small number of customers
purchase large badges of services and products (Greenbank, 2000; Qureshi et al., 2010). Therefore,
close relationships enable micro firms to respond quickly to the demand and changes in the demand
(Qureshi et al., 2010). The last characteristic is availability of resources due to relationships. Micro firm
employees are in most cases acquaintances, family or friends from the local network (Kearney et al.,
2014), hence local embeddedness can help micro firms to obtain useful resources.
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Table 2.
Summary of the key dimensions of micro firms and its characteristics.
Dimensions micro Characteristics
firms
1. Micro firm size
Less than 10 employees
Annual turnover less than € 0.7 million
2. Strong
owner Pivotal role for owner, responsible and
dominance
dominates decision-making firm.

3.

Local
embeddedness

Source
(Gatrell et al., 2018; O’Dwyer &
Ryan, 2000; Qureshi et al., 2010)
(Bratkovic et al., 2009; Devins et
al., 2005; Greenbank, 2000;
Kearney et al., 2014; Kelliher &
Reinl, 2009)

No formal decision-making models: owner’s
intuition determines the firm’s focus based
on intuitive modes and heuristics

(Achtenhagen et al., 2017;
Greenbank, 2000; Kearney et al.,
2014; Liberman-Yaconi et al.,
2010)

Personal traits owner: firm is based on
owner’s capabilities, characteristics and
growth ambition to fulfil ambitions

(Achtenhagen et al., 2017;
Gherhes et al., 2016; Greenbank,
2000)

Embedded in local communities, family and
stakeholders and locally oriented

(Greenbank, 2000; Kearney et
al., 2014; Qureshi et al., 2010)

Dependent on small number of customers

(Greenbank, 2000; Qureshi et
al., 2010).

Resources due
relationships

(Bratkovic et al., 2009; Kearney
et al., 2014; Liberman-Yaconi et
al., 2010)

to

connections

and

2.1.3 Emergence of micro firms
After establishing the dimensions and characteristics of micro firms, the emergence of micro firms will
be discussed. The importance of micro firms has been growing since 1970 (Greenbank, 2000). The
reason for expansion of firms in the market differs per sector. The number of small and new firms are
increasing in some markets. Even though there are a difficulties and challenges, the number of micro
firms keeps on increasing (European Commission, 2005). The role of a small sized firm on a country’s
economy is evident (Reynolds, 1997). However, the entrance of new small sized firms to the market is
less self-evident than the entrance of large firms (Acs & Audretsch, 1989). The literature review of this
thesis reviews scientific literature and results in explanations for the emergence of small sized firms
(Storey, 1994).
The first explanation for the emergence of micro firms is the firm’s motivation to start a small
sized firm. Seeing that independency is the biggest motivation for micro firm owners to start a firm.
Generally, financial gain is not the main source of motivation for micro firm owner to start. However,
micro firm owners do have the motivation to earn a satisfactory income (Reijonen & Komppula, 2007).
When starting a business, the most crucial challenges are entry barriers and financial risks. Therefore,
survival can be a motivation after the emergence of the micro firm (Karakaya & Stahl, 1989; Porter,
1980; Shepherd & Shepherd, 2003).
The second explanation emergence of micro firms is to limit the dominance of large firms. The
fact that micro firms are very important for a country’s economy, does not mean that they have more
market power than large firms (Fiegenbaum & Karnani, 1991). The role of micro or new firms in the
future global economy is limited, because large markets will favour large firms. Over the last decades
large firms and large markets went through a growth period (Reynolds, 1997). Large firms have the
availability of economies of scale, bargaining power, brand name recognition, power to set prices and
size leads to advantages to consolidate into monopolies and oligopolies (Fiegenbaum & Karnani, 1991;
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Reynolds, 1997). The development of large markets grow and that creates opportunities for the
emergence of small and new firms (Reynolds, 1997). Micro firms need to create competitive advantage
in order to survive, since micro firms do not have economies of scale as large firms have. Micro firms
seek market niches, niches that are big enough of interest for micro firms, but unattractive for large
firms. By entering a niche market, micro firms try to avoid head-on competition with large firms and
are expected to bring new innovations to the market (Fiegenbaum & Karnani, 1991; Reijonen &
Komppula, 2007).
The last reason for micro firm emergence is the changing business environment. Micro firms
are flexible and can respond quickly to changes (Fiegenbaum & Karnani, 1991). Due to the complex
interaction between the business environment, change events and the firm owner, new business
opportunities emerge (Bouchikhi, 1993).
Micro firm’s life span
Over time many micro firms fail, because many of them were not able to come in state of survival
beyond three years and to enter the growth path (Achtenhagen et al., 2017; Liberman-Yaconi et al.,
2010; O’Dwyer & Ryan, 2000). Figure 2 presents the firm life cycle, which is a curve linear relationship.
If micro firms enter the growth stage, they survived beyond three years. Failures arise due to personal
lack, misuse of time and lack of managerial skills (O’Dwyer & Ryan, 2000). Moreover, new micro firms
enter mature markets and they face a number of challenges. Financial and human resources are
challenges for micro firms when starting their firm (Achtenhagen et al., 2017). Furthermore, micro
firms will face difficult times in the market, but difficult times will not always lead to failure. By way of
contrast, failure can function as an incentive for the failed micro firm owner to start a new firm.
Because, the experience of the owner taken into account, the new firm can turn into something
positive and probably mistakes will not be made again (O’Dwyer & Ryan, 2000).

Figure 2. The firm life cycle, a curve linear relationship.

Growth is generally not the main focus of micro firms. As seen, the motivation to start a micro
firm is independency, thus a non-economic objective to become an entrepreneur. Non-economic
objectives are of more importance to micro firm owners than economic objectives (Gherhes et al.,
2016). Micro firm’s want to earn a living in order to survive (Reijonen & Komppula, 2007), however
generally they have no intention for profit maximization as organizational goal (Greenbank, 2001;
Walker & Brown, 2004). For micro firm non-economic objectives, such as control and job satisfaction
are more important.
Micro firms can only survive and compete in the market over time if they are able to obtain
competitive advantage. These abilities are based on specific handcraft or technical competencies of
the micro firm owner, including education of staff and human resource development (Bianchi, Winch,
& Cosenz, 2018; Liberman-Yaconi et al., 2010; Yazdanfar, Abbasian, & Hellgren, 2014).
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2.1.4 Interim summary and expectations of emergence of micro firms
To summarize, this section explains the concepts and theories about the emergence of micro firms. A
few key dimensions and the corresponding characteristics are explained and are used in this thesis to
identify the micro firms. A micro firm is a firm with less than ten employees and is owner centred. This
implies that the owner is dominant and plays a crucial role in decision-making processes and the
management perspective of the firm. The dimensions and its characteristics employed in this thesis
are: (1) Micro firm size: less than ten employees, (2) Strong owner dominance: pivotal and responsible
role owner, no formal decision-making process, and firm influenced by personal traits of owner and
(3) Local embeddedness: local relationships and orientation of firm, dependent on fixed group
customers, and resources. Furthermore, there are three reasons for the emergence of micro firms: the
motivation to start an independent micro firm, to limit the dominance of large firms and change in the
business environment which provides new business opportunities.
The expectation is that the strong owner dominance has a positive effect on the performance
of the micro firm in the start-up phase. However, when the micro firm grows and professionalizes than
the strong owner dominance can hamper the development of the firm and can affect the performance
negatively. The same goes for the micro firm size and local embeddedness effect on performance, until
a certain point it has a positive effect and after a negative effect. The expectation of this effect is called
curve linear relationship, this relationship is more complex than a linear relationship. For example, the
two variables of strong owner dominance and performance increase until a certain optimum is
reached, then decline begins. The strong owner dominance has a negative effect on performance of
the emerged micro firms from that optimum point on.

2.2 Performance of micro firms
This section elaborates on performance of micro firms. Section 2.2.1 elaborates on the definition of
performance and the performance measurement. Additionally, the performance indicators are
discussed. Lastly, section 2.2.2 concludes about micro firm performance.
2.2.1 Performance and performance measurement and indicators
In this thesis performance is researched to measure whether a firm is successful or fails. When
assessing success only the positive performing firms would be assessed, while performance can be
both, positive or negative. A micro firm start up can have two outcomes in development and growth:
failure or survival (Watson, Hogarth-Scott, & Wilson, 1998). New micro firms are vulnerable in the
start-up phase. Being successful is a complex phenomenon and multiple internal and external
conditions are included, which both influence a firm’s performance (Watson et al., 1998).
Managing performance is critical in order to achieve competitiveness and to develop skills and
competences of employees (Jankulović & Skorić, 2018). Many criteria can be used to assess a firm’s
performance. However, firms generally pick one criterion that they feel symbolizes success or failure.
Selection of criteria often biases and misleads the overall performance of the firm. Multiple
performance measures can conflict with each other. Meaning that when one performance measure is
maximized another performance measure is minimized (Doyle, 1994). To ensure the successful
implementation of strategies, measuring and improving performance is crucial (Laitinen, 2002).
The definition of performance is questionable and various explanations of performance exist.
Performance can either be referred to as an action that obtains performance or an event that is a
result. Performance can refer simultaneously to the action, result and the success of the result
compared to another result (Neely, 2007). A more simplified definition of performance can be: “the
ability of an object to produce results in a dimension determined a priori, in relation to a target”
(Laitinen, 2002). This definition of performance indicates that results must be compared to results of
competitors in the same industry, the past performance of the firm or the cost of capital. Comparison
to the past is risky and complex, because if the performance in the past was very bad and is now
improved, it does not mean that the firm escaped the critical phase (Buzzell & Gale, 1989; Neely, 2007).
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Altogether, performance are actions in the present time will lead to an outcome in the future.
Performance is managed and assessed by the micro firm owner. Therefore, performance management
can be defined as a process of quantifying actions that leads to performance (Neely, Gregory, & Platts,
1995). In order to judge performance a few criteria or indicators need to be selected in order to assess
a firm’s performance. Successful firms often withstand failure due to the fact that they focus on
multiple criteria of performance rather than one (Doyle, 1994).
Performance measurement and indicators
Performance measurement is used to assess the actions executed by the firm (Bourne & Neely, 2003)
and can play a key role in managerial support of the firm in order to achieve growth (Jankulović &
Skorić, 2018). Performance measurement is multidimensional, because it includes financial and nonfinancial measures and measures which quantify the achievements and predictions of the future
(Bourne & Neely, 2003). In performance management a reference framework is of importance,
because it cannot be done in isolation. Strategic planning usually does not exist at micro firm level.
However, performance measurement is executed although it is rather reactive and spontaneous,
unstructured and not regularly measured (Barnes et al., 1998; Jankulović & Skorić, 2018).
Measures of performance are traditionally defined by quantitative indicators or accounting
terms such as: sales, profit and cash flow. However, micro firm performance is more than only
quantitative measures, also non-financial indicators are indicators of performance (Greenbank, 2001;
Jankulović & Skorić, 2018; Laitinen, 2002; Reijonen & Komppula, 2007; Walker & Brown, 2004).
Financial indicators encourage short-termism, local optimization, lack strategic focus and fail to
provide data on quality, responsiveness and flexibility, encourage managers to minimize variances and
fail to provide information on customers and competitors (Laitinen, 2002; Neely, 1999). Most used
financial indicators for performance are growth, profit, efficiency, technological advance and number
of employees (Laitinen, 2002; Reijonen & Komppula, 2007; Walker & Brown, 2004). Though, emphasis
on financial measures has been criticised as an incomplete view and many arguments are in favour of
non-financial indicators (Greenbank, 2001; Laitinen, 2002; Walker & Brown, 2004). Due to the fact that
value creating opportunities of firms are shifting from measuring and managing tangible assets to
measuring and managing intangible assets, there is more attention for and focus on non-financial
measures (Jamil & Mohamed, 2011; Jankulović & Skorić, 2018). Findings suggest that financial
measures are not only the focus to measure performance of micro firms. Although findings suggest
non-financial concerns are more important than the financial outcome (Jankulović & Skorić, 2018).
Non-financial performance indicators are goal achievement, self-fulfilment, job satisfaction, autonomy
or work life balance (Reijonen & Komppula, 2007; Walker & Brown, 2004). These measures are
subjective and can be personally interpret, therefore they are difficult to quantify (Walker & Brown,
2004; Yazdanfar et al., 2014). The incentive to start a micro firm is often on the basis of personal or
lifestyle factors and the strong desire to retain independency and personal control, instead of financial
indicators (Reijonen & Komppula, 2007; Walker & Brown, 2004; Watson et al., 1998). To understand
the micro firm performance, it is of great importance to understand the micro firm owner (Jankulović
& Skorić, 2018). The key to success of a market lies within the ideas and vision of the entrepreneur or
micro firm owner (Jankulović & Skorić, 2018). Three key elements are: background and experience,
personality, and skills (Watson et al., 1998). There is an infinite variety of combinations of personal
attributes that will result in a successful owner of a micro firm (Watson et al., 1998).
When performance measurement is implemented well, it is possibly the most powerful
management mechanism to enhance the probability of a successful strategy implementation (Laitinen,
2002).
2.2.2 Interim summary and expectations micro firm performance
To conclude, performance management is critical in achieving competitiveness and developing skills
and competencies within a micro firm. Therefore, criteria are used to assess a micro firm’s
performance. In this thesis performance can be defined as: the object measured as a result of actions
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taken in present time, that will in the future be an outcome of pre-set determined criteria, in relation
to a target (Buzzell & Gale, 1989; Laitinen, 2002; Neely, 2007). Moreover, performance management
can be characterised as a process of quantifying actions that leads to performance. The measurement
of performance is multidimensional, since they include, financial and non-financial indicators.
Financial indicators of performance appear to be objective and are seen as ‘hard’ measures. Nonfinancial measures are based on personal interests of a micro firm owner, because the desire of an
owner to start a micro firm is much on the basis of personal or lifestyle factors and for independency.
The financial and non-financial indicators of performance in this research are: size of firm in
terms of staff, growth in turnover, profitability, technological advance, goal achievement, resources,
flexibility of organizational structure, self-fulfilment and work-life balance. However, in this thesis
performance of emerged micro firms will be assessed with the use of two frameworks, the SCP and
RBV, to evaluate the external and internal conditions. Subsequently, the criteria of these frameworks
will be used to measure the micro firms’ performance.

2.3 External and internal conditions of a micro firm
This section explains and compares the strategy perspectives of the outside-in and inside-out approach
(section 2.3.1). Subsequently, the theories used in this thesis corresponding to outside-in and to insideout will be explained. The external environment approach of the outside-in approach links to the SCP
model in section 2.3.2. And this section is concluded with a summary and expectations. Section 2.3.3
elaborates on the RBV connected to the internal analysis of the firm. And this section is concluded with
a summary and expectations.
Strategic management shifted over the last three decades from an external perspective of the
IO theory to a more firm-centred perspective of the RBV (Truyens et al., 2014; Waldman & Jensen,
2016). Nevertheless, the SCP model appears to be the most and pertinent used model in industry
analysis, which is an outside-in perspective on strategy (Boru & Kuhil, 2018). In this research, the
perspectives of SCP and RBV are used, because of the complementary effect of the external and
internal perspective of both models when analysing performance (Andersén, 2011; Barney, 1991;
Mahoney & Pandian, 1992).
2.3.1 Outside-in vs. Inside-out perspective
Strategic management of a firm can be interpreted from two perspectives: the outside-in and insideout perspective. While the outside-in perspective focuses on market environment and its effect on the
performance of an organization, the inside-out perspective relates the internal characteristics of an
organization to its performance (Truyens et al., 2014; Wang & Ahmed, 2007). Both perspectives focus
on identifying the resources to obtain (sustained) competitive advantage and strategy to achieve
(sustained) competitive advantage (Truyens et al., 2014). Table 3 shows the differences of the outsidein and inside-out perspective.
The outside-in perspective points out that firms should continuously take their environment
as a starting point to determine their strategy and should not be self-centred (De Wit & Meyer, 2004).
Similarly, the SCP model sees the external environment of the firm as most important factor for the
firm’s strategy. This perspective argues that successful firms are market-driven and externally
oriented. Market-driven firms are determined to adapt to unfolding threats and opportunities they
encounter (De Wit & Meyer, 2004). Firms should focus on a particular niche and differentiate their
product offering to achieve strong and profitable market positions (Porter, 1980). Moreover, when an
outside-in manager is determining the firm’s strategy, first the environment is analysed to identify the
market opportunities. Once they have found the attractive market opportunities, they establish their
market position and the customers in that market. However, the firm’s strengths and weaknesses
should always be kept in mind when choosing their external position (De Wit & Meyer, 2004).
The inside-out perspective believes that strategies should build around the firm’s strengths
and not around the external opportunities (De Wit & Meyer, 2004). Therefore, the RBV fits well in the
inside-out perspective (Connor, 2002; De Wit & Meyer, 2004). The fundamental part of the firm’s
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strategy is difficult to imitate competences and exclusive assets. Competences refer to the firm’s fit to
perform in a particular field. A firm possesses competences if they have knowledge, attitude and
capabilities to operate successfully in a specific area (De Wit & Meyer, 2004). However, it takes a lot
of time to build a bundle of competences and will to a large extent determine the firm’s culture and
identity (De Wit & Meyer, 2004). The RBV has an inside-out approach, it links internal characteristics
of the firm to the performance of the firm (Connor, 2002; Mahoney, 1995; Truyens et al., 2014).
Table 3.
Outside-in vs. inside-out perspective

Emphasis on
Orientation
Starting point
Fit through
Strategic focus
Strategic moves
Tactical moves
Competitive weapons

Outside-in perspective
Market over resources
Opportunity-driven
(external
potential)
Market demand and industry
structure
Adaption to environment
Attaining advantageous position
External positioning
Acquiring necessary resources
Bargaining power and mobility
barriers

Inside-out perspective
Resources over markets
Strength-driven
(internal
potential)
Resource base and activity
system
Adaptation of environment
Attaining distinctive resources
Building resource base
External positioning
Superior resources and imitation
barriers

Source: (De Wit & Meyer, 2004).

The outside-in and inside-out perspective are seen as opposite perspectives, however they can have a
complementary effect. Firms analyse their external environment in order to get information about
their competitive positions, to choose their strategies and to acquire internal resources (Porter, 1980).
The SCP model and RBV are explained in next sections and will show that the perspectives are not only
opposites of each other. Important for a firm’s strategy is when competing in the external
environment, the external factors match the internal resources and capabilities (Porter, 1981).
2.3.2 The Structure-Conduct-Performance model
This section explains the SCP model of the IO theory in depth. The IO theory considers about the firm
as a separate entity and as a part of the market wherein the firm operates (Boru & Kuhil, 2018). Thus,
the IO theory studies the organization of markets and firms and their strategy as the subject (Uzunidis,
2016). The SCP model provides a framework that attempts to analyse the market structure of an
industry, market or sector and determines a firm’s conduct and performance (Konno & Itoh, 2018).
Figure 3 shows the SCP model developed by Mason and Bain in the 1940s and 1950s. They established
a model for the empirical analysis of the effect of the market structure on the performance of firms in
a specific industry (Boru & Kuhil, 2018; Tirole, 1988; Waldman & Jensen, 2016). The characteristics of
the market structure influences the behaviour of the firm (conduct) and this is the conduct which
determines the firm’s performance (Bain, 1956; Davies & Downward, 1996; Ramsey, 2001; Waldman
& Jensen, 2016). The analytical aspect of the SCP model can be used to get insights and identify a firm’s
strategy (Porter, 1981).

Figure 3. The original SCP model by Mason (1949) and Bain (1951).
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The SCP model in Figure 3 describes the causal linear relationship from market structure through
conduct to performance (Boru & Kuhil, 2018; Mueller & Raunig, 1999; Panagiotou, 2006; Ramsey,
2001). The SCP model of Mason and Bain was the fundament for several models developed by other
researchers. For example, Porter’s Five Forces Framework is based on the SCP model (Porter, 1979).
However, later studies (Clarke, 1991) disagreed with the original SCP model and adapted the model.
In the past half century, critics on the SCP model pointed out the drawbacks. A drawback is the narrow
perspective of exclusively describing the causal relationship from market structure through conduct to
performance. Other external conditions besides the market structure were not considered and
included in the original SCP model (Panagiotou, 2006). The original version of the SCP model is
extended and elements are added. In the adapted SCP model, a flow of feedback is going from
performance to conduct and market structure and from conduct to market structure which results in
an interplay between all elements of the model (Boru & Kuhil, 2018; Porter, 1981). This flow of
feedback is not shown in Figure 3. However, Figure 4 shows that more aspects influence and impact
each other. Not only the market structure and the firm’s conduct determine performance, but basic
market conditions and government policies directly impact the SCP model as well (Waldman & Jensen,
2016) and are included in Figure 4.

Figure 4. Adapted version of the SCP model based on Waldman & Jensen (2016, p. 4).

The SCP model in Figure 4 shows the relationship between market structure, firm’s conduct
and performance and the impact of government policies and basic market conditions. The black arrows
explain the primary relationships and the dotted lines depict the feedback effects (Waldman & Jensen,
2016).
The market structure is first determined by basic market conditions that consist of demand
conditions and supply conditions (Grigorova & Hüschelrath, 2008; Waldman & Jensen, 2016). Basic
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conditions of demand and supply are present in every industry, sector or market. The demand
conditions are market growth, substitutes, type of good, price elasticity of demand and methods of
purchase. Supply conditions are product durability, location, unionization, raw materials and
technology (Grigorova & Hüschelrath, 2008; Waldman & Jensen, 2016). The used basic market
conditions in this thesis are: market growth, methods of purchase, location and technology. The basic
market conditions relate to the geographical, technological, psychological and institutional factors in
which the market functions (Barthwal, 2007; Uzunidis, 2016). Additionally, governmental factors play
an important role in external influence on the market structure and the firm’s conduct, because
governments set policies, restore competitive conditions and prevent monopolies (Shepherd & Wilcox,
1985).
Additionally, the influence of governmental policies should be considered in the SCP model as
well as the basic market conditions. The governmental policies influence market structure, conduct
and performance. The government operates in the interest to maintain competition and to regulate in
order to prevent abuse of market power (Boru & Kuhil, 2018). When competition is stifled, consumer
welfare can decrease, hence the governmental involvement in the market. The SCP model predicts
less competition in the market when fewer firms compete (Shaffer, 2004). Involvement of government
has a direct effect on the firm’s conduct with regard to strategies and innovations. Moreover, the
performance indicators of firms will show the result of governmental intervention (Boru & Kuhil, 2018).
Market Structure
A market is a complex body of actors that are interlinked with each other (Barthwal, 2007). A market
is defined as: “a group of buyers and sellers, exchanging goods that are highly substitutable for one
another. Markets are mainly defined by demand conditions; they embody the zone of consumer choice
for the good” (Shepherd & Shepherd, 2003). This definition relates to the SCP model, since the SCP
model takes demand and supply conditions into account as well. Market conditions are called market
structures by economists (Tucker, 2012).
The market structure is classified in key characteristics of a market. These key characteristics
include the ease of entry or exit from the market, number of firms, the similarity of products (Boru &
Kuhil, 2018; Tucker, 2012) and are complemented with two additional characteristics: vertical
integration and diversification (Barthwal, 2007; Grigorova & Hüschelrath, 2008; Waldman & Jensen,
2016). In this thesis about micro firms, the first three characteristics are the most important ones for
evaluating the market structure. The first characteristic of market structure is the number of firms in
the market and this is the most used measure for market structure (Uzunidis, 2016). The number of
firms in the market is explained as the degree of concentration of supply and demand, thus the size of
the firm producing products and the number of products produced and bought (Barthwal, 2007). The
second characteristic of market structure is the easiness to entry and exit a market. A barrier to enter
a market can be anything that decreases the scope, speed or the likelihood of entering a market
(Grigorova & Hüschelrath, 2008). Barriers to entry are based on economies of scale, experience
advantage and patents. For example, as an advantage of economies of scale, potential entrants to the
market are supposed to produce a minimum optimal size in order to not suffer high cost disadvantage
(Uzunidis, 2016). While a characteristic of micro firms is high exit rates and large number of young
firms (Hänninen et al., 2017), this thesis will focus on the entry and exit barriers of the market. Thirdly,
product differentiation refers to the homogeneity of the products produced by different competitors
(Uzunidis, 2016). In general, micro firms produce a heterogenous product or service, because they do
not have economies of scale or cost leadership (Gherhes et al., 2016; Panayiotou & Katimertzoglou,
2015).
Thus, market structure combines a set of elements, the characteristics, that are relatively
stable over time and that affect the behaviour in the market. Other characteristics to analyse the
market exist, however they are relatively unstable and therefore ignored (Boru & Kuhil, 2018). Based
on these characteristics, four market structures are established: perfect competition, oligopoly,
monopolistic competition and monopoly (Bain, 1968; Boru & Kuhil, 2018; Tucker, 2012) and Table 4
shows the elements of the four market structures.
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Table 4.
Elements of the market structures (adapted from: Waldman & Jensen (2016)).

Market Structure
Perfect competition
Monopoly
Monopolistic Competition
Oligopoly

Entry and exit Barriers
Low
High
Low
High

Number of firms
Large
One
Large
Few

Product
Homogeneous
Unique
Differentiated
Homogeneous or
differentiated

The characteristics of the market influence the micro firm’s behaviour (Boru & Kuhil, 2018;
Caves, 1980; Fiegenbaum & Karnani, 1991; Tucker, 2012). Moreover, market structure affects the
effectiveness and innovativeness of the micro firm (Shepherd & Shepherd, 2003). Market
concentration (or market power) and performance are positively related. Thus, a high concentrated
market structure results in oligopolistic or monopolistic market wherein these firms have higher
returns than a firm that operates in a less concentrated market (Boru & Kuhil, 2018). In a market of
many sellers, the firms are price takers (Schmalensee, 1988; Shepherd, 1972). The higher the market
concentration, the higher the degree of monopoly and loss of competition (Boru & Kuhil, 2018).
In all, based on market structure characteristics literature in this thesis, the competitive market
structure (perfect competition, oligopoly, monopolistic competition or monopoly) of the researched
segment of micro firm’s is identified. Nonetheless, the main focus is on barriers to entry and exit, which
include economies of scale, experience advantage and patents.
Firm’s conduct
The firm conduct is to adapt the firm’s behaviour or strategy to the market structures and to achieve
the firm’s organizational goals (Boru & Kuhil, 2018; Fiegenbaum & Karnani, 1991; Shepherd &
Shepherd, 2003; Tung, Lin, & Wang, 2010; Uzunidis, 2016). One can refer to the firm conduct as the
actions a firm takes within the determined structure (Purcell, 1973). However, firm conduct can be
seen as patterns of behaviour influenced by the changing market structure and conditions that pushes
the firm to adapt and adjust the firm’s strategy. Thus, the process of adapting to the market changes
to pursue the firm’s organizational goals, is the way buyers and sellers behave amongst themselves
and each other (Barthwal, 2007; Boru & Kuhil, 2018).
Part of the conduct of a firm are the individual actions taken by the micro firms concerning
strategies, internal growth, external growth and advertisements in order to achieve the firm’s goals
(Tung et al., 2010; Uzunidis, 2016; Waldman & Jensen, 2016). These characteristics of a market’s
conduct will be linked to the firms’ decision-making techniques in order to achieve their organizational
goals (Boru & Kuhil, 2018). The decisions made by the firm affect rivals, suppliers and customers of the
firm (Delorme, Klein, Kamerschen, & Voeks, 2003). In this thesis the two used characteristics for
analysis of a micro firm’s conduct are the internal growth and the external growth of the micro firm,
because both have major influence on the market structure and the performance of the firm.
Internal growth
Internal growth is an important indicator for discovering a trend in the performance of emerged micro
firms in the F&B industry. The micro firm’s internal growth can be controlled and managed in part by
the micro firm itself. Research & development, innovation and investments are part of internal growth.
The measurability of the internal growth is the availability of new technologies, change in demand or
increase of production costs (Barthwal, 2007; Uzunidis, 2016). New technologies in the micro firms’
segment of the F&B industry often lead to new product development. Generally micro firms do not
have the market power to change techniques for the entire industry. However, micro firms enter niche
market and new products and service are developed as a result. Micro firms are less likely to grow
when it stops developing and innovating, because micro firms typically cannot heavily rely on scale of
economies and cost leadership as large firms can. The internal growth affects the market structure as
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it can raise entry barriers and product differentiation due to micro firm innovations and investments
(Boru & Kuhil, 2018; Ferguson & Ferguson, 1994; Waldman & Jensen, 2016). Micro firms’ actions can
hamper competitors to enter the market (Boru & Kuhil, 2018; Church & Ware, 2000). Conversely, the
market structure determines the degree to which innovations and investments are required.
Depending on the number of competitors, products differentiation and entry barriers, micro firms
make decisions regarding innovations and investments (Waldman & Jensen, 2016). Besides, the
performance of micro firms can be negatively affected in the short run, because the costs of
investments and innovations lower the overall profit. Investments and innovation will support the
micro firm’s performance in the long term (Boru & Kuhil, 2018; Ferguson & Ferguson, 1994).
External growth
The external growth is the occurrence of mergers & acquisitions, agreements and cooperation due to
increased entry barriers (Shepherd & Wilcox, 1985; Uzunidis, 2016). The micro firm’s influence on
mergers and acquisitions is minimal, because micro firms do not have such market power.
Nevertheless, micro firms may benefit from the emerged opportunities. In fact, after a merger,
competition in market structure is reduced, thereby it pushes the firm’s conduct. Mergers and
acquisitions will then also lead to increased market entry barriers (Shepherd & Wilcox, 1985; Uzunidis,
2016). Additionally, it will result in a change in performance due to the changed market (Shepherd &
Wilcox, 1985).
Performance
Performance of the SCP is directly influenced by the firm’s conduct (Grigorova & Hüschelrath, 2008).
Performance is, according to the SCP model, the measurement of aspects such as: quality and service,
production efficiency, allocation efficiency, rate of technological advance and equity (Grigorova &
Hüschelrath, 2008; Tung et al., 2010; Waldman & Jensen, 2016). Allocative efficiency is the market
power and production efficiency includes profit and costs (Neuberger, 1997).
Performance deals with results of market structure and conduct expressed in economic results
(Bain, 1968; Uzunidis, 2016). However, performance is complex and multidimensional (Neely, 2007;
Uzunidis, 2016). As seen in section 2.2, performance can be defined and measured in multiple ways
and grouped into financial and non-financial indicators. And yet, profitability is still seen by most
researchers as the measurement of performance (Ramsey, 2001; Waldman & Jensen, 2016). However,
performance convers more than solely profitability. In the SCP model of this thesis, performance will
be expressed in internal and external growth which are related to technological advance, number of
employees and degree of changes. Nonetheless, this thesis will study a broader scope and the RBV
model is included, which will measure performance with the firm’s resource and capabilities. In next
section, an elaboration on the RBV of firm’s resources and capabilities use can be found.
Interim summary and expectations SCP model
Section 2.3.2 provides an explanation about the concepts of the SCP model used to research micro
firms. The SCP model provides a framework for evaluating the effect of supply and demand conditions
on the market structure. Then, the market structure determines the micro firm conduct and the micro
firm conduct influences the micro firm’s performance.
A few key concepts of the SCP model are chosen based on scientific literature, which are of
importance for this thesis. The relationship between the micro firms’ external environment and the
performance of emerged micro firms is evaluated by the use of a few concepts of the SCP model:
demand and supply conditions, barriers to entry and exit the market and internal and external growth.
Micro firms do have little or no effect on the basic market conditions and the market structure. Micro
firms only react to the basic market conditions, market structure and changes. However, the demand
and supply conditions have effect on the market structure. The demand and supply conditions
combined form the basic market conditions, which have a positive effect on the market structure. The
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supply conditions, location and technology, have a positive effect on the market structure. For
example, a location can get a micro firm access to resources or other regional advantages. Those
location advantages can decrease entry barriers or introduces product differentiation, which increases
the competition in the market. The demand conditions, market growth and point of sales, have a
positive effect on the market structure. Growth in demand increases the number of entrants to the
market, which results in more competition in the market and a need for differentiation. If new
differentiated products or services are created, possible niche markets may emerge and micro firms
may be born.
Within this thesis, the competitive market structure is categorized as perfect competition,
oligopoly, monopolistic competition or monopoly. And the market structure is determined based on:
barriers to entry and exit the market, number of firms and product differentiation. The market structure
has a positive or negative effect on the micro firm’s conduct. The market structure entry barriers and
number of competitors effect the micro firm conduct. High entry barriers and a few competitors are
likely result in higher prices and more profitability as well as a certain strategy set by the micro firm.
The micro firm will set an alternative strategy when the entry barriers are low and the number of
competitors is large. Therefore, it depends on the conditions whether the market structure has a
positive or negative effect on the micro firm’s conduct.
The market structure and the micro firm conduct have a positive effect on performance. When
is assumed that the market structure has a positive effect on the micro firm’s conduct, then the
internal growth of the micro firm is unlocked. Internal growth of the micro firm effects the
performance in the short-term perhaps negatively due to the increased production costs of
innovations. However, in the long-term internal growth of the micro firm conduct has a positive effect
on performance. In, all the performance is positively affected, when there is technological advance,
the degree of changes will increase and/or possible growth of number of employees.
2.3.3 The Resource-based view
Since the 1990s the RBV increased in dominance in the strategic management field and developed
over the last three decades (De Wit & Meyer, 2004; Truyens et al., 2014). The RBV claims to be inspired
based on the IO theory (Connor, 2002). The RBV suggest that the focus of a firm’s management must
be on the values of resources, in order to improve the firm’s performance by generating sustained
competitive advantage (Lo, 2013). The RBV has an inside-out approach and links internal
characteristics of the firm to the performance of the firm (Barney et al., 2001; Mahoney, 1995; Truyens
et al., 2014). Figure 5 shows the visual representation of the assumptions and attributes of the RBV in
order to obtain competitive advantage. The RBV relies on resources that are viewed as tangible or
intangible assets and include the firm’s organizational processes and routines, management skills and
the information and knowledge the firm controls (Wernerfelt, 1984). Sustained competitive advantage
is derived from resources and capabilities. These resources and capabilities are that are valuable, rare,
imperfect and not substitutable (Barney, 1991). A firm can obtain competitive advantage or sustained
competitive advantage, on which is elaborated later in this section. The RBV assumes that the
resources are heterogeneous and immobile. Resource heterogeneity is the possession of different
bundles of resources by competing firms and consists of two attributes of firm resources: scarcity and
non-substitutability. Resource immobility is that resources cannot be easily transferred to or copied
by competing firms (Barney, 1991; Barney & Arikan, 2008; De Wit & Meyer, 2004).
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Figure 5. The Resource Based View (Barney, 1991).

Resources
Resources and capabilities are the building blocks for a firm’s long-term strategy, so both need to be
identified (Grant, 1991). Firm’s resources are tangible and intangible assets which are tied to the firm
(Wernerfelt, 1984). Resources and capabilities can be the basis of a firm to gain profit (Grant, 1991).
Moreover, a firm’s competitive position is determined by the unique resources and relationships it
possesses and the know-how about how these are managed, renewed and adjusted by the firm’s
general management due to the change over time and change in competition (Rumelt, 1984).
A firm will perform the best when they have the most appropriate and best bundle of resources
(Collins & Montgomery, 1995). A capability is a bundle of resources and skills can enable a firm to
achieve superior performance (Harmsen & Jensen, 2004). Two companies do not have the same set
of resources and capabilities, for example organizational culture or experience differ. The sort of assets
and capabilities determine the degree of efficiency and effectivity (Collins & Montgomery, 1995).
Implementation and conception of strategies employs a variation of firm resources. Therefore, if a
strategy can be conceived and implemented by one firm, the same strategy can be conceived and
implemented by another firm with the exact same resources. Because firms implement the same
strategy and improve their efficiency and effectiveness in the same way, no sustained competitive
advantage is enjoyed (Barney et al., 2001).
Micro firm resources differ from large firm resources. Because, the larger the firm, the better
the access to resources. For micro firms obtain resources is a bigger challenge. And the older the firm,
the easier access to resources. The older the micro firm is, the more experience, knowledge, better
reputation and skills were developed and results in higher profitability (Yazdanfar, 2013).
Tangible and intangible resources in micro firms
The RBV relies on tangible and intangible resources and controlled by the firm (Barney, 1991; Sheehan
& Foss, 2017; Wernerfelt, 1984). Tangible resources are the assets available to the firm and can be
physically observed, for example by touching the assets (De Wit & Meyer, 2004). Intangibles are the
opposite of tangible resources, because they cannot be touched and are largely cared by the people
within the firm. Tangibles can be purchased and therefore transferable. However, Barney (1991)
categorized firms’ resources in three types of resources: physical capital resources, human capital
resources and organizational capital resources. And, Grant (1991) added financial resources,
reputational resources and technological resources. Table 5 shows the tangible and intangible
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resources of micro firms. Tangible resources are physical capital resources, financial resources and
technological resources. Intangible resources are human capital resources, organizational capital
resources and reputational resources (Lockett & Thompson, 2001).
First, physical capital resources are the firm’s geographic location, plant and equipment and
access to materials (Barney, 1991). Micro firms are generally locally oriented and depend much on a
small group of customers (Qureshi et al., 2010).
Secondly, financial resources are money, cash and credit lines. Access to capital is seen as one
of the most important resources to start a company. For micro firms acquiring financial capital is a
challenge (Achtenhagen et al., 2017; Wiklund & Shepherd, 2003). Micro firms have less access to
external finance resources. However, micro firm investments are in most cases informal investments
and heavily rely on internal funds (Daskalakis, Jarvis, & Schizas, 2013). Informal finance includes the
private and informal investors who offer capital to firms without having direct control in the micro
firm. Besides, informal finance is the group of people closest to the firm, such as the founder, family
and friends. Micro firms are often not allowed to have access to commercial bank loans (Levie & Lerner,
2009).
Third, technological resources are all matters of production, logistics and warehousing of the
micro firm’s products and services including intellectual property to innovate and improve current
technologies. Besides, technological resources are one of the most important elements of the success
of a firm. Because technology can provide more advantages than its competitors by capturing more
customers (Mahmood et al., 2011). Micro firms generally do not develop a new structural technology
for the whole industry, however they enter niche markets and develop new products of services.
Improving technologies is in micro firms in F&B industry focussed on new product development, for
example by developing new variations of a product. New product development often based on
customer needs (Inan & Bititci, 2015).
Fourth, human capital resources includes training and education, insights of individual
employees and experience (Barney & Arikan, 2008). Training and education of staff are proven to have
a positive effect on the performance of a micro firm (Chow, 2006). The higher the education level of
the firm owner, the higher the positive effect on the financing activities of the micro firm. Thus,
improvement of the firm’s performance, however survival in not guaranteed (Yazdanfar et al., 2014).
Fifth, organizational capital resources are embedded in the firm’s routines, culture and
planning (Barney, 1991; Collins & Montgomery, 1995). Organizational capital is the intellectual capital
of the micro firm. The culture of micro firms is about the values and beliefs, which results in the
behaviour of employees of the micro firm. The culture influences how employees dress, perform their
jobs and act (Porter, 1985). Additionally, culture includes the form of communication within the micro
firm, generally it is informal and open communication (Achtenhagen et al., 2017; Inan & Bititci, 2015).
Further, micro firms are short-term oriented and lack routines (Achtenhagen et al., 2017; Psaila, 2007).
Micro firms focus on the day-to-day business operations and are less concerned with their future
growth. Specifically, business planning is an underdeveloped practice in micro firms, but is proven to
be an important requirement for micro firms to achieve growth and improve the firms performance
(Gherhes et al., 2016).
Lastly, reputational resources are derived from public perception of the brand or the
reputation of the micro firm. Reputational resources can be subdivided into assortment reputation,
firm reputation and customer service reputation. These resources are the basis to facilitate marketing
activities such as promotion (O’Cass & Sok, 2014). The assortment reputation of a micro firm indicates
the quality of the produced product’s sold by the micro firm. The customer service reputation of a
micro firm is indicated by the accessibility where buy the produced products, for example web shops,
local shops or bars. Further, customer service is about informing customers about the products and
the accessibility to that information. When the micro firm has a poor reputation, thus a low level of
reputational resources, than the micro firm is unlikely to achieve growth (O’Cass & Sok, 2014).
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Table 5.
Summary of tangible and intangible resources.

Tangible resources
1. Physical capital resources
Access to materials
Geographical location
Plant and Equipment (buildings and machines)

Intangible resources
4. Human capital resources
Training and education
Insights of individual employees
Owner’s experience

2. Financial resources
Cash/money
Credit lines of financial institutions
Investments by informal financing

5. Organizational capital resources
Firm’s routines
Culture
Short-term planning

3. Technological resources
Technological advance
New product development

6. Reputational resources
Assortment reputation
Firm reputation
Customer service reputation
Sources: (Barney, 1991; Barney & Arikan, 2008; Collins & Montgomery, 1995; De Wit & Meyer, 2004; Mahmood
et al., 2011; O’Cass & Sok, 2014; Wiklund & Shepherd, 2003).

VRIN resources
A resource must fulfil the VRIN attributes to provide sustained competitive advantage: Valuable, Rare,
Imperfect Imitability and Non-substitutability. The VRIN attributes will increase the economic rent of
the firm’s performance, because they are the sources of competitive advantage. First, a firm cannot
obtain (sustained) competitive advantage without having valuable resources. Valuable is the sense
that the firm exploits opportunities and/or neutralizes threats in the environment of the firm.
Secondly, the firm must be rare among the firm’s potential and current competitors. When a firm has
valuable resources that are possessed by many competing or potential competing firms, then the firm
has no (sustained) competitive advantage. Therefore, the valuable resources conceived of and
implemented strategies require a particular mix of human capital, physical capital and organizational
capital. Valuable and common firm resources are needed for a firm’s survival. Thirdly, the firm needs
to be inimitable. For example, by obtaining unique resources. Lastly, there cannot be any substitutes
for the resource. Substitutability can take at least two forms. First, a competitor is maybe not able to
substitute the exact same resource, however maybe they are able to substitute a similar resource.
Second, very different resources can possibly be strategic substitutes (Barney, 1991). The VRIN
resources provide (sustained) competitive advantage for a successful identification and use of
resources and capabilities. However, a less successful link of the firm’s resources will result in a
competitive disadvantage of competitive parity, as shown in Table 6.
Table 6.
VRIN attributes and the result

Valuable
Competitive disadvantage
Competitive parity
Temporary competitive advantage
Sustained competitive advantage

X
X
X

Rare

X
X

Inimitable

X

Non-substitutable

X

Source: (Mata, Fuerst, & Barney, 1995).

Competitive advantage
As Table 6 shows, when a firm is not able to rely on resources that are valuable, rare, inimitable and
non-substitutable, then the firm has competitive disadvantage. The firm perform worse than their
rivals, because the firm creates less economic value. Competitive parity is the case that the firm has
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competitive parity, however they create the same economic value as their rivals. When the resources
are valuable and rare the firm will obtain temporary competitive advantage (Mata et al., 1995).
Competitive advantage is: “a firm has a competitive advantage when it has the means to edge out
rivals when vying for the favour of customers” (De Wit & Meyer, 2004). However, a time dimension
can be added and another definition op competitive advantage is: “when a firm implements a value
creating strategy not simultaneously being implemented by any current or potential competitors”
(Barney et al., 2001). So, competitive advantage is when a firm creates more economic value than their
rivals (Mata et al., 1995). It is believed that the concept of competitive advantage involves not only
current competitors but also future competitors (Barney et al., 2001).
When all VRIN attributes are obtained, a firm will enjoy sustained competitive advantage.
Sustained competitive advantage is if the means cannot be substituted, copied or eroded by the
actions of competitors and that the means are not made unnecessary by development in the business
environment (Porter, 1980). Sustained competitive advantage is assumed to last a long period of time.
The understanding what a long period of time is, can differ. Whether a competitive advantage is
sustained depends upon the possibility of competitive duplication. However, sustained competitive
advantage does not mean that it will last forever (Barney et al., 2001). In order to obtain (sustained)
competitive advantage the RBV focusses on the factors: imperfect imitability and imperfect
substitutability (Peteraf, 1993).
Whether a firm has competitive advantage depends on the achieved superior value (Truyens
et al., 2014). And a firm’s ability to earn a rate of profit depends on two factors: establishment of
competitive advantage of competitors and attractiveness of the industry in which it is located (Grant,
1991). As commonly known, sustained competitive advantage results from selecting one of the three
defensible positions available to the strategists: cost leadership, differentiation or focus. These three
strategies are the only feasible ways to achieve sustained competitive advantage. A firm needs to
choose one of the three, otherwise they are ‘stuck in the middle’ (Porter, 1985).
Interim summary and expectations RBV
To summarize, the RBV relies on heterogenous and immobile resources and are viewed as tangible or
intangible assets. In addition, tangible and intangible resources include the firm’s organizational
processes and routines, management skills and the information and knowledge the firm controls.
When the resources are Valuable, Rare, Inimitable and Non-substitutional (VRIN), firms can obtain
sustained competitive advantage. The RBV is an important framework to study in this thesis, because
of the analysis of the performance of micro firms. A micro firm chooses resources that suit the desired
competitive strategy. Table 5 presents tangible and intangible resources which are divided into
categories.
To indicate the effect of the internal conditions on the performance of the micro firm,
resources of the micro firm are evaluated. Based on literature, the most important resources required
for micro firms are:
• Physical capital resources
• Financial resources
• Technological resources
• Organizational capital resources
• Human capital resources
• Reputational resources
However, these resources must be bundled in order to gain (sustained) competitive advantage. In
order to grow, micro firms need to have the access to their desired resources to achieve their
organizational goals. Every micro firm has its own unique set of resources to achieve those goals.
Therefore, internal conditions have a positive effect on the performance of emerged micro firms.
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2.4 Conceptual framework
This section explains the conceptual framework. The findings from literature review form the
foundation of the conceptual framework in Figure 6. The framework gives a overview of all
relationships between the key concepts of this thesis. The dependent variable of this thesis is the
performance of the emerged micro firms. The independent variables are micro firm dimensions,
external conditions and internal conditions. The external and internal conditions are mediating
variables between the micro firm dimensions and the performance of the emerged micro firms.
The micro firm dimensions are: micro firm size, strong owner dominance and local embeddedness. The
external conditions of the model are based on the SCP model and include: basic demand and supply
conditions, market structure and firm’s conduct. And the internal conditions include the firm’s
resources. The tangible and intangbile resources can be divided into: physical capital resources, human
capital resources, organizational capital resources (Barney, 1991), financial resources, technological
resources and reputational resources (Grant, 1991).
The concepts researched in this thesis are shown in the conceptual framework. In this thesis is
assumed that there is a causal relationship between the micro firm dimensions, the external and
internal conditions of a micro firm and the performance of the emerged micro firms. The changes in
the micro firm dimensions lead to changes in the mediating variables of the external and internal
conditions. The changes in the mediating variables of external and internal conditions lead to changes
in the performance of emerged micro firms.
The external conditions concept is divided into two blocks, as the concept of micro firm
conduct is influenced by micro firm characteristics and basic market conditions and market structure
are not influenced by micro firm characteristics. Due to the fact that the concept of micro firm conduct
is viewed from the outside-in perspective and the concept of internal conditions is viewed from the
inside-out perspective, they cannot be put together.

Figure 6. Conceptual framework of the thesis.
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The influence of micro firm dimensions on external and internal conditions
The micro firm size has a positive influence on the internal growth of the external conditions of micro
firm’s conduct, because the micro firm can innovate and invest to develop the micro firm. The micro
firm size does not have an effect on external growth, because the micro firms have little or no market
power. The micro firm size has negative influence on the internal conditions of obtaining a set of
resources. When the needed resources, especially financial resources, cannot be obtained because the
firm is too small and banks do generally not provide a lot of credit to micro firms, it negatively affects
the internal conditions of the micro firm.
Strong owner dominance is advantageous for the micro firm launch, introduction and a
successful start. However, in the long-term strong owner dominance can backfire. Since, the owner
dominance and presence will impede growth and professionalization. A micro firm with strong owner
dominance is more likely to be less openminded to new ideas and changes introduced by employees
or stakeholders, thus strong owner dominance impedes the development and growth of the micro
firm. Therefore, strong owner dominance has a positive influence on the internal growth of the micro
firm’s conduct in the short-term and a negative influence on the internal growth of the micro firm’s
conduct in the long-term. This effect is the so-called curve linear relationship, as explained in section
2.1.4. The micro firm has little or no influence on external growth, therefore the strong owner
dominance has little or no influence on external growth. However, strong owner dominance has a
positive influence on internal conditions. The owner decides the bundle of resources, hence
responsible for choosing and managing the micro firm’s resources. Similar to the influence of strong
owner dominance on internal growth, it has a curve linear relationship. Thus, the strong owner
dominance has a positive influence in the short-term and a possible negative influence in the long-term
on internal conditions.
Local embeddedness has a positive influence on the internal growth of the micro firm’s conduct.
Because of the importance on a small group of customers and the close relationship with family and
friends.
The influence of local embeddedness on external growth is similar to the influence of micro firm size
and strong owner dominance on external growth, there is little or no influence. At last, local
embeddedness has a positive influence on resources of the internal conditions, due to the fact that the
close relationships with the local environment, family, acquaintances and stakeholder to accessibility
to resources increases.
External conditions influence on internal conditions
In interim summary of section 2.3.2 explains the effect of basic market conditions, market structure
and micro firm conduct. The influence of basic market conditions on market structure is positive. And
the influence of the market structure on the micro firm’s conduct can be negative or positive depending
on the conditions of the market structure.
The external conditions have a positive or negative influence on the internal conditions of the
micro firm resources, depending on the influence the market structure has on the micro firm conduct.
External and internal conditions influence on performance
When is assumed that the market structure has a positive influence on the micro firm’s conduct, the
market structure and the micro firm conduct have a positive influence on performance. In the shortterm when investments and innovations are performed it has a negative effect on the performance,
due to the fact that higher production costs decrease the profit.
Internal conditions have a positive influence on performance as explained in the interim
summary of section 2.3.3.
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3. Methodological design
This chapter elaborates on the methodological design of this thesis and how data has been gathered
in order to answer the research questions. Section 3.1 explains the study population of this thesis, the
F&B industry and selected segment of micro coffee roasteries including the case selection. Next,
section 3.2 discusses the research design including the type of research. Section 3.3 provides the
operationalization of concepts of this thesis. Lastly, section 3.4 elaborates on the applied methods of
data collection and data analysis methods of this thesis.

3.1 The study population and sample
This thesis is about understanding and exploring the influence of external conditions and internal
conditions of micro firms on the performance of emerged micro firms in the F&B industry. The studied
population are Dutch micro firms in the Dutch F&B industry. Micro firms are studied, because the
Netherlands has an above-average percentage of micro firms in Europe (SBA & European Commission,
2019). Moreover, the Netherlands ranks high on the worldwide list for the best conditions, business
environment and facilities for small-sized firms (Bibby Financial Services & Euler Hermes, 2019). The
F&B industry is selected, because of the trend seen in the segments of increasing numbers of
microbreweries and micro coffee roasteries. Only one industry is selected, as selecting multiple
industries would result in very complex analysis, because one industry already has a high number and
variety of variables.
The sample researched in this thesis is a segment within the F&B industry, that is to say the
segment of micro coffee roasteries. The micro coffee roasteries (hereafter micro roasteries) are chosen
because of their promising emergence in the coffee market the past ten years (Koffie & Thee
Nederland, 2018). A micro coffee roastery is defined as a small firm that buys and roasts small batches
of green coffee beans in order to get (daily) fresh roasted coffee of high quality (Green Dragon Coffee,
2016; Molina, 2018). Moreover, the micro roasteries are the studied because roasted coffee is a
product composed of one ingredient; coffee. Coffee has changed from simple commodity to a high
specialized product (Carvalho, Paiva, & Vieira, 2016). However, the multiple kinds of coffee can be
used and the roasting processes utilized are unique and can result in many varieties of roasted coffee.
The researcher could have chosen to research the segment of micro-breweries, because of their recent
success in the beer market (Fastigi et al., 2018; Larimo et al., 2006). However, beer is a more complex
product with a higher variety of ingredients and a larger assortment of end-products. Furthermore,
less is known about the micro roastery segment than about micro-breweries, thus valuable to
research. Comparison between the segments could be interesting to research as well, because of the
possibility to discover similarities or comparisons between the segments. However, due to time
constraints are not both segments researched, but only micro roasteries for exploratory purpose.
The unit of analysis are the interviewed owners and/or managers of the selected micro
roasteries. A list of micro roasteries is obtained by visiting websites and contacting the representative
organizations of the Dutch coffee roasting firms. The contacted organizations for micro roasteries
were: Specialty Coffee Association (SBA), Koffie & Thee Nederland and the website of Mister Barish.
Mister Barish is the biggest micro coffee roastery knowledge base in the Netherlands (Van Tittelboom,
2020). Therefore, this website is used to create a sample.
As sampling strategy convenience sampling and purposive sampling as types of non-probability
sampling methods are used to select micro roasteries in this thesis. The sample is being drawn from
the population close at hand, namely the website of Mister Barish. Additionally, during the process of
gathering Dutch micro roasteries, five Dutch micro roasteries were added to the population by the
researcher. The advantage of the use of convenience sampling is the use of the first source available
and time is saved with this method. However, a disadvantage of convenience sampling is that it limits
generalization. Additionally, purposive sampling as a type of non-probability sampling method is used
since inclusion and exclusion criteria are used. The list of Dutch micro roasteries is assessed with the
use of criteria and will be explained in detail in next section 3.1.1.
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3.1.1 Case selection
The selection of appropriate participants for the interviews is important (Turner III, 2010). Ideally the
owner of the micro firms will be interviewed, since they can provide the most valuable information
about the micro firm itself, its external conditions, its internal conditions and the firm performance.
The micro roasteries, were selected based on criteria, a criteria-based selection is used (DeMarrais &
Lapan, 2003; Kvale, 2008). A balance was required between similarities and differences of the chosen
micro firms in order to be able to compare them and to draw conclusions. Otherwise, there was a
chance that the empirical research is biased. To prevent a selection-bias the following list of criteria
was established and applied to learn whether a coffee roastery is a suited micro roastery:
➢ Micro coffee roastery is in operation.
➢ Main focus is roasting coffee to sell under own brand name
➢ Roasteries that claim themselves that they roast small badges of coffee.
➢ Coffee roasteries that meet the standards of the micro roasteries definition: a small firm
that buys and roasts small batches of green coffee beans in order to get (daily) fresh
roasted coffee of high quality (Green Dragon Coffee, 2016; Molina, 2018).
Now the shortlist of the database of cases will be provided. In Appendix A an PRISMA diagram is
showing
the
selection
of
the
cases.
The
website
of
Mister
Barish
(https://misterbarish.nl/koffiebranderijen-in-nederland/) provided a list of all coffee roasteries per
province in the Netherlands. The list is retrieved on 26-02-2020 and was lastly updated on 6-1-2020.
The list provides 105 coffee roasteries as total number of coffee roasteries in the Netherlands.
Additionally, 5 Dutch micro roasteries were added to list, due to the snowballing technique when
researching the list of Dutch micro roasteries. This resulted into a list of 110 Dutch micro roasteries.
The researcher studied all websites, social media channels, (newspaper) articles and Bedrijvenmonitor
of all 110 Dutch micro roasteries and assessed the micro roasteries. In the first round of assessing the
Dutch micro roasteries the researcher excluded from this list the following categories: the large coffee
roasting firms (15), coffee roasting chains (2), a coffee roastery abroad, in this case in Italy (1), roasting
coffee is not the main focus (5), insufficient information (5) and coffee roasteries focused on private
label roasting (4). By excluding these coffee roasteries, the remaining 78 coffee roasteries are again
checked one by one and assessed as a micro roastery with stated criteria.
After the second round of selection of micro roasteries and the stated criteria are used, 13
coffee roasteries are excluded and bringing 65 potential micro coffee roasteries on the shortlist. Next,
these micro roasteries where categorized per province in order to get a spatial overview of the micro
roasteries per province and the distribution of those micro roasteries in the Netherlands. The
categorization of the micro roasteries into provinces helped the researcher to structure the list of
potential participants and to potentially discover something remarkable with regards to location of the
micro roasteries. Eventually, of the 65 micro roasteries 21 micro roasteries participated, creating a
response rate of 32 percent. Table 21 in Appendix B presents the shortlisted and the participating
micro roasteries. The researcher assigned to all micro roasteries a number, to structure the list of
participating micro roasteries. Besides, the number is of convenience when the micro roasteries prefer
to participate anonymously. The number represents the abbreviation of the province the micro
roastery is located in, and a number per roastery in that province.

3.2 Research design
The nature of this exploratory research is a qualitative research focused on understanding, explaining
and exploring the influence of external and internal conditions on the performance of emerged micro
firms (Beech, 2015). This research is based on an existing theory. This research is based on SCP model
of the IO literature and on the RBV and is about exploring, extending and analysing the current
knowledge (Blumberg, Cooper, & Schindler, 2014). A combination of literature study and qualitative
empirical research is required to answer the central research question. Qualitative research methods
are used, therefore this thesis utilized interviews to gather in-depth data (Verschuren & Doorewaard,
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2010). Furthermore, in this thesis a cross-sectional design is applied, because data is gathered at a
certain moment in time. The cross-sectional research design is implemented since it is likely to discover
the prevalence of a phenomenon by taking a cross-section and due to the limited time available
(Beech, 2015).

3.3 Operationalization
To ensure that the literature research links with the empirical research the concepts of the literature
research are operationalized. By operationalising of concepts, the concepts become measurable in the
conducted interviews. In Table 7, the concepts, variables and indicators are described based on the
theoretical framework. The concepts are micro firms, external conditions, internal conditions and
performance. These concepts consist of constructs and are listed in the first column. Corresponding to
the concept are the variables and the indicators. The interview questions derived from
operationalization Table 7 and are shown in Table 8. In Table 8 the interview questions are linked to
the constructs and variables and the method of measurement. And the total interview guide can be
found in Appendix C. The interview guide is the script that more or less tightly structures the interview
(Kvale, 2008). The same interview guide was used for all interviews and helps to answer the research
questions.
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EXTERNAL CONDITIONS

MICRO FIRM DIMENSIONS

Table 7.
Operationalization of concepts and constructs comprised by the theoretical framework
Construct

Variable

Indicator

Micro firm size

Employment
Financial situation
Decision-making
process

Employees / working hours
Annual turnover
Intuitive / formal decision impacting revenues
and costs
Individual / collaborative decisions
Personal goals
Work experience
Geographical production-distribution area

Strong owner dominance

Personal traits
Local embeddedness

INTERNAL
CONDITIONS

Collaboration representative organisations
Customers

Demand Conditions

Change in Market

Popularity / customer attitudes

Supply Conditions

Point of sales
Location of micro
firm

Brick-and-mortar shop / webshop / bars
City or village /province

Market structure

Technology
Barriers to entry
and exit

New product assortment
Entrance market
Scale of economies in annual output produced /
competitors / experience owner
Number of active firms
Unique product characteristics / unique firm
characteristics
New technologies / change in demand /
production costs

Micro firm’s conduct

PERFORMANCE

Geographical
proximity
Network
interaction

Resources

Performance
management/
indicators

Competitors
Product
differentiation
Internal growth
External growth

Market position / cooperation

Tangible resources

Physical / financial / technological

Intangible
resources

Human capital / organizational capital /
reputation

Financial indicators

Growth in turnover / profit / size in number
employees / technological advance
Goal achievement / resources / flexibility of
organizational structure / self-fulfilment / worklife balance
Short-term perspective / long-term perspective

Non-financial
indicators
Performance
measurement
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Table 8.
Operationalization of included theoretical constructs into interview questions
Construct/Variable
Interview question
M
I
C
R
O
F
I
R
M
D
I
M
E
N
S
I
O
N
S

Micro firm size
Employment

Financial situation

Owner dominance
Decision-making
process

Personal traits

Question
number

Measurement

Sources/adapted from

Hoeveel werknemers zijn er in dienst bij [Naam]?
Hoeveel fulltime werknemers heeft u en hoeveel parttimers?

10.1
10.1.1

Open
Open

(Kamer van Koophandel, 2016;
O’Dwyer & Ryan, 2000; Qureshi et al.,
2010)

Kunt u een indicatie geven met hoeveel het totaalaantal
werkuren is toegenomen of afgenomen sinds de oprichting?
Zo ja, wat was de aanleiding van de groei in werkuren?
Kunt u een indicatie geven van de jaarlijkse omzet van
[Naam]?
Is de omzet afgelopen jaren gestegen?
Zo ja, welke keuzes heeft u gemaakt om deze groei te
realiseren?

10.2

Open

10.2.1
10.3

Open
Open

10.3.1
10.3.2

Yes/No
Open

Wie neemt de beslissingen binnen [Naam]?
• Individueel
• Gezamenlijk met het team
• Zowel individueel als gezamenlijk met het team

2.3

Categories

Is dit veranderd sinds de oprichting en waaruit blijkt dat?

2.3.1

Beslissingen die invloed hebben op de opbrengsten en kosten
van [Naam] kunnen genomen worden gebaseerd op intuïtie en
gebaseerd op formele beslismodellen. Als u een taart heeft die
100% van de beslissingen voorstelt, kunt u dan aangeven
hoeveel procent van de taart bestaat uit intuïtieve beslissingen
en hoeveel procent uit formele beslismodellen?
• Intuïtie: …%
• Formele beslismodellen: …%
Wat zijn uw persoonlijke doelen/ambities met [Naam]?
Op de schaal van 1 tot 5, in hoeverre zijn deze doelen (deels)
al behaald?

2.4

Yes/No
Open
Pie chart:
percentages

2.1
2.1.1

Open
5-point Likert
scale: No goals

(Kamer van Koophandel, 2016)

(Bratkovic et al., 2009; Devins et al.,
2005; Greenbank, 2000; Kearney et
al., 2014; Kelliher & Reinl, 2009)

(Achtenhagen et al., 2017; Greenbank,
2000; Kearney et al., 2014; LibermanYaconi et al., 2010)

(Achtenhagen et al., 2017; Gherhes et
al., 2016; Greenbank, 2000)
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Location
Geographical
proximity

Network interaction

Op de schaal van 1 tot 5, hoe haalbaar is het behalen van de
overige doelen?

2.1.2

achieved to all
goals achieved
5-point Likert
scale: Not
achievable to very
achievable
Open

Wat is uw werkervaring voordat u [Naam] begon?

2.2

Op de schaal van 1 tot 5, in hoeverre heeft deze professionele
achtergrond invloed op het leiden van uw bedrijf [Naam]?

2.2.1

5-point Likert
scale: No influence
to Very much
influence

Wat is de naam van de regio of de straal in kilometers van de
geografische locatie waarin [Naam] bijna alle gebrande koffie
verkoopt?
• …… km
• ……………… (regio)

3.1

Open & Categories

Heeft u de ambitie uw bereik uit te breiden? En waarom
wel/niet?
Op de schaal van 1 tot 5, hoe belangrijk is de geografische
locatie van [Naam]?

3.1.1

Yes/No & Open

3.2

En waarom is de geografische locatie van belang?
Ben u aangesloten bij een branchevereniging of
overkoepelende organisatie voor uw sector? (Zoals: SCA,
Koffie & Thee Nederland)
Zo ja, waarom bent u bij branchevereniging of overkoepelende
organisatie aangesloten?
Zo nee, waarom niet en zou u dat willen?

3.2.1
3.3

5-point Likert
scale: Not
important to very
important
Open
Yes/No

3.3.1

Open

3.3.2

Open

Als u weer een taart heeft die 100% van de omzet van al uw
klanten weergeeft, kunt u dan een indicatie geven hoeveel

3.4

Pie chart:
percentages

(Greenbank, 2000; Kearney et al.,
2014; Qureshi et al., 2010)

(Bratkovic et al., 2009; Greenbank,
2000; Kearney et al., 2014; LibermanYaconi et al., 2010; Qureshi et al.,
2010)
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procent van de taart bestaat uit: vaste klanten en nieuw
klanten.
Hoe ziet uw klantengroep eruit?
• Vaste klanten: … %
• Nieuwe klanten: … %
Basic market conditions
Change in Market
Zijn er, sinds de oprichting van [Naam], veranderingen te zien
in de populariteit en het consumentengedrag in de vraag naar
gebrande koffie in de koffiebranderij sector?
Zo ja, welke verandering of verschuiving heeft er plaats
gevonden in de sector?
AP
Point of sales
Als u een taart hebt die 100% van de verkoop van uw gebrande
koffie voorstelt, kunt u dan een indicatie geven hoeveel
procent van de taart bestaat uit: verkopen in fysieke winkel,
verkopen via de webshop, verkopen via horeca of een andere
verkoopmogelijkheid.
Hoeveel procent van uw gebrande koffie verkoopt u?
• In een fysieke winkel: ………%
• Webshop: ………%
• Horeca/bar: ………%
• Anders, namelijk...: ………%
Location of micro City or village/ province
firm
Technology

Market structure
Barriers to entry and
exit

4.1

Yes/No

4.1.1

Open

4.3

Pie chart:
percentages

Deskresearch

Deskresearch

Heeft [Naam] altijd een vast assortiment van soorten koffie of
wisselt het assortiment van soorten koffie?
Hoe breed is het assortiment?
Waardoor vindt er wisseling in het assortiment plaats?

5.1

Open

5.1.1
5.1.2

Open
Open

Hoe heeft u de startfase van [Naam] in deze sector ervaren?
Op de schaal van -2 tot 2, in welke mate is de concurrentie
toegenomen de afgelopen jaren?

6.1
6.2

Hoe merkt u dit?

6.2.1

Open
5-point Likert
scale: -2 strong
decrease to 2
strong increase
Open

(Bouchikhi, 1993; Fiegenbaum &
Karnani, 1991; Reijonen & Komppula,
2007)

(Barthwal, 2007; Boru & Kuhil, 2018;
Grigorova & Hüschelrath, 2008;
Tucker, 2012; Uzunidis, 2016)
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Wie zijn momenteel voornaamste concurrenten voor [Naam]?
(Max 3)
• Multinationals in de koffie sector (vb: Douwe
Egberts,)
• Middelgrote koffiebranderijen in Nederland (vb:
Simon Levelt)
• Kleine koffiebranderijen in Nederland (vb: Mocca
D’or)
• Micro koffiebranderijen in Nederland
• Micro koffiebranderijen in de regio
• Andere bedrijven, namelijk…

6.3

Categories

Hoeveel kilogram gebrande koffie wordt er door [Naam] per
jaar geproduceerd?
Number of firms in operation

7.5

Open

Deskresearch

Deskresearch

(Uzunidis, 2016).

Product
Welke unieke kenmerken heeft uw product of uw bedrijf t.o.v.
differentiation
uw concurrenten?
Micro firm’s conduct
Internal growth
Als u terugkijkt, wat is of zijn de meeste cruciale momenten in
de ontwikkeling van [Naam] geweest?
Hoe bent u daarmee omgegaan?

7.4

Open

(Uzunidis, 2016).

7.1

Open

7.1.1

Open

(Barthwal, 2007; Boru & Kuhil, 2018;
Ferguson & Ferguson, 1994; Inan &
Bititci, 2015; Uzunidis, 2016)

Welk type investeringen heeft [Naam] gedaan afgelopen
jaren?
Waarom zijn deze investeringen gedaan?
Wat zijn de gevolgen van deze investeringen op korte termijn?
En op lange termijn?

7.2

Open

7.2.1
7.2.2

Open
Open

Welke toekomstige plannen heeft u met [Naam] wat betreft
belangrijke beslissingen, investeringen en innovaties?

7.3

Open

Zijn de productie kosten per kilogram gebrande koffie de
afgelopen 3 jaar toegenomen?
Zo ja, waardoor?

7.4

Yes/No

7.4.1

Open

Competitors
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External growth
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Resources
Tangible
and
intangible resources

Wellicht kunt u wel een grove schatting geven met hoeveel
procent de productie kosten per kilogram gebrande koffie
gemiddeld per jaar zijn toegenomen?

7.4.2

Open

Hoe ziet u de positie van [Naam] als micro koffiebranderij in
de sector van koffiebranderijen?

4.2

Open

(Shepherd & Wilcox, 1985; Uzunidis,
2016)

Bent u bekend met deze middelen?
Kunt u een top drie aangeven met de drie belangrijkste
middelen zijn voor [Naam]?
• Tastbare middelen (zoals: gebouwen, machines,
grondstoffen)
• Financiële middelen
• Technische middelen (zoals: ontwikkelen van nieuwe
producten)
• Menselijk kapitaal (zoals: trainingen, personeel,
ervaringen)
• Organisatorische middelen (zoals: planning,
routines, bedrijfscultuur)
• Reputatie
Waarom ziet u deze top drie van middelen als de
belangrijkste?
Welke middelen gebruikt [Naam] die best wel uniek te
noemen zijn?

8.1
8.2

Yes/No
Categories (top 3)

(Barney, 1991; Barney & Arikan, 2008;
Collins & Montgomery, 1995; De Wit
& Meyer, 2004; Lockett & Thompson,
2001; Mahmood et al., 2011; O’Cass &
Sok, 2014; Wiklund & Shepherd, 2003;
Yazdanfar, 2013)

8.2.1

Open

8.3

Open

Op de schaal van 1 tot 5, hoe makkelijk of moeilijk ervaart u
het verkrijgen of ontwikkelen van deze top drie middelen?
Hoe probeert u deze middelen te verkrijgen?

8.4

Het verkrijgen van financiële middelen worden door kleine
bedrijven vaak gezien als een grote uitdaging. Op de schaal van
1 tot 5, hoe ervaart u dat?

8.4.1

Hoe is [Naam] gefinancierd?

5-point Likert
scale: Very hard to
very easy
Open

(Achtenhagen et al., 2017; Wiklund &
Shepherd, 2003).

5-point Likert
scale: Very hard to
very easy
Open

Performance management
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P
E
R
F
O
R
M
A
N
C
E

Performance
measurement

Financial indicators

Non-financial
indicators

Worden de prestaties van [Naam] gemeten?
Zo ja, hoe worden deze prestaties gemeten? En wat wordt er
met deze resultaten gedaan?
Zo nee, zijn er plannen om de prestaties in de toekomst te
gaan meten? En hoe zouden die prestaties dan gemeten
worden?
Kunt u aangeven welke financiële prestatie indicatoren u
gebruikt om de prestaties te meten van [Naam]?
Kunt u aangeven wat de belangrijkste financiële prestatie
indicator is?

9.1
9.1.1

Yes/No
Open

9.1.2

Open

9.2

Open

9.2.1

Open

Kunt u een indicatie geven van de jaarlijkse omzet van
[Naam]?
Is de omzet afgelopen jaren gestegen?
Zo ja, welke keuzes heeft u gemaakt om deze groei te
realiseren?
Kunt u aangeven welke non-financiële indicatoren u gebruikt
om de prestaties te meten van [Naam]?
Kunt u aangeven wat de belangrijkste non-financiële prestatie
indicator is?

10.4
10.4.1

Open
Yes/No

10.4.2

Open

9.3

Open

9.3.1

Open

(Doyle, 1994; Jankulović & Skorić,
2018; Laitinen, 2002) (Bourne &
Neely, 2003)

(Laitinen, 2002; Reijonen & Komppula,
2007; Walker & Brown, 2004)

(Reijonen & Komppula, 2007; Walker
& Brown, 2004).
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3.4 Methods of data collection and data analysis
This section consists of three subsections. Every subsection explains one of the three steps of the
methods of data collection and analysis. Section 3.2.1 explains the first step of this thesis, the desk
research. Section 3.2.2 explains the second step, the empirical research. And the last section, 3.2.3
explains the method of analysis of the gathered data.
3.4.1 Step 1: Desk research
The first step of this thesis is the desk research. Desk research is gathering secondary data by the use
of internet, resources, databases or a library (Beech, 2015). The desk research in this thesis includes
literature research about concepts and theories and research about the micro roastery segment and
its firms. In the first part, information about concepts and theories was gathered during the literature
study. The aggregators used for finding scientific literature are: the WUR Library, Scopus, ABI/INFORM,
Web of Science and Google Scholar. The second part of the desk research, was gathering data
concerning micro roasteries. Before conducting the empirical research in step 2, this information is
necessary, because knowledge about the segment of coffee roasteries is needed in order to continue
the research in this segment. The available data about the segment of coffee roasteries in general was
found in sources such as annual reports, (non-) scientific literature and case studies. Additionally,
sector specific websites, micro roasteries websites and personal network have been used to provide a
comprehensive overview of most micro roasteries.
Data collection step 1 answers SRQ 1 and 2. The theories and concepts found in SRQ 1 and 2
formed the foundation for the composition of the interview guide and formed the criteria for the
selection of micro firms. The selection of the micro roasteries is partly based on the theoretical
framework and partly based on the data researched concerning the coffee segment. In the next
section, further explanation can be found about selection of micro roasteries.
3.4.2 Step 2: Empirical research
As desk research does not answer the entirely the central research question, also primary data is
gathered for the specific purpose of this research. In the empirical research, new and original data is
collected by the researcher additionally to the secondary data of micro roastery specific data, in order
to answer the specific case on micro roasteries in this thesis (Beech, 2015). Thus, primary data is used
to analyse and discover if links between the concepts found in the desk research exist in the practice
of coffee roasteries. The empirical research is performed to answer SRQ 3 about the relationship
between the external conditions and performance of the micro firms and to answer SRQ 4 about the
relationship between internal conditions and performance of the micro firms. Altogether, all subquestions help to answer the central research question.
Moreover, empirical data created the ability to investigate individual cases and collect unique,
more in-depth and selective data of people who have knowledge or experience in the field (Verschuren
& Doorewaard, 2010). As introduced in the introduction chapter of this thesis and noticing that the
data available about the performance of the emerged micro firms in the F&B industry is scarce,
exploratory interviews are conducted with the selected Dutch micro roasteries.
The chosen research strategy are qualitative telephone interviews. A telephone interview
allows the researcher to have interpersonal communication with the studied population, is less timeconsuming than face-to-face interviews and could possibly have a high respond rate. In contrast, faceto-face interviews could provide visual access and could lead to less misunderstandings. Here, in this
thesis is telephone interviews are preferred, because a higher number of participants is more valued
than face-to-face contact. Besides, the quality of telephone interviews is often comparable to the
quality of face-to-face interviews (Carr & Worth, 2001). The unique circumstance of a lockdown in the
Netherlands during this thesis favours telephone interviews as well. The research strategy, qualitative
telephone interviews, enabled the researcher to obtain a representative picture of the studied
population (Verschuren & Doorewaard, 2010). Telephone may nowadays and in this project be
substituted by Skype or another online communication device, often allowing also video connections.
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Interview techniques and protocol
In this part the interview protocol will be specified. Next, the micro roasteries are contacted via email,
so that the same information is provided to all contacted micro roasteries. Each email was personalized
per contacted micro roastery. The common email protocol can be found in Appendix D. All 60 micro
roasteries are contacted via email on the same day, starting at the top of the shortlist to the bottom
of the shortlist per province. After approximately 7 days a reminder was sent to the micro roasteries
that had not replied to the email. The interviewer and interviewee agreed upon a date and time. Before
conducting the telephone interview, the interviewer provided the interviewee a list with the interview
topics. On the set date and time, the interviewer calls the interviewee and the interview starts. Possibly
the interviewee is not able to answer the phone call, the interviewer will try to call again or send an
email. The interview protocol can be found in Appendix C and the call protocol in Appendix E. The
interview protocol includes: small talk and an introduction of the interview, the interview questions
and the closure of the interview. The introduction holds the purpose of the research and interview,
the expected length in time and permission of recording the interview. To avoid data loss and to obtain
a better quality of interview and when there was permission of the interviewee, the interviews are
recorded and transcribed. The interviews were conducted in Dutch, because the owners of the micro
firms are native Dutch speakers. This increases the chance for valuable information (Beech, 2015).
However, two participating owners of Dutch micro roasteries were not native Dutch speakers,
therefore those two interviews were conducted in English. After the introduction the interviewer starts
with asking questions. After asking the final question the interviewer asks if there are any further
questions or remarks. The closure of the interview holds the question regarding the preference for
anonymity of the interview conducted and the interviewer thanks the interviewee for participation.
The period of conducting the interviews, April and May 2020, is overshadowed by the Corona
virus. The Corona virus affects the economy and all firms, especially all middle, small and micro firms.
Therefore, the interviewer asked the interviewees to answer the interview questions based on the
situation until the end of the year 2019. However, the interviewer does not ignore the Corona virus
and mentions the crisis briefly at the start and at the end of the interview. Consequently, the
interviewer shows that she is aware of the situation and the interviewee can share their thoughts and
concerns about the Corona crisis.
The semi-structured interviews are conducted in order to get in-depth information about the selected
micro roasteries. In a semi-structured interview the interview is based on a list of predetermined order
of topics and questions, however the researcher is still flexible to anticipate when conducting the
interview (Beech, 2015; Kvale, 2008). Due to the flexibility to anticipate the interviewer can learn
reasons behind questions, Moreover, the qualitative interviews are semi-structured, because it
enhances two-way communication and allows the interviewee to open up about sensitive issues.
Additionally, it enhances the comparability of the results, because the same predetermined structure
is used in all interviews (Kvale, 2008).
The conducted literature study provides the foundation for the topics and concepts that are
used in the interview. These interview questions form the interview guide that is used during the
interviews, the interview guide can be found in Appendix C. The type of interview questions asked are
open-ended questions, category questions, Likert scale questions and yes/no questions. Category,
Likert scale and Yes/No questions are asked to set boundaries and to ensure the comparability of the
results. Open-ended questions are asked to learn the reasons behind the answers without making
assumptions and to gather more in-depth information (Kvale, 2008).
3.4.3 Step 3: Method of data analysis
In step 3, the method of data analysis is explained of which the results are described in Chapter 4. The
interview outcomes are used to answer SRQ 3 and SRQ 4. The interviews were conducted and
transcribed. Every word said in the interview was transcribed in the transcription of the interviews,
but not including disfluencies. The transcripts of all interviews are located in a separate document.
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Next, the transcribed interviews were analysed by the use of codes and software. Coding
transcripts is highlighting words, phrases and sentences which are attached to one or two keywords,
the keywords are the codes (Kvale, 2008). In this thesis, the researcher uses MAXQDA as software to
structure the dataset. MAXQDA is a software supporting the analysis of qualitative data. This software
offers tools to code, highlight and make notes in the transcribed interview. In order to scientifically
analyse the qualitative data, the software allows the researcher to code the transcripts more
efficiently.
First, open coding was used to find new concepts and exceptions. In the open coding phase,
the researcher reads through the transcript, highlights and marks words or phrases that seem
important. Additionally, axial coding was used to analyse the codes in the transcripts to identify
relationships among the codes. The codes found by the researcher were analysed and combined of all
transcripts. This way the researcher can look for patterns in the dataset or at separate conditions that
influence the performance of the emerged micro firms. The results of the interviews in Chapter 4 are
compared to the literature study of Chapter 2 to answer the central research question. This implies,
that the findings of SRQ 1 and 2 are compared to the findings in SRQ 3 and 4 in order to address SRQ
5 and the central research question.
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4. Results
In this chapter the results collected from the desk research and 21 conducted interviews will be
presented and interpret. This and next chapter together seek to answer sub-research questions three
and four throughout the chapter. The results in chapter 4 are based on the construct, concepts and
indicators selected and indicated in the operationalization table for the interviews. Section 4.1
presents general information and descriptive statistics. Section 4.2 presents findings on the external
conditions of the emerged micro firms in the Dutch F&B industry, in line with SRQ3. Section 4.3
presents the findings on internal conditions of the emerged micro firms in the Dutch F&B industry, in
line with SRQ4. Chapter 5 analyses the results in practice to the theoretical framework.

4.1 Descriptive statistics: micro firm dimensions
Section 4.1 presents descriptive information about the 21 participating Dutch micro roasteries. The
results on the three micro firms’ dimensions, namely micro roastery size, strong owner dominance and
local embeddedness, will be presented and interpret.
4.1.1 Micro coffee roastery size
Figure 7 provides a schematic overview of the participants interviewed per province of the
Netherlands, since the Dutch micro roasteries were divided per province during the selection of the
sample. The participating micro roasteries are located in seven of the twelve provinces of the
Netherlands: Noord-Holland (NH), Zuid-Holland (ZH), Noord-Brabant (NB), Groningen (Gro),
Gelderland (Gel), Overijssel (Ove) and Drenthe (Dre). Of the provinces Limburg (Lim), Utrecht (Utr) and
Flevoland (Fle), none of the contacted micro roasteries was willing to participate. In the selected
population there were no micro roasteries located in the provinces Zeeland (Zee) and Friesland (Fri).
Since the majority of the total Dutch micro roasteries population is located in Noord-Holland
(31%), it is not surprising that the majority of the participants in the interview is located in NoordHolland. The total population of Dutch micro roasteries in percentages are as follows (after researcher
calculations): ZH 20%, Gel 14%, Utr 11%, NB 8%, Ove 6%, Lim 4%, Fle 2%, Gro 2%, Dre 2%, Zee 1% and
Fri 0% (Van Tittelboom, 2020). The sample of this research represent the population of the provinces
ZH, NB, Ove and Dre, as these differ less than 2%. As Utr is big part of the total population of Dutch
micro roasteries it is remarkable that no micro roastery of this province is present in the sample.
Drenthe, 5%
Overijssel, 5%
Gelderland, 10%
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Figure 7. Participating Dutch micro roasteries per province.

Figure 8 provides an overview of the foundation year of all micro roasteries in the sample. Figure 9
provides an overview of the year of foundation of the interviewed micro roasteries. Both series show
modus of founding over the period 2014-2019. The sample of micro roasteries have relatively a longer
period for modus of foundation ranging over the period 2014-2019 and the interviewed micro
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roasteries have their year of foundation modus in 2017-2018. Of the 21-participating micro roasteries,
nine micro roasteries were founded in the year 2017 and 2018. The oldest interviewed micro roastery
was founded in 2002. Almost half (43%) of the participating micro roasteries are young firms (six years
old or less). The interviewed sample confirms that in theory is indicated that micro firms are
characterised by a large number of young firms (Hänninen et al., 2017). When the years of foundation
are divided into categories per three years of foundation, the distribution of the foundation of micro
roasteries would be: nine micro roasteries founded over the last 3 years, four micro roasteries founded
4 to 6 years ago, four micro roasteries founded 7 to 9 years ago and four micro roasteries founded
more than 10 years ago. This distribution clearly shows the recent foundation of micro roasteries over
the last six years.
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Figure 8. Year of foundation of micro roasteries total sample.
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Figure 9. Year of foundation of interviewed Dutch micro roasteries.

To assess whether the micro roasteries are micro firms, two criteria were tested during the interview.
Questions were asked about the number of employees and their working hours and about the firm’s
annual turnover. Figure 10 provides an overview of the first criteria: the number of Full-time equivalent
(Fte). The majority, 14 out of 21 interviewed micro roasteries owners, have two or less Fte’s. On
average a micro roastery has 3,1 Fte’s. The total number of working hours has increased for the
majority of the micro roasteries (67%), as a result of hiring employees and growth in Fte’s.
Furthermore, the growth and expansion of the micro firm, results in more working hours. However, a
minority (10%) indicates that the number of working hours has decreased as a result of increased
efficiency. And 24% of the micro roastery owners indicate no change in working hours.
Number of Dutch
micro roasteries
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The second criteria of micro roasteries annual turnover is indicated in Table 10. The researcher divided
the firm’s annual turnover into three categories:
• < €0.35 million,
• between €0.35 million and €0.7 million,
• > € 0.7 million.
Table 9 summarizes whether the Dutch micro roasteries meet the criteria set for both and annual
turnover and number of employees. Additionally, Table 9 includes the year of foundation and phase
in firm lifecycle are included. Not included in Table 9 is the increase or decrease of the annual turnover,
because all micro roastery owners indicated an increase of the annual turnover over the past years.
Overall, 19 out of 21 micro roasteries meet the set criteria. Both NH2 and ZH2 do not meet the
criteria of being a micro roastery, because they exceed the maximum of 10 Fte and have an annual
turnover of over €0.7 million. NH2 does not meet the criteria because next to their coffee roastery it
has two coffee bars. Those coffee bars generate a fair amount of the annual turnover, however that
will not be considered in the analysis of the data. When excluding the coffee bars, NH2 has less than
10 Fte’s and less than €0.7 million annual turnover. Likewise, ZH2 does not meet the micro roastery
criteria, due to the fact that they have over 10 Fte and an annual turnover of over €0.7 million. This
turnover might be explained by the fact that ZH2 focusses on educational activities. Similar to NH2,
when excluding the educational activities, ZH2 has less than 10 Fte’s and less than €0.7 million annual
turnover. Therefore, NH2 and ZH2 are included in this research. Furthermore, the majority of the micro
roasteries (16 out of 21) are small sized micro roasteries that have an annual turnover of less than
€0.35 million and less than 4 Fte’s. Gel2 is an exception, as it is a micro roastery that is in part-time
operation, because the owner has a fulltime job at another firm and runs the roastery as his hobby.
Thus, by and large the set meets the criteria.
Table 9.
Micro firm characteristics, year of foundation and phase in firm lifecycle.
Code
Annual Turnover
Number of
Year of foundation
(€/year) (x1,000,000) employees (Fte)
ZH2
> 0.7 (including
10,5
2013
educational activities)
NH2
> 0.7 (including coffee 10
2014
bar)
NB1
0.35 – 0.7
7
2009
NH1
0.35 – 0.7
6,5
2016
NH5
0.35 – 0.7
3
2002
Gro2
< 0.35
5
2012
Gro1
< 0.35
4
2012
NH6
< 0.35
2
2003
NH7
< 0.35
2
2017
NB2
< 0.35
2
2014
Dre1
< 0.35
2
2018
NH8
< 0.35
1,5
2017
NH9
< 0.35
1,5
2018
ZH3
< 0.35
1,5
2018
NH3
< 0.35
1
2015
NH4
< 0.35
1
2017
ZH1
< 0.35
1
2017
ZH4
< 0.35
1
2009
Gel1
< 0.35
1
2018
Ove1
< 0.35
1
2013
Gel2
< 0.35
0,5
2018

Phase in firm life
cycle
Growth
Growth
Mature
Growth
Mature
Growth
Growth
Growth
Starting
Growth
Growth
Starting
Growth
Growth
Growth
Growth
Growth
Growth
Starting
Starting
Starting
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Emergence of micro roastery
Two-third of the micro roasteries, thus the majority of the firms, classify themselves in the growth
phase of the firm life cycle (Figure 11). The five best performing micro roasteries in terms of annual
turnover of over €0.35 million are in growth and mature phase. The micro roasteries ZH2, NH2 and
NH1 are in the growth phase. However, the researcher noticed that NB1 and NH5 exist the longest
time of these five micro roasteries and already entered the mature phase.
14
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Growth
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Firm life cycle

Saturation

Figure 11. The firm life cycle of the Dutch micro roasteries in the sample.

Core business and activities
Activities such as sourcing, buying, roasting and selling coffee are performed by all interviewed micro
roastery owners. However, some coffee roasting related activities are not participated in by all
interviewed coffee roasteries, such as coffee competitions, coffee events and workshops. NH1 and
Gro1 participated in coffee competitions, NH5 is actively participating at coffee events and NH4, NH6,
NH7, ZH2, ZH4 and Ove1 are actively involved in educational activities and sharing knowledge about
coffee.
Non-coffee roasting related activities are part of the firms’ core business activities as well.
Relationship management and building relationships are important non-coffee roasting related
activities. NH3, NH4, ZH1, ZH2, ZH3 and Ove1 focus on relationship building with farmers, suppliers,
employees and customers. Ove1 gives a striking example of the importance of two-way successful
relationship with their customers, since Ove1 does not have contracts with their partners and
customers. For them it is a different way of working and contracts are built on trust, because they do
not offer multi-annual contracts, but they offer them freedom. Furthermore, for Ove1 this gentlemen’s
agreement is proven to be a scoring concept (Transcript Ove1, pos. 27 and 29).
Other core business activities, not directly related to coffee roasting, are activities with a social
purpose. The majority of the micro coffee roastery owners indicated being socially involved with either
the coffee farmers, the coffee value chain or in business operations in the Netherlands. For example,
NH3 wants to uplift the coffee farmer. The owner started his coffee roastery, because he wants to help
coffee farmers with his connection. He wants to create a true direct link, where farmers will be paid
directly. Furthermore, he wants to improve the quality of the coffee. Moreover, in November 2019, he
opened 200 bank accounts for small farm holders in Rwanda. Now those farmers are able to receive
direct electronic payments into their bank account (Transcript NH3, pos. 17).
4.1.2 Strong Owner dominance
Decision-making process
The majority of the micro roasteries (92%) have one owner (43%) or two owners (48%). The remaining
8% has more than two owners. In fact, the ownership structure of the micro roasteries are, in the
majority of the cases, general partnerships or one-man businesses. The micro roasteries with general
partnerships split the ownership between two or three owners. Only 14% of the micro roasteries have
an owner structure as private company. Lastly, one micro roastery has a more complex structure in a
limited partnership. The percentages of the number of owners and the ownership structure are not
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similar, due to the fact that some micro roastery owners indicated that they are, for example, officially
a one-man business, however unofficially they share the ownership with their partner.
Of the decisions, 62% are made together in three out of four ownership structures, namely
general partnerships, limited partnerships and private company. In contrast, the decisions made in
one-man businesses are based on one owner, thus individual decision making (38%). However,
working in a one-man business has its limitations (Transcript NH3, pos. 39). Therefore, for example
one-man business micro roastery owners get advice outside their micro roastery. Other people
involved for advice in the decision-making process indicated by micro roastery owners are: experts in
the coffee sector, other coffee roasters, colleague’s, farmers, family, friends, partners or customers.
The decision-making process per micro roastery differs. There are three categories of decisionmaking: intuition, formal decision-making process and both intuition and formality. Figure 12 provides
an overview on the intuitive and formal decision-making process. The majority of the micro firms make
decisions based on both intuition and formal processes. On average, 57% of the decisions are made
based on intuition, and 43% based on formal decision-making processes. Of all micro roasteries, only
seven owners make the majority of their decisions based on intuition (>75% intuition).
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Figure 12. Distribution intuition and formal decision making

It depends on the size in Fte’s of the micro roasteries what and how many activities are performed by
the owners. Besides owning and managing the micro roastery, the activities performed by the owner
are sourcing, roasting and selling coffee. In a one-man business micro roastery, 38% of the interviewed
micro roasteries, are these activities performed only by the owners themselves. Under the
organizational structures of general partnership, limited partnership and private company, the
activities performed also by the hired employees. The more owners (two or three) a micro roastery
has, the more activities are divided between the owners. Furthermore, the more Fte’s, the more
activities are divided over the employees. The owners are not involved in every aspect of the activities.
Thus, in majority of the micro roasteries (62%), the decision-making process is done together.
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Personal traits
The professional background and the characteristics of the owner influences the way of managing the
business and the goals of the micro roasteries. To what extent the professional background of the
owner influences how their firm is managed, is assessed by the micro roastery owner on average 3.9
on the scale of 1 to 5. Thus, professional background does influence managing their firm. Of all
interviewed micro roastery owners, 43% was already active in the coffee sector when starting their
micro roasteries, but the majority was not (57%). Arguments given by micro roastery owners with
regard to the influence of their professional background in the coffee sector are for example that they
would never have started a coffee roastery without the prior activities in the sector. Furthermore,
several micro roastery owners indicate that due to the fact that they were experienced in the coffee
sector, they had an advantage in the start-up phase of the micro roasteries, because of their
connections. Of the participated micro roasteries, 38% were already entrepreneurs, inside and outside
the coffee sector, before they started their own micro roastery. For example, they had a firm in
financial services or has a job as barista. Hence, micro roastery owners who were active in another
sector, indicated that their professional background and experience has a positive influence on
managing their micro roaster. Since they developed skills in one specific field of expertise, for example
financial services.
Figure 13 shows all the firm goals indicated by the micro roastery owners. The most common
goals are: social responsibility, growth, fair coffee product, sustainability and transparency, and
quality. In general, the micro roasteries’ goals can be divided into two categories: social goals and
business-oriented goals. The social goals are: collaboration, not aiming at becoming the biggest coffee
roastery, awareness of coffee from Latin America, education about coffee to consumers, fair coffee
product, sustainability and transparency and fun. More than half of the participating micro roasteries
(13) indicate that their goals are socially responsible oriented. The goal of social responsibility is in
most cases in combination with the goals of fair coffee product and sustainability and transparency. A
lot of micro roasteries have overlapping goals and some goals are unique. One socially responsible goal
of a micro roastery is creating jobs for people with labour market disadvantage. Other goals are more
business-oriented goals: international brand awareness, development and product improvement, own
hospitality industry accommodation, becoming the best, independent of investors, experience and
awareness of the brand, earning money, quality and growth.
Unique goals, goals set by only one micro roastery, are: international brand awareness, independent
of investors, awareness of coffee from Latin America and experience and awareness of brand.
The extent to which the goals set by the micro roastery owners are achieved is assessed by the
owners, on average 2.5 on the scale of 1 to 5. Thus, the owners think on average that achieving the
goals is not very unachievable nor very achievable. The achievability of the remaining goals is assessed
on average 4, which indicates achievable goals. The micro roastery owners indicate that they believe
that the goals are achievable, otherwise they should not do it (Transcript Gel1, pos. 49). Some other
micro roastery owners are not that certain about achieving goals and grading the achievability of the
goals, and indicate that in their opinion goals are never achieved. Furthermore, they cannot grade the
achievability of the goals, because according to them it is a continues process (Transcript Gro2, pos.37)
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Figure 13. Micro roasteries’ goals

Table 10 provides more personal characteristics of the micro roastery owners indicated by themselves.
The personal characteristics match with the firm’s conduct of the micro roastery, on which will be
elaborated later. The personal characteristics of the owner are emphasized in Table 10 in bold, because
those are the most important or most present personal characteristics of the micro roastery owner(s).
In this sample of Dutch micro roasteries only one micro roastery (NH2) is owned by two women. The
micro roastery owners indicate that it is quite unique in the coffee roasting sector and it is not common
that women manage and own a micro roastery (Transcript NH2, Pos. 112). Furthermore, of the
interviewed micro roasteries in this sample 24% is owned by a (married) couple and 71% owned by
only men.
Table 10.
Personal characteristics and type of micro roastery owners.

Micro
roastery
code
NH1

NH2
NH3

NH4
NH5

Personal characteristics owner

Intuitive, fun, early adopter/trendsetter, innovative, curious, passionate, gogetter/entrepreneurial, enthusiasm, takes chance and challenges, learning by doing,
numbers are not important
Critical, owned by women, go-getter/entrepreneurial
Purposed focused, treat coffee farmers well, try to make an impact, intuitive, gogetter/entrepreneurial, confident, agricultural background, out of the box thinking, wants
to make direct impact, personal background: grew up in coffee country
Wants to be unique, a lot of knowledge, interested in coffee, education, a lot of
knowledge, independent/autonomy/controlling,
Early adopter, go-getter/entrepreneurial, a lot of knowledge, interested in coffee, straight
forward, wants to be unique, treat coffee farmer well, innovative, education, sales skills
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NH6
NH7
NH8
NH9
ZH1
ZH2
ZH3

ZH4

NB1
NB2
Gro1
Gro2

Gel1
Gel2
Ove1
Dre1

Interested in coffee, early adopter/trendsetter, go-getter/entrepreneurial, passionate,
education, chance and challenges, learning by doing, agricultural background
Interested in coffee, sales skills, service oriented, stubborn, intuitive, straight forward,
thinking big, chance and challenge, learning by doing
Treat coffee farmer well, number and facts are important, interested in coffee, purpose
focused, try to make an impact, wants direct impact on coffee chain
Interested in coffee, try to make an impact, treat coffee farmer well, wants direct impact
on coffee chain
Numbers and facts are important, interested in coffee, treat coffee farmer well, thinking
big
Purpose focused, education, enthusiasm, interested in coffee, craftmanship, innovative, a
lot of knowledge
Stubborn, curious, chance and challenge, independent/autonomy/controlling, out of the
box thinking, interested in coffee, 24/7 entrepreneur, treat coffee farmer well, enthusiasm,
wants direct impact on coffee chain
Wants direct impact on coffee chain, personal background: grew up in coffee country,
interested in coffee, treat coffee farmer well, learning by doing, number and facts are
important, out of the box thinking
Fun, stubborn, thinking big, cautious, intuitive, wants to be unique, treat coffee farmer well
Craftmanship, innovative, curious, numbers and facts are important
Intuitive, learning by doing, passionate, stubborn, number are not important,
Straight forward, independent/autonomy/controlling, not service oriented, out of the box
thinking, interested in coffee, stubborn, 24/7 entrepreneur, learning by doing,, want direct
impact on coffee chain
Purpose focused, try to make an impact, social, impulsive, number are not important, want
direct impact on coffee chain
Cautious, confident, interested in coffee
Entrepreneurial/go-getter, personal background: grew up in coffee country, interested in
coffee, chance and challenge, independent/autonomy/controlling,
Craftmanship, social, interested in coffee, fun, cautious, intuitive,
independent/autonomy/controlling

Note: The personal characteristics of the owner displayed in bold are the most important or most present personal
characteristics of the micro roastery owner(s), primarily self-reported by the micro roastery owners.

4.1.3 Local embeddedness
Geographical proximity
Section 4.1.1 provides an overview the number of participating micro roasteries per province in the
Netherlands. The exact location of the micro roasteries will not be presented due to anonymity
reasons. However, in order to research the importance of local embeddedness, the sample of micro
roasteries will be divided into two categories: micro roasteries located in the Randstad (13 Micro
roasteries located in NH and ZH) and micro roasteries located non-Randstad (NB, Gel, Gro, Dre and
Ove). The majority of the sample (62%) are located in the Randstad. The researcher chose to divide
the sample into Randstad and non-Randstad, because of the urban concentration of Randstad, which
possibly could have an effect on the performance of the micro roasteries. The micro roasteries in
Randstad indicate the geographic area where they sell most of their roasted coffee is; the city where
they are located in, Randstad and the Netherlands. Almost half of the micro roasteries in Randstad
(46%) are locally oriented and sell their coffee in the city where they are located or within an on
average radius of 20 kilometres. Whereas non-Randstad serve a wider area in radius of kilometres or
the name of the area. However, 75% of the micro roasteries non-Randstad are locally oriented and sell
their roasted coffee within a radius of on average 20 kilometres.
The importance of the geographical location of the micro roasteries is on average 2,9 on the
scale of 1 to 5. Geographical location is nor important nor unimportant. The importance of the
geographical location in Randstad is on the scale of 1 to 5 on average 3.2 and non-Randstad 2,6. Thus,
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the geographical location of the micro roastery building in Randstad is more important for micro
roastery owners, than it is of importance for non-Randstad micro roastery owners. The explanation for
the average value of importance of the geographical location has two sides. On the one hand, the
ability the distribute the roasted coffee throughout the Netherlands and Europe is easy by post
(Transcript ZH4, pos.67). On the other hand, for some micro roasteries, their geographical location
very important regarding their sustainability goals and CO2 neutral production as well as for the
distribution of their roasted coffee by bike (Transcript Dre1, pos. 182). Further, the majority of the
micro roastery owners is satisfied about their current geographical location and does not have the
urge to move to another location within the city they are currently located or to another location in
the Netherlands.
Network interaction
In this thesis, network interaction is assessed by means of being a member of a representative
organization and distribution of customers.
In general, the owners of the micro roasteries indicate that being a member of a representative
organisation does not add value for the interaction with their network. The majority of the micro
roastery owners (67%) do not see any advantage in being a member of a representative organisation
(Figure 15). The main reason not to be a member is that they see no added value of becoming a
member. NH3 would see opportunities of becoming a member of a representative organisation.
However, there is no representative organisation that represents his goal to uplift the coffee farmer
and to make an impact (Transcript NH3, Pos. 69). However, one-third of the micro roasteries are a
member of a representative organization, namely SCA (Specialty Coffee Association) or a knowledge
sharing organisation (Figure 14). Most of the micro roasteries indicate that when they are a member
of a representative organisation, they are a member of SCA. However, SCA is not seen as a
membership. Since a SCA membership and certificates are obligated, in order to be certified to offer
educational activities about coffee as Authorized Specialty Coffee Trainer or to participate in coffee
and barista competitions.
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To assess whether the interaction with the micro roastery customers is based on the network they
have built, the distribution of regular customers and new customers is indicated. The majority of the
micro roasteries (81%) has 70% or more returning customers. And 9,5% of the micro roasteries have
50% or 60% returning customers. Two micro roasteries (Gro2 and NH6) could not indicate the
distribution of customers in returning and new customers and did not answer the question. Overall,
the micro roasteries have to a large extent of returning customers.
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4.1.4 Conclusion micro firm dimensions
After deduction for non-coffee roastery activities, all 21 participating Dutch micro roasteries in the
sample of this research meet the requirements of being a micro firm, which implies a turnover of less
than € 700,000 and less than 10 Fte’s. However, this sample does not represent the total population
of Dutch micro roasteries. Due to the fact that 5 provinces are not included in the sample, because
those micro roasteries were not able to participate or there were too little or no micro roasteries
located in the province.
Furthermore, the sample of micro roasteries have relatively a longer period peak of foundation
ranging over the period 2014-2019 and the interviewed micro roasteries have their year of foundation
peak in 2017-2018. A conclusion can be formed that Dutch micro roasteries are in general young firms,
that emerged over the last 5 years.
Overall, the micro roasteries have the same core business activities. However, some
participate in non-coffee roasting related activities to differentiate their micro roastery, to offer a
complete assortment or to contribute to their goals of sustainability and uplifting the coffee farmer
and the coffee value chain.
The majority of the micro firms make decisions based on intuition and on formal processes. On
average, the majority (57%) of the decisions are made based on intuition and 43% based on formal
decision-making processes. The more owners (two or three) a micro roastery has, the more activities
are divided over the owners. Furthermore, the more the Fte’s, the more activities are divided over the
employees. Therefore, is assumed that the owners are not involved in every aspect of the activities.
Thus, in majority of the micro roasteries, the decision-making process is done together.
The most common goals indicated by micro roastery owners are: social responsibility, growth,
fair coffee product, sustainability and transparency, and quality. Thus, there can be assumed that
micro roastery owner have more social-oriented goals than business-oriented goals. The micro
roasteries can be distinguished in the personal characteristics of the micro roastery owner in Table 11.
Of the micro roasteries there can be distinguished between Randstad and non-Randstad locations.
From the roasteries set placed in Randstad, 46% are locally oriented and sell their coffee in the city
where they are located or within an on average radius of 20 kilometres. Whereas roasteries in nonRandstad serve a wider area in radius of kilometres. And 75% of the micro roasteries are locally
oriented. However, the importance of the geographical location is for both average. Furthermore, the
majority of the micro roastery owners is satisfied about their current geographical location and does
not have the urge to move.
In general, the owners of the micro roasteries indicate that being a member of a representative
organisation does not add value for the interaction with their network. However, one-third of the
micro roasteries are a member of a representative organization, namely SCA (Specialty Coffee
Association) or a knowledge sharing organisation. But this membership is for administrative purposes.
Overall, the micro roasteries have to a large extent returning customers, which can possibly
relate to local involvement and brand awareness.

4.2 External conditions
Section 4.2 presents and discusses the results of the external conditions of the emergence and
performance of the interviewed micro roasteries and answers SRQ3. These results are collected from
the desk research and 21 conducted interviews with micro roastery owners. This way, the researcher
can research for the influence of the external conditions on the emergence and performance of Dutch
micro roasteries. Section 4.2 is divided into four subsections: 4.2.1 basic market conditions, 4.2.2
market structure, 4.2.3 firm’s conduct and 4.2.4 conclusion of the external conditions.
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4.2.1 Basic market conditions
The basic market conditions are assessed by demand and supply conditions. The demand conditions
are tested by the change in the coffee market and the point of sales. The supply conditions are tested
by location of micro firm and the use of technology.
Demand conditions: Change in market
All micro roastery owners indicated changes in the popularity and consumer behaviour in the Dutch
coffee roasting sector in the past years. The trend of specialty coffee is ongoing for about five years
now (Transcript Gel1, pos.77). The micro roastery owners indicate six reasons for change in the coffee
market over the past years: increased knowledge about coffee, increased awareness about specialty
coffee, increased awareness of the quality of coffee, the willingness to pay a higher price for roasted
coffee, technological advance and the trend of locally produced products.
The first reason for change in the Dutch coffee market, is increased knowledge about coffee.
Worldwide, people became more aware about what they were drinking (Transcript ZH4, pos. 77). In
general, consumers did not know much about coffee ten years ago (Transcript NB1, pos. 92).
Nowadays, customers possess more knowledge about coffee than they used to have. As a result, they
ask more in-depth questions about coffee and are more demanding when it comes to the origin of
coffee including more transparency in the coffee value chain (Transcript NH5, pos. 109; Transcript
Gro1, pos. 67). Moreover, customers are more aware about quality, the taste, the origin and
sustainability of coffee (Transcript NH2, pos.84). Additionally, instead of consuming coffee, customers
want to experience coffee, they want freshly roasted coffee accompanied by a transparent story about
the coffee (Transcript Ove1, pos. 73).
The second reason is awareness about specialty coffee. Ten years ago, customers were not as aware
about the process of sourcing coffee by direct trade and Fairtrade as they are now. The awareness has
increased and is an explanation for the increased number of coffee roasters and the increase in
demand. However, some micro roastery owners indicate that there is still a long way to go in creating
awareness, and that the increased popularity of specialty coffee is just the beginning (Transcript ZH4,
pos. 77). The changing trend has been ongoing for decades already. It is not just something that has
changed over the last three years (Transcript NH4, pos. 78). The Netherlands went through a
development of popular coffee products. Coffee from Douwe Egberts was the most popular coffee for
decades, later Senseo coffee pads became very popular. Coffee in cups grew in popularity in recent
years. Customers today demand high-quality, freshly roasted coffee. Thus, emergence and transition
to freshly roasted high-quality coffee took place (Transcript NB2, pos. 72).
The increased awareness of quality of coffee, is the third reason indicated by micro roastery owners
for a change in the coffee market (Transcript NB1, pos.92; Transcript Gro1, pos. 67). Customers get
more used to buying and consuming higher quality coffee. A change is seen from ready-made coffee
to old fashioned coffee grinding machine (Transcript NH6, pos. 95; Transcript NH9; pos. 67). Moreover,
the B2B coffee market changed a lot. Earlier, hospitality industry firms would choose their partners
based on which firm could provide a machine and had the best price. Nowadays, firms are offering
more, focussing on the quality and being willing to invest in having their own machinery. Hospitality
industry firms choose their partners, not just for the coffee beans they are willing to offer, but also for
the story about coffee (Transcript NH3, pos. 79). Consequently, offices and hospitality industry firms
want to offer a high-quality specialty product to employees and consumers. Multinational coffee
roasteries do not produce such a high-quality product, since they produce a simple blend coffee for
everyone’s taste and a broad audience. Specialty coffee is not produced for everyone’s taste, but for
a small audience of people who like to consume specialty coffee. Furthermore, B2B customers demand
freshly roasted coffee produced and roasted on request according to their specific wishes (Transcript
NH5, pos. 105).
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The fourth reason of change in the coffee market is the willingness to pay a higher price for roasted
coffee. In general, the price of roasted specialty coffee is high, as for a high-quality product a higher
price is set. Furthermore, due to the increased popularity the price of specialty coffee increased as
well. The expenditure pattern of consumer increased, therefore ‘expensive’ trends such coffee to go
became popular. In addition, the willingness to pay more for good quality coffee has increased
(Transcript Gro1, pos. 67; Transcript NB1, pos. 92; Transcript Nh6, pos. 95; Transcript NH7, pos.118).
Technological advance is the fifth reason for change in the coffee market. Due to the fact that new
roasters, grinding machines and filling machines were developed, smaller sized production and thus
micro roastery could emerge and develop. Nowadays, micro roasteries are able to roast small batches
specialty coffee. Earlier, only big batches of coffee could be roasted and to start a micro roastery was
too risky and expensive (Transcript NH1, pos. 123). The popularity of coffee increased by the use of
the trending technique of latte art. Latte art gave the whole coffee sector a boost, because it created
awareness in media (Transcript ZH2, pos. 75). Besides, technological advance led to new solutions for
coffee consumptions at firms. The quality of coffee at firms is not as desired. Micro roasteries that
focus on B2B customers offer those firms a high-quality coffee to fulfil the desired quality (Transcript
ZH1, pos. 78; Transcript NB1, pos. 154).
The trend of locally produced products is the sixth reason for changes in the coffee market. The focus
of specialty coffee the niche market is for some micro roastery owners on local production. Locally
roasting coffee is an element adding to the experience for customers who buy freshly roasted coffee
(Transcript Gro1, pos. 75; Transcript Dre1, pos. 94). The timeline of the increased popularity of
specialty coffee varies per location in the Netherlands. The coffee trend and popularity of specialty
coffee in Randstad, especially in Amsterdam, is further developed than non-Randstad. Furthermore,
the specialty coffee scene in Amsterdam is more internationally oriented. Specialty coffee was less
popular 4-5 years ago than it is nowadays. Micro roastery owners indicate that there are a lot of places
where coffee can be consumed. However, the places where high-quality specialty coffee can be
consumed are limited (Transcript NH4, pos.80). Because of the increased popularity, there is more
awareness for specialty coffee, also in media. This benefits the emergence and growth of the specialty
coffee roasteries (Transcript NH6, pos. 95).
Demand conditions: Point of sales
The target audience of the micro roasteries are indicated in three groups, namely Business-to-Business
(B2B), Business-to-Consumer (B2C) or both B2B and B2C. Table 11 shows per interviewed micro
roastery the focus on customers. Roughly half of micro roastery owners focus on B2B customer (48%)
and 29% of the interviewed micro roastery owners focusses on consumers. And a minority focusses on
both, B2B and B2C (24%). Overall, the majority of the micro roastery owners (77%) focusses on either
B2B or B2C.
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Table 11.
Focus on customers by micro roasteries .

Micro roastery
NH1
NH2
NH3
NH4
NH5
NH6
NH7
NH8
NH9
ZH1
ZH2
ZH3
ZH4
NB1
NB2
Gro1
Gro2
Gel1
Gel2
Ove1
Dre1

B2B

B2C

B2B &
B2C
x

x
x
x
x
x
x
x
x
x
x
x
x
x
x
x
x
x
x
x
x

Figure 16 provides an overview per micro roastery where the roasted coffee is sold. The B2B focused
micro roasteries sell the majority of their roasted coffee at the roastery itself (70%). They sell it at their
own roastery because this is where the coffee is roasted and distributed to wholesale, the hospitality
industry, offices and other firms. Whereas, one outlier of B2B focused micro roastery is the sale of
roasted coffee on markets and fairs, because the micro roastery sells a concept of mobile espresso
bars (Transcript NB1, pos. 33).
B2C focused micro roasteries sell their roasted coffee on more differentiated places. ZH3 and
Gel2 sell their roasted coffee exclusively online via their webshop. NH2 and Gro2 sell the majority of
their roasted coffee in their own coffee bar and the remaining part of roasted coffee is sold via the
roastery. NH8 and NH9 sell the majority of their coffee to consumers at markets and fairs.
Subsequently, a smaller share is sold online via the webshop or via the roastery.
The micro roasteries who sell both B2B and B2C have also a very differentiated sales channel. NH1 sells
their roasted coffee via physical stores and online, however the majority of roasted coffee goes to their
own coffee bar. NH6, NB2 and Dre1 sell their roasted coffee at their roastery, physical stores and online
via their webshops. ZH4 focusses the sales of roasted online via the webshop, and a minority of sales
via the roastery and physical stores.
In sum, B2B focused micro roasteries sell the roasted coffee primarily via the roastery, and B2C
focused micro roasteries via the three sales channels: own coffee bar, markets and fairs and online, in
order to serve a variety of consumers. Lastly, micro roasteries focussing on B2B as well as B2C sell their
roasted coffee at a variety of sales channels. The difference sales point per category is a logical result,
due to the fact that the micro roasteries serve a variety of customers.
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Figure 16. Point of sales for customers per Dutch micro roastery.

Supply conditions: Technology
In general, the main product sold by the micro roasteries is roasted coffee. However, a few micro
roasteries expand their assortment with tea, chocolate (NH8 and NH9) or other food products (Gro2,
NH2, NH4 and NB1). The main product of roasted coffee assortment is fixed or can change during a
year. Two-third of the micro roasteries has a changing assortment of types of coffee. A few times a
year a type of coffee is added or replaced. The main reasons to change a type of coffee are: availability
of type of coffee (71%), variation in assortment is fun (21%) and due to customer demand (7%). By way
of contrast, one-third of the micro roasteries has an almost fixed assortment. Reasons to supply a fixed
assortment are the consistency of the supplied coffee and to support a specific group of farmers.
Interim conclusion basic market conditions
In this section, the demand and supply conditions of the micro roastery coffee market are presented
and discussed. The subsection ‘basic market conditions’ contains the variables: change in the market,
the point of sales and technological change in the roasted coffee assortment. These variables influence
the emergence and performance of the micro roasteries.
The micro roastery owners indicate six reasons for change in the coffee market over the past
years: increased knowledge about coffee, increased awareness about specialty coffee, increased
awareness of quality of coffee, the willingness to pay a higher price for roasted coffee, technological
advance and the trend of locally produced products. These six reasons for change and increased
popularity of specialty coffee is mostly not influenced by the micro roasteries. However, the
emergence of the micro roasteries fastened the development of the specialty coffee scene and the
popularity of roasting coffee. Remarkable is the technological advance of machinery and as a result
the ability to have smaller sized production and thus the ability for the emergence and development
of a micro roastery.
50

The point of sales and the target audience indicate the customers of the micro roasteries. The
majority of the micro roasteries focusses on either B2B or B2C. Analysing the focus of the micro
roasteries and with regard to the points of sale a difference is seen. B2B focused micro roasteries sell
the roasted coffee merely via the roastery. One outlier of B2B focused micro roastery is the sale of
roasted coffee on markets and fairs, because the micro roastery employ a concept of mobile espresso
bars (Transcript NB1, pos. 33). Further, B2C focused micro roasteries via the three sales channels: own
coffee bar, markets and fairs and online, in order to serve a variety of consumers. Lastly, micro
roasteries focussing on B2B as well as B2C sell their roasted coffee at a variety of sales channels. This
is a logical result, due to the fact that the micro roasteries serve a variety of customers. Due to the
Corona crisis, several micro roasteries switched from B2B focused to B2B and B2C or to B2C focused.
As a result of the mandatory closure of the hospitality industry and other firms. A few micro roastery
owners indicate that possibly a permanent switch to B2C has occurred for them.
Change in assortment is due to availability of type of coffee (71%), variation in assortment is
fun (21%) and due to customer demand (7%). This indicates that the majority of the reasons to change
the coffee assortment is beyond the control of the micro firms. The micro roastery owners have little
influence on the quality and harvest of green coffee beans.
All in all, micro roasteries have little to no influence on the demand and supply market
conditions. However, the micro roasteries take part in the emergence and development of the micro
roastery industry and nourish the growth of the niche market.
4.2.2 Market structure
Section 4.2.2 presents and discusses the concepts of the market structure, namely barriers to entry
and exit, competitors and product differentiation. The barriers to entry and exit are subdivided into
the entrance to the Dutch coffee roasting market and the annual output produced. Next, the
competition in the micro roastery market are presented and interpret. Additionally, the product
differentiation is presented and interpret. Lastly, a conclusion is drawn about the market structure.
Barriers to entry and exit: the entrance to the Dutch coffee roasting market
The participating micro roastery owners were asked to indicate how they experienced the start-up
phase of their micro roastery. First, the reasons to start the micro roastery will be discussed. Next, the
experience of starting the micro roastery will be discussed.
Overall, the micro roastery owners indicated three main reasons to start a micro roastery: hobby and
passion, trends and opportunities in the coffee market, and independency.
First, for the majority of participants (76%) in this research, the main reason to start a micro
roastery was the fact that they saw roasting coffee as their hobby or passion. Roasting coffee is seen
as hobby or passion as reason to start a micro roastery for the following micro roasteries: NH1, NH2,
NH3, NH4, NH5, NH6, NH7, NH9, ZH1, ZH3, ZH4, NB1, Gro1, Gel2, Ove1 and Dre1. NH5 stated clearly
how micro roastery owners experience starting and running their firm: “In the end we made of that
hobby or passion our profession. Maybe it is even the other way around, we made our profession from
our passion?” (Transcript NH5, pos. 57).
Secondly, trends and opportunities in the coffee market encouraged a few owners to start a
micro roastery. At the time, a lot of varieties of coffee were not yet available in the Netherlands, the
traditional Dutch coffee market was narrow minded. NH1 and ZH2 saw an opportunity when they
started, since what they wanted to do or were doing, was not yet in the Netherlands (Transcript ZH2,
pos. 17). For example, a lot of coffee was bought in the UK (Transcript NH1, pos. 19). Furthermore,
micro roastery owners had innovating ideas to make the specialty coffee market more accessible
(Transcript Gel1, pos. 129: Transcript Gro2, 19; Transcript ZH4, 25). However, Gro1 noticed that there
was a lack of knowledge and a lack of variety in good quality coffee on a local level (Transcript Gro1,
pos. 17), therefore they wanted to start a micro roastery in the North of the Netherlands. The
expansion of the variation of coffees corresponds with the supply of bad quality of coffee. For three
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micro roastery owners was the trend of increasing demand for good quality coffee a cue to start a
micro roastery, because the quality of coffee in the hospitality industry was mediocre as well coffee
that was for sale in supermarkets (Transcript ZH1, pos.23; Transcript Gro1, pos. 17; Transcript NH8,
pos. 27). And, NB2 started the micro roastery because of their interest in craftmanship. They wanted
to create a high-quality artisan roasted coffee.
Thirdly, independency is also a reason why micro roasteries emerged. The micro roastery
owners did not want to work for a boss anymore and started their own firms. They owners chose to
start a firm for themselves, in order to have freedom and to determine everything themselves
(Transcript Dre1, pos. 24; Transcript NB1, pos. 27; Transcript NH1, pos. 33).
In sum, this means that hobby and passion are the most frequent indicated reason by micro
roastery owners. However, trends and opportunities are the most triggering reason for the micro
roastery owners to start. Therefore, the researcher interprets trends and opportunities as the most
important reason to start a micro roastery.
The experience of starting a micro roastery differs per micro roastery owner. The majority of the micro
roastery owners (52%) experienced the start-up phase as difficult. For them, it is challenging to enter
the market, since the coffee market is very competitive (Transcript NH3, pos. 95). By way of contrast,
19% of the micro roastery owners experienced the starting phase as positive and fun (Transcript NH2,
pos.104; Transcript NH7, pos.122), because they were already a known person or firm in the coffee
roasting sector (Transcript Gel1, pos.131). Furthermore, some micro roastery owners chose to start
small and to grow organically and slowly (Transcript NH6, pos. 23). This means there are barriers to
entry the Dutch coffee roasting market. However, when well-known in the sector, entrance is easier
due to contacts within the coffee roasting market.
NH1 has had a remarkable starting phase of their micro roastery, since NH1 emerged out of a
previous micro roastery. Moreover, NH1 was back then one of the early adopters of specialty coffee.
Therefore, by the owners NH1 is the start-up phase experienced as difficult. Moreover, they started
very small and grew with small steps over the years.
Barriers to entry and exit: Annual output produced
There is a major difference in annual output produced of the micro roasteries. Figure 17 provides an
overview of the annual production (in kilograms) of the interviewed micro roasteries. The range in
kilogram goes from 500 kg per year up to 80000 kg per year. The modus of annual production of
roasted coffee is 5000 kg. On average, the annual roasted coffee is approximately 13000 kilograms.
Four micro roasteries are outliers and produced more than 13000 kg. Furthermore, the majority of the
annual output produced is below 13000 kg. Four micro roasteries produce annually very little and
below 1500 kg. The annual output produced of this sample cannot be compared with the annual
output produced of the total population, because the average or annual output roasted coffee
produced is not published or not even measured. The micro roasteries who produce more than 13000
kg are not necessarily the micro roasteries with an annual turnover of over € 0.7 million. However, the
micro roastery producing 80000 kg has a turnover of over € 0.7 million. But the firm producing second
most, 50000 kg, has a turnover between € 0.35 million and € 0.7 million. Remarkable is the annual
output produced of 30000 kg, they have an annual turnover of less than €0.35 million. The researcher
interprets that a kilogram of coffee is sold for a lower price relative to the competition or the roasted
coffee is used for other activities and not for sale. Vice versa, produces one micro roastery 6266 kg of
roasted coffee and have an annual turnover of over € 0.7 million. Therefore, the researcher concludes
that the majority of the annual turnover of this coffee roastery is obtained by non-coffee roasting
activities, for example the coffee bar and related other beverages and food products. Furthermore,
the micro roasteries with a lower annual output produced do have an annual turnover below € 0.35
million.
Overall, the micro roasteries with a lower annual output produced do have an annual turnover
of below € 0.35 million and the micro roasteries with a higher annual output produced do have an
annual turnover of over € 0.7 million. By way of contrast, a few micro roasteries produce a high
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Number of micro
roasteries

amount of roasted coffee, however the volume in kilograms roasted coffee is not recurring in the
amount of the annual turnover. Vice versa, a micro roastery with a high annual turnover does not
necessary mean that the annual output produced is high. The researcher interprets that micro
roasteries are not restricted by producing a minimum size of kilograms of roasted coffee in order to
be able to enter the market. Every home micro roaster can possibly enter the market; however,
survival and success are not guaranteed.
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Figure 17. Annual production (in kg) of micro roasteries.

Competition
Micro roastery owners indicated how they experience competition. Figure 18 provides an overview of
the change experienced in competition in the coffee roasting market by the micro roastery owners
over the recent years. Almost half of the micro roastery owners (48%) do not experience any change
in competition over recent years. A few micro roastery owners indicated not to suffer of the
consequences from the increased popularity, and competition of micro roasteries (Transcript Dre1,
pos. 132; Transcript NH8, pos. 130, Transcript NH9, pos. 89). Moreover, Gel1 states about not being
bothered by competition, according to him it depends on what you define as competition. Gel1 tries
to be unique, and states that if it does not appeal to customers, then they have to go somewhere else.
So, Gel1 does not see them as competitors. Because, those customers are simply not ‘the right fit’ for
Gel1 (Transcript Gel1, Pos. 135). Other micro roastery owners do not see any difference or a pattern,
some roasteries entered the market and some exited the market (Transcript NH6, pos. 121). ZH3
indicated that there does not change much within one year, which makes it hard to note the change
in competition (Transcript ZH3, pos. 117).
The minority of the micro roasteries (19%) experience an increase in competition. A few years
ago, there was an increase in competition and everyone became a coffee roaster. This can be explained
by the trend of being a hobbyist roasting coffee at home (Transcript NH2, pos. 108; Transcript NH3,
pos. 97). Furthermore, coffee roastery owners experience the local coffee roasting market as more
competitive (Transcript ZH2, pos. 101).
One-third of the micro roastery owners experience a strong increase in competition. The
specialty coffee sector is a scene of copycats, the most popular or successful micro roastery is copied
by its competitors (Transcript NH4, pos. 84). The competition is huge, as on almost every corner of
every street a new micro roastery is popping up (Transcript NH5, pos. 159; Transcript ZH4, pos. 77).
However, as micro roastery owner it is tough to compete in the Dutch coffee roasting market
as micro firm, because the lack of advantage in brand awareness, no purchasing advantages, and a
very competitive market (Transcript ZH1, pos. 80).
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Figure 18. Change in competition

The change and increase in competition show the growth in popularity of specialty coffee and explains
the increased popularity of the consumption of freshly roasted high-quality coffee. The micro
roasteries experience competition from various groups of competitors and not just from one group of
competitors. Figure 19 provides an overview of the groups of competitors from whom competition is
experienced.
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Figure 19. Competitors of micro roasteries per category of competitors.

The groups of competitors, that are experienced by the micro roastery owners as competition, are
very diverse. Three micro roastery owners experience competition from only one group of
competitors, the remaining 18 micro roasteries see multiple groups of competitors as competition.
Hence, Figure 20 contains more than 21 roasteries. Remarkably is that one micro roastery experiences
no competition (Gel1), and one other micro roastery experiences competition by big beverage firms,
for example Heineken (Gro1). The reason to see Heineken or any other big beverage firm as
competition is because of the binding contracts with hospitality industry customers. Furthermore,
those big beverage firms supply coffee, all other beverages, and corresponding equipment. As micro
roastery it is difficult to interfere in those contracts (Transcript Gro1, Pos. 97). NH9 experiences most
competition of multinationals such as supermarkets, because they sell coffee at a very low price
(Transcript NH9, pos. 91).
NH1, ZH1, and Ove1 experience not only multinationals as competition but also middle, small,
and micro roasteries. Competition is experienced on every level in the market. Furthermore, on the
one hand coffee roasteries who are B2C focused, experience mostly competition from multinationals,
and middle sized roasteries. On the other hand, in the specialty coffee market, and B2B focused, more
competition is experienced from small and micro roasteries (Transcript NH1, pos.19; Transcript ZH1,
pos.114; Transcript Ove1; pos.87).
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Of all competitors, small and micro sized roasteries are experienced as most competitive micro
roastery owners. Furthermore, if customers choose micro roastery coffee, then only a few micro
roasteries are an option, due to the fact that micro roasteries are a niche market people consciously
choose for specialty coffee. Therefore, small and micro roasters are seen as main competition
(Transcript NH2, pos. 110).
Nine micro firms experience competition in their region. Especially Gro2 as they only
experience competition locally from small and micro roasteries. Especially in the province of NoordHolland where a lot of roasteries of all sizes are located, also local competition is experienced.
NB1 experiences competition of small roasteries inside and outside the Netherlands, since
they focus of their product of mobile espresso bars throughout Europe (Transcript NB1, pos.134).
Product differentiation
Product differentiation is assessed by indication of unique firm and product characteristics of the micro
roasteries. Table 12 provides an overview of the unique characteristics of micro roasteries with the
corresponding overarching code. Most micro roasteries see their unique characteristic in: personal
contact, freshly roasted coffee, on-demand roasting, traceability, unique taste, and quality. Thus,
uniqueness is seen in the product of roasted coffee itself and in the techniques used to produce coffee.
Additionally, the personal contact and characteristics of the micro roastery owners makes their
firm distinctive. However, some micro roasteries own very unique characteristics which their
competitors do not have. The owners of ZH4 is Latin-American, which is unique because it facilitates
relationships with coffee farmers and suppliers more easily, because the farmers are from LatinAmerica. NH2, and ZH4 are owned by women, which is unique because most micro roasters are men.
Next, NH3 is a unique micro roastery because it is partly located in East-Africa and the owners buy
coffee from one source in East-Africa. The high-quality service of NH7 differentiates them from their
competitors. Remarkably is the statement of NB1: “Everyone does the same” (Transcript NB1, pos.
140). Which suggests that every micro roastery does more or less the same and sells the same story of
buying green coffee straight from the coffee farmer.
Table 12.
Unique characteristics of micro roasteries.

Micro
firm
NH1
NH2

Unique characteristic

NH3
NH4
NH5
NH6
NH7
NH8
NH9
ZH1
ZH2
ZH3
ZH4
NB1
NB2
Gro1
Gro2
Gel1

Traceability, sustainability, social responsibility, East-Africa, buying from one source
Personal contact
Fresh roasted coffee, on-demand roasting
On-demand roasting, unique taste, good quality-price ratio, accessibility
High-quality service
Traceability
Personal contact
Traceability, unique taste, solution for coffee at offices
Personal contact, quality
Unique taste, quality
Personal contact, on-demand roasting, Latin-America
Personal contact, traceability, unique taste
Fresh roasted coffee, locally oriented
Fresh roasted coffee, Traceability, locally oriented, knowledge sharing
Quality
True to own goals

True to their goals
Personal contact, roastery owned by women
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Gel2
Ove1
Dre1

Fresh roasted coffee, unique taste, quality
Personal contact, fresh roasted coffee, on-demand roasting, No contracts with
customers
Sustainability, social responsibility, no contracts with customers

Interim summary and conclusion market structure
In sum, the Dutch coffee roasting market has barriers to entry, however it is easy to start home
roasting. The researcher interprets that micro roasteries are not restricted by producing a minimum
size of kilograms of roasted coffee in order to be able to enter the market. Every home micro roaster
can possibly enter the market, however is not guaranteed to be successful, and to survive in the
market. Furthermore, it is difficult to grow as micro roastery, and to create a strong brand identity and
brand awareness in the Dutch coffee roasting market. Next, competition in the coffee roasting market
has increased, and is very diverse. However, there cannot be concluded that Non-Randstad or
Randstad located micro roasteries experience more local competition. Lastly, uniqueness of the micro
roasteries is differentiated in the niche market of micro roasteries. Uniqueness is seen in the product
of roasted coffee itself and in the techniques used to produce coffee, for example roasting small
batches of coffee. Thus, the market structure is monopolistic competition.
To conclude, growth in demand increases the number of entrants to the market, which results in more
competition in the market and a need for differentiation. If new differentiated products or services are
created, possible niche markets may emerge, and micro firms may be born. Additionally, there is a
variety of point of sales due to various target groups of customers and sales points. Thus, it is not
totally clear how much the purchase methods influence the market structure. However, what can be
assumed is that the variety of point of sales influences or encourages product differentiation. The
researcher assumes that the point of sales can influence the market structure’s product differentiation
in the sense of unique characteristics in personality of the micro roastery owner. Furthermore, due to
changes in assortment, product differentiation emerges. Therefore, supply conditions have in practice
a positive influence on market structure.
Thus, basic market conditions have a positive influence on the market structure. In specific,
the increased competition is an important indication in practice about the market structure. Moreover,
these developments indicate that market structure influences the micro roastery’s conduct.
4.2.3 Micro roastery’s conduct
Section 4.2.3 presents and describes the firm’s conduct divided into internal growth and external
growth. Internal growth is sub-divided into crucial moments in the development of the micro roastery,
investments and production costs. Additionally, external growth is sub-divided into two indicators,
namely influence and position, and communication and media.
Internal growth: crucial moments in development of the micro roastery
Overall, there are four crucial moments in the development of micro roasteries indicated by almost all
micro roastery owners: the move of the roastery to another location, investments, starting the coffee
roastery, and having an own location. Furthermore, starting the micro roastery as crucial moment is
resigning the previous job (Transcript ZH1, pos.138). Furthermore, micro roastery owners indicate a
wide variety of crucial moments in the development of their micro roastery. Hiring employees is
indicated as a big step by micro roastery owners (Transcript NH2, pos. 126, Transcript Zh2, pos.109).
Next, a crucial development was the start and opening of a coffee bar (Transcript Gro2, pos. 119;
Transcript NH2, pos. 126; Transcript ZH4, pos. 115). Furthermore, winning coffee prices,
communication with coffee farmers, launching the web shop, acquisition of customers, mergers,
collaborations with new partners, and determining firm’s focus are labelled as crucial moments by
micro roastery owners.

56

Remarkable is that the majority of the micro firm owners indicated the start, and investments in
machines and equipment as most crucial in order to develop, grow and increase the micro roasteries’
performance.
Internal growth: investments
Table 13 provides an overview of the past and future investments, and innovation of the micro
roasteries. Furthermore, Table 13 contains a short explanation about the result of the results or effects
of the investments. All micro roasteries invested in machinery such as coffee roaster, espresso
machines and a coffee grinder, and packing material. For the micro roasteries with a coffee bar, the
investment in the coffee bar was crucial in the growth of their firm and in size of investment (Transcript
NH1, pos. 155). Furthermore, a few micro roasteries investment in real estate by buying a new building
for growth opportunities, for being independent or reconstruction of the current building. Moreover,
investments in non-tangible goods as employees (Transcript Gro1, pos. 123; Transcript Ove1, pos.25,
and investments in relationships and direct links with coffee farmers (Transcript NB1, pos. 148). This
indicates that investments are important for the improvement of the micro roasteries’ performance.
The first result or effect of the investments is to be able to start the micro roastery in the first
place (Transcript NH1, pos. 157; Transcript NH8, pos. 174). Next, the majority of the results or effects
of the investments were the increase of the production capacity, increase of the number of customers
(Transcript NH7, pos. 136; Transcript NH9, pos.. 105; Transcript Gel2, pos. 117), growth of the micro
roastery (Transcript NH1, pos. 159; Transcript NH6, pos. 145; Transcript NH9, pos. 105), and
improvement of quality (Transcript NH2, pos. 134; Transcript NH1, pos. 159; Transcript ZH1, pos. 142).
However, the researcher noticed that only one micro roastery indicated the improvement of working
conditions (Transcript NH4, pos. 134. Investments in machinery improves the working conditions for
all micro roasteries, however it is not mentioned by a lot of micro roastery owners. Additionally,
another remarkable and important effect or result is that the micro roasteries have the ability to
produce customer specific coffees in small batches due to the investments in machinery (Transcript
NB2, pos. 108). The firm’s conduct is influenced by the developments in the coffee market. If there
was no technology available to produce small batches of roasted coffee, then it was less likely that
micro roasteries emerged or performed well.
Table 13.
Past investment and their results or effects, and future investments of micro roasteries.
Micro
Past investments
Results/effects of investments
Future investments
roastery
NH1
Machinery, coffee
To start, negative effect on
Efficiency packaging machine, new
bar
cashflow, continuity and growth
types of coffee
of quality
NH2
Machinery
Improvement of quality,
Creating a sustainable coffee
roastery,
NH3
Machinery, buying
To stay lean
Getting more sales, develop
coffee
transparent model
NH4
Machinery, coffee
Improvement of the working
Bigger coffee roaster and a
bar
conditions
packing machine
NH5
Machinery, building
Increase of capacity
Human capital, second coffee
roaster
NH6
Machinery
Efficiency and growth
No plans
NH7
Machinery, building
Increase of capacity
Filling machine
NH8
Machinery
To start the roastery
Bigger coffee roaster
NH9
Machinery, buying
Growth
Own coffee bar, hiring employees
coffee
ZH1
Machinery
Improvement of quality,
The use of more sustainable
efficiency and growth
production techniques
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ZH2
ZH3

Machinery,
management of firm
Machinery, building

ZH4

Machinery, building

NB1

Machinery, direct
links with farmers
Machinery

NB2
Gro1
Gro2
Gel1
Gel2

Machinery,
employees
Machinery
Machinery
Machinery

Ove1

Machinery, human
capital

Dre1

Machinery

Smoother operation, growth
Low in cashflow, increased
awareness
Improved production capacity,
growth
Making money,
To be able to produce and let
people enjoy coffee
Improvement of quality, increase
of production capacity, growth
Growth
Growth
Increase production capacity and
number of customers
Increase production capacity

Increase production capacity

Investment in quality control,
hiring employees
Create a financial buffer
Bigger roaster
Suppling offices
Develop new ideas
New market stall
Secret
No plans
No plans
Professionalization of website,
new machines, education of
people
Making the micro roastery more
sustainable

Furthermore, Table 13 also contains the plans for future investments. The majority of the investment
plans by micro roastery owners are in machines and equipment, efficiency of production process or in
human capital. However, a few micro roastery owners do not have plans regarding investments, and
innovations for the future (Transcript Gel1, pos. 157; Transcript Gel2, pos. 119). Additionally, there are
no plans for investment, however there are plans to support gradual growth of the roastery (Transcript
NH6, pos. 147). The reasons for future investments are for growth of capacity, efficiency, to become a
sustainable micro roastery, and new techniques to improve the production process.
The majority of the micro roastery owners (95%) is positive about the continuation of their micro
roastery and the future. As expected, the Corona crisis brings some uncertainties about the future.
However, as long as the important customers do not go bankrupt, the micro roastery owner do not
have anything to fear. By way of contrast, 5% of the micro roastery owners is negative about the future
because the hospitality industry is not in operation and those customers are their biggest share of sales
in roasted coffee.
Internal growth: production costs
The majority of the micro roasteries (43%) experience a decrease in production costs. Due to the fact
that the demand in coffee increased and that micro roasteries invested in machines, buildings,
employees, and relationships the efficiency of roasting coffee increased, thus the production costs
decrease. Roasting coffee is less time consuming, because more kilograms of coffee can be roasted in
the same amount of time. This results in lower fixed costs and an increase of the annual turnover.
Moreover, due to capacity increase roasting coffee is less time consuming and more efficient
(Transcript NH7, Pos. 150). Furthermore, micro roasteries save money by the use of less energy
consuming machines or buildings. For example, production costs have decreased after moving to a
new building, because earlier more expensive production methods were used (Transcript NH8, pos.
180). Next to that, the fact that micro roasteries depreciated the value of the investments they did
years ago, decreased the production costs as well.
Of the micro roasteries indicated 29% that the production costs are approximately the same.
They indicated that there are minor fluctuations in their production costs, mostly caused by
fluctuations of the price of green coffee. Next to that, the production costs are the same because they
have a fixed capacity of annual output. Indicated by one micro roastery owner is that when a bigger
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roaster will be bough, the production costs will decrease. Without increase in capacity, the production
costs are still the same (Transcript NH9, pos. 113).
However, 24% of the micro roastery owners indicated that their production costs have
increased the past years due to the fact that the price of green coffee increased. Those micro roasteries
pay the coffee farmers a higher price for their green coffee in order to pay a fair price, to try to make
an impact, and treat the coffee farmer well. A higher purchase price of green coffee results in a higher
selling price of the roasted coffee: “We try to work with a few specials. That had to do with the fact
that those specials a more expensive when purchasing the green coffee. That results in a higher selling
price. Not every customer is willing to pay 35 euros for a kilogram coffee” (Transcript NH7, pos. 118).
Interim conclusion firm’s conduct: internal growth
The micro roastery’s conduct is researched and consist of various variables and indicators. The micro
roastery’s conduct is divided into internal growth and external growth. Internal growth is researched
with three indicators, namely crucial moments in the development of the micro roastery, investments,
and production costs.
First, crucial moments in development of the micro roastery have a positive influence on the
performance of the micro roastery, because the crucial moments indicated by the micro roastery
owners are events with a positive influence on the firm’s performance. Remarkable is that the majority
of the micro firm owners indicates the start and investments in machines and equipment as most
crucial in order to develop, grow, and increase the micro roastery’s performance.
Second, all micro roasteries invest in their firm and mainly invest in machinery and in the
building. The firm’s conduct is influenced by the developments in the coffee market. If there was no
technology available to produce small batches of roasted coffee, then it was less likely that micro
roasteries were emerged or performed well. Due to technological advance through investments the
internal growth of the micro roasteries has a positive influence on performance.
Third, the influence of production costs of the micro roastery on the firm’s performance are
hard to estimate. Although there cannot be drawn a clear conclusion, because the micro roastery
owners estimate of the fluctuation in production costs too differently and the reasons why there was
a change or not in production costs are too vague or variated. What can be concluded is that the
change in production costs is case specific depending on the phase where the micro roastery is in, the
micro roastery owner, and the economic and political situation.
Overall, the internal growth of the micro roasteries is influenced by changes market structure.
Due to the increased competition in the coffee roasting market micro roasteries are forced to invest
and innovate in order to stay on the coffee roasting market. Furthermore, the internal growth has a
positive influence on the performance of the micro roasteries, because of technological advance,
changes took place in the market and at some micro roasteries the number of employees has
increased.
External growth: influence and position
The influence and position of the participating micro roasteries is by the majority of the micro roastery
owners (81%) seen as that they have very little influence. For example, one micro roastery advertises
with the slogan “we are the smallest of the world” (Transcript Gel2, pos. 81). Micro roasteries often
use the fact that they are small as asset in order to show their expertise and high-quality product
(Transcript Gro2, pos. 92; Transcript Gel1, pos. 129). The minority (19%) of the participating micro
roasteries indicate that they do have influence on the Dutch coffee market. Three micro roasteries are
very well known in the market and are early adapters that they think they are always one step ahead
of their competitors and therefore have a good position (Transcript, Nh5, pos. 113; Transcript NH6,
pos. 99). Due to the fact that NH1 participated in a few coffee roasting competitions, they have an
above average brand awareness and influence in the coffee market as Dutch micro coffee roastery
(Transcript NH1, pos. 129).
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External growth: communication and media
Micro roasteries indicated not to participate in coffee roasting and coffee quality competitions to
create brand awareness (Transcript NH5, pos. 145; Transcript Gro2, pos. 21). However, this media
awareness during the start-up phase created exposure and possibly more customers and a jump-start.
Furthermore, having a coffee bar creates brand awareness and a big share of customers for the coffee
roasted by the micro roasteries (Transcript NH1, pos.159; Transcript NH2, pos. 88). For example, ZH4
opened a coffee bar for seven to eight months and closed it, because the owner experienced the coffee
bar as too time consuming as she had to expand her menu with food. However, she wanted to focus
on sourcing and roasting coffee in order to connect the customer with the farmer (Transcript ZH4, pos.
29).
Additionally, having an accurate website and social media are indicated as very helpful in
online brand awareness (Transcript NH2, pos. 86; Transcript NH9, pos.85; Transcript ZH4, pos.103). A
small group of micro roasteries does not actively act in communication activities, they indicate that
word-of-mouth is the most important form of communication (Transcript Gro1, pos.89; Transcript
Dre1, pos. 106; Transcript NH4, pos.148; Transcript NH9, pos. 127; Transcript Nb2, pos. 70).
Another form of communication is education, next to roasting coffee, Gel1 focusses on
storytelling and facilitates consultancy projects for bigger coffee roasteries and firms. Communication
and storytelling in important, because a firm can have a beautiful sustainable product, however if it is
not accompanied with a good story the importance of added value is missed (Transcript Gel1, pos. 23).
Interim conclusion firm’s conduct: external growth
The majority of the micro roastery owners indicated that they have little to no influence in the coffee
roasting market. However, three micro roasteries are so well known in the market and are early
adapters that they think they are always one step ahead of their competitors and therefore have a
good position. Therefore, can be concluded that micro roasteries have too little influence on external
growth.
Furthermore, having a coffee bar creates a lot of brand awareness and a big share of customers
for the coffee roasted by the micro roasteries. A small group of micro roasteries does not actively act
in communication activities, they indicate that in a local orientation word-of-mouth is the most
important form of communication. Thus, the communication and media of the micro roasteries does
not have much influence, because the most micro roasteries are not actively involved in promotional
activities for their micro roasteries’ brand awareness.
Overall, the micro roasteries do not actively participate in activities for external growth, thus
their influence is minimal. There is too little known about the exact positive or negative influence
external growth could possibly have on the micro roasteries performance.
4.2.4 Interim conclusion external conditions
In sum, micro roasteries have little to no influence on the demand and supply market conditions.
However, the micro roasteries take part in the emergence and development of the micro roastery
niche market
Furthermore, basic market conditions have a positive influence on the market structure.
Especially, the increased competition is an important indication in practice about the market structure.
And these developments indicate that market structure influence the micro roastery’s conduct.
The internal growth of the micro roastery’s conduct is positively influenced by changes market
structure. Due to the increased competition in the coffee roasting market micro roasteries are forced
to invest and innovate in order to stay on the coffee roasting market. The micro roastery’s conduct has
overall a positive influence on the performance of the micro roastery. On the one hand, the internal
growth has a positive influence on the performance of the micro roasteries. On the other hand,
however, the influence of external growth on the micro roasteries’ performance is minimal, for example
due to no active participation by the micro roasteries in promotional activities for external growth.
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There is too little known about the exact positive or negative influence external growth could possibly
have on the micro roasteries performance.

4.3 Internal conditions
Section 4.3 presents and discusses the results of the internal conditions of the emergence and
performance of the interviewed micro roasteries and answers SRQ4. These results are collected from
the desk research and 21 conducted interviews with micro roastery owners. This way, the researcher
can research for eventual patterns and the influence of the internal conditions on the emergence and
performance of Dutch micro roasteries. Section 4.3.1 discusses the most important and unique
resources used by the micro roasteries.
4.3.1 Resources
All micro roastery owners indicated the top three of most important resources for their micro roastery.
Beforehand, the researcher divided the resources into six categories: physical resources, financial
resources, technological resources, human capital resources, organisational resources, and
reputational resources. Figure 20 provides an overview of resources ranging from most important to
the least important resources. The most important resource indicated by micro roastery owners is
human capital, 18 micro roastery owners included human capital in their top 3 of most important
resources.
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Physical resources
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Figure 20. Most important resources used by micro roasteries.

Human capital resources
Human capital resources are indicated by 86% of the micro roasteries in the top three of most
important resources. There are various reasons indicated by the micro roastery owners why human
capital resources are important. Three main reasons indicated by micro roasteries as the importance
of human capital are the owner of the micro roastery as the face of the firm, the importance of finding
the right skilled employees, and the transfer of knowledge and expertise about coffee.
The first reason why human capital resources are one of the most important resources because
they as owner(s) represent the whole firm. In a one-man business it all depends on the owner, if he or
she has no time or no longer enjoys working in the micro roastery, this can mean the end of the micro
roastery (Transcript Gel1, pos. 133). Furthermore, the relationship and communication with customers
is very important (Transcript NB2, pos. 130; Transcript NH5, pos. 205; Transcript ZH1, pos. 174). It is
the owner’s expertise, knowledge, and connection with the farmer that makes the micro roastery
unique. As a result, the development of the micro roastery owners is a continuous process of learning
and adapting (Transcript NH4, pos. 129).
The second reason is finding the right skilled employees in order to achieve the firm’s goals. A
few micro roasteries experience finding the first employees as very difficult. However, they indicate
once you have the first employee the others will follow more easily. Finding the first employees is very
difficult, because the firm does not have much brand awareness yet. On local level the micro roasteries
are well-known and easier to find a local employee, as a result of word of mouth. It is a continues
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process, as employees often do not stick with the micro roastery forever (Transcript NB1, pos.198).
Moreover, micro roastery owners indicate that it all starts with hiring the right employees (Transcript
ZH2, pos. 123).
The third reason is the transfer of knowledge and experience. The distribution of knowledge
internal in the firm to employees as well was outside the firm are indicated as important resources
(Transcript Gel1, pos. 173; Transcript NH2, pos. 150). As indicated in section 4.1, educational activities
can be a micro roastery’s goal or ambition, and part of micro roasteries’ core business. Subsequently,
knowledge and experience possessed by employees, for example when an employee is allowed to give
SCA certified trainings to train people and customers, is important for to run the firm’s operation
smoothly (Transcript Gro1, 151). Furthermore, investments in educational activities for the owners
themselves and their employees are needed to keep on learning (Transcript NH5, pos. 207).
A few micro roasteries had a divergent reason for the importance of human capital resources.
One micro roastery indicates that the use of a specific group of people in society as employees and
offer sheltered employment, because that specific group of people have poor job prospects on the
labour market (Transcript Dre1, pos.178). Furthermore, two micro roasteries indicated the importance
of human capital in providing high quality service for customers (Transcript NH7, pos. 166; Transcript
ZH2, pos. 95). Lastly, a few micro roasteries indicated that every person is unique, thus every person
brings something special with them in the micro roastery (Transcript NH8, pos. 188; Transcript NH9,
pos. 129).
Physical resources
The second most important resource indicated by the micro roastery owners are the physical
resources, fifteen micro roastery owners mention this resource as the most important or crucial
resource in order to be able to operate. Micro roastery owners indicated physical resources as
essential resources (Transcript NB1, pos. 196; Transcript ZH1, pos. 172, Transcript ZH2, pos.123),
because if you do not have physical resources you cannot start a coffee roastery and sell roasted coffee
(Transcript NH8, pos. 186). Furthermore, buildings, machines, and raw materials are needed in order
to produce roasted coffee (Transcript Gro2, pos. 147). Additionally, the sourcing of the raw material is
important because the quality of the green beans bought is of great importance to roast high quality
coffee (Transcript NH3, pos. 127; Transcript NH9, pos. 131). Furthermore, for some micro roastery
owners the location of their building is a unique selling point (Transcript Ove1, pos. 113) or crucial in
order to be able to store the high-quality green coffee (Transcript NH4, pos. 129).
Reputational resources
Third most important resource is the firm’s reputation as it is indicated twelve times. The firm’s
reputation is crucial in order to attract new customers. Reputation is indicated by the micro roastery
owners as the resource that is needed to attract customers, because reputation is why people come
in the first place (Transcript NH1, pos. 176). For other micro roasteries, reputation is one of the most
important resources because it is their form of advertisement. Some micro roasteries are not actively
involved in acquisition of customers. Therefore, word of mouth is an important form of advertisement
(Transcript NH4, pos. 148). However, some micro roastery owners indicated that obtaining a good
reputation is difficult, a lot of time and effort is needed (Transcript NH7, pos. 174). Additionally,
reputation is the main reason of growth for some micro roasteries (Transcript NH1, pos.176).
Financial resources
The fourth most important resource are the financial resources as it is eight times indicated. The main
reason of the importance of financial resources is that financial resources are needed in order to be
able to invest (Transcript Gro2, pos.147). Micro roastery owners will get in touch with investors, banks
and financial institutions in order to obtain the required financial resources. Financial resources are
used for investments in order to be more competitive in the market (Transcript NH4, pos.148).
Subsequently, financial resources are important in order to increase the liquidity of the micro roastery
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(Transcript Gro1, pos.145). Buying green coffee is very expensive and can have a lot of impact on the
cashflow of the micro roastery (Transcript ZH1, pos. 174). A substantial amount of financial resources
is needed to buy a stock for a few months of coffee, because coffee is a seasonal product and will be
bought only a few times a year (Transcript NH8, pos.186). The majority of the micro roasteries (76%)
is financed through equity and 14% is financed through debt, due to fiscal advantages (Transcript Gro2,
pos. 123) or through bank loans, crowdfunding or financial investor (Transcript NH2, pos. 160;
Transcript NB1, pos. 150). In most cases financing through debt is already repaid. Furthermore, two
micro roastery owners (10%) financed their roastery through equity up until now. For future
investments access to debt is desired (Transcript Gro1, pos.163; Transcript Dre1, pos.192).
Technological resources
Fifth, technological resources are mentioned six times by the micro roastery owners in the top three
of important resources. Being innovative and creating new things, is one of the reasons for choosing
technological resources. Competitors can always copy what you are doing, however if you keep on
inventing new things you are always one step ahead. It is important to take trends and developments
in the market into account (Transcript NB1, pos. 194). Additionally, technological resources are
important in order to keep the quality and the efficiency of the roasted coffee high (Transcript NH1,
pos. 176). On the contrary, some micro roastery owners see technological resources as basic resources
which necessary in order to achieve all other goals in the firm (Transcript NH5, pos. 207).
Organisational resources
Lastly, organisational resources are mentioned four times and is mentioned the least in the top three
of important resources by the micro roastery owners. Organisational activities and planning are seen
by some micro roastery owners as the most crucial part of their activities, because decisions making
and coffee sourcing are crucial in becoming a successful coffee roastery. Organisational capabilities of
the micro roastery owner is mentioned as deal breaker in order to produce a high-quality product
(Transcript ZH2, pos.127; Transcript ZH3, pos. 157).
In sum, the intangible resources (34) are indicated more often in the top three of most important
resources, than the tangible resources (29). The researcher interprets within the niche market of
specialty coffee, that intangible resources are the most differentiated resources in terms of uniqueness
of the micro roastery. However, the majority of the micro roasteries has a mix of tangible and
intangible resources. Gro2 is the one micro roastery solely focussing on tangible resources as most
important resources. Five micro roasteries indicated only intangible resources as top three most
important resources.
The level of difficulty of obtaining the resources is on average experienced by the micro
roastery owners 2,9 on the scale of 1 to 5. On average the micro roastery owners do not experience it
nor difficult nor easy. Some resources are easily accessible. It differs per micro roastery what resource
is (not) easy to obtain for them. The personal characteristics of the micro roastery owners are
mentioned as important in acquiring resources.
The level of difficulty of obtaining financial resources in on average experienced by micro
roastery owners 3,0 on the scale of 1 to 5. On average the micro owners do not experience it nor
difficult nor easy. Most of the micro roasteries (38%) who indicated that it is for them very easy or easy
for them to obtain financial resources, gained a lot of financial resources at their previous job or they
have a partner who has a job at another firm.
4.3.2 The uniqueness of resources
In order to identify the differences between the micro roasteries resources, the uniqueness of
resources is indicated. Because the micro roastery owners indicated a top three of most important
resources, the uniqueness of those resources is explored. The uniqueness of resources is divided into
nine categories: sustainability, transfer of knowledge, high quality, employees, service,
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personal/human capital, the product, location or the coherence of all resources used. The majority of
the micro roastery owners indicated that human capital as uniqueness of their firm. It includes the
owners themselves, employees, personal contact and relationship building, expertise, and high-quality
service. Furthermore, physical resources are seen by micro roastery owners as one of the unique
resources as well. Unique physical resources include the sourcing green coffee, high quality of the
product, and the coffee product itself. Next, technological resources are indicated as unique resource.
However, one-third of the micro roasteries indicate a combination of resources as unique resources.
Table 14 provides an overview of the specific examples of unique resources with corresponding code
and resource.
Table 14.
Unique resources per micro roastery.
Micro
Specific example
firm
NH1
Owners
NH2
Permanent group of employees,
sustainability, owner’s personality,
quality
NH3
NH4
NH5

Raw material
Not unique
Owners, quality

NH6

Everything used

NH7
NH8
NH9

Service
Every person is unique
Sourcing and buying coffee
Owners
Personal and relationship building
Personal, quality

ZH1
ZH2
ZH3
ZH4
NB1
NB2

Gro1
Gro2
Gel1
Gel2
Ove1

Dre1

Owner and collaboration within
value chain
Owner expertise and connection
with farmers
Not unique
Constant quality of coffee,
knowledge and skills, sourcing
coffee
Service, transfer of knowledge,
freshness coffee, direct contact
Home-made products, quality
Unique philosophy
Owner
Location of micro firm
Pure and natural product
Contracts
Sustainability, employees

Code

Resource

Personal
Employees
Sustainability
Personal
High quality
Product

Human capital
Human capital
Physical resources

Personal
High quality
Coherence of all resources

Human capital
Technological resources
Physical resources
Technological
Reputational resources
Human capital
Human capital
Physical resources
Human capital
Human capital
Human capital
Physical resources
Human capital

Service
Personal
Product
Personal
Personal
Personal
High quality
Personal
High quality
Personal

Physical resources

Human capital

Personal
High quality
Product
Personal

Human capital
Physical resources

High quality
Transfer of knowledge
Personal
Location
Product
Personal
Sustainability
employees

Physical resources
Human capital
Human capital
Physical resources
Human capital

Human capital

Human capital
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4.3.3 Interim conclusion internal resources
The researcher notices that the most important resource indicated by micro roastery owners is human
capital, followed by physical resources, reputational resources, financial resources, technological
resources, and organisational resources. First, it can be concluded that internal resources have
influence on the performance of the micro roastery. Especially, due to the fact that every person is
unique, thus every person brings something special with them in the micro roastery. Therefore, the
majority of the micro roastery owners indicated human capital in the top three of important resources.
Secondly, the researcher notices various compositions of top three of resources and is interpret by the
researcher as the unique combination of resources makes that micro roasteries are differentiated.
Although, there cannot be drawn a conclusion what the perfect combination of resources would be as
success recipe, the micro roastery performance seems to be influenced by the use resources.
Moreover, one-third of the micro roasteries indicate a combination of resources as unique resources.
The level of difficulty of obtaining resources is tested. On average the micro roastery owners
do not experience it nor difficult nor easy. It differs per micro roastery what resource is (not) easy to
obtain for them. This means that it depends on the personal characteristics of the owner, whether
resources are easy obtained or not. The owner’s experience, current resources and capabilities
influence acquiring resources.
In sum, the most important resources for a micro roastery owner are the human capital
resources. However, in micro firms all aspects are controlled by the owner itself. In general, all
resources are important, because the resources are interlinked and the combination of resources
influences the performance of the micro roastery.

4.4 Performance
Section 4.4 presents and discusses the results of the performance measurement and indicators of the
interviewed micro roasteries. These results are collected from the 21 conducted interviews with micro
roastery owners. This way the researcher can research for eventual patterns and the influence of the
external conditions on the emergence and performance of Dutch micro roasteries. Section 4.4 is
divided into three subsections, namely performance measurement (section 4.4.1), financial and nonfinancial indicators (4.4.2), and growth and growth potential (4.4.3). Lastly, an interim conclusion
about performance is presented.
4.4.1 Performance measurement
Twenty of the twenty-one interviewed micro roasteries (95%) measure their performance. Although,
it differs per micro roastery how much and what is measured. NH3 is one micro roastery that does not
measure the performance. Even tough, NH3 has a look at the income of the micro roastery every year,
in their opinion it is not called measuring performance (Transcript NH3, pos. 139).
All twenty interviewed micro roasteries use financial measurement to measure the micro
roastery’s performance. Financial measurement implies having an accounting system, administration,
overview of profit, costs, and turnover or analysis of all financial numbers. Gro2 indicates that a tool is
used to measure performance non-financially in the form of reputation measurement. Furthermore,
a non-financial measurement is testing the quality of the coffee, indicated by Dre1, Ove1, and ZH2.
The strictness of the use of performance measurement vary a lot between the micro roasteries. The
frequency of the use of measurement systems is one of the indicators that some micro roasteries are
more in control of the performance measurement than other micro roasteries. Some micro roasteries
have continuous measurement of performance (57%), a few micro roasteries have monthly
performance measurements (9,5%), other micro roasteries measure performance once a year (29%).
The reasons for micro roasteries to measure performance vary and are classified into three
categories (see Figure 21): overview and insights, new goals and policies, and prognosis and plans.
Overall, there were three reasons to measure performance. The majority of the micro roastery owners
(65%) wants to have an overview and insights on how well the micro roastery is performing. As owner
you can have the feeling that the firm is performing well, however measurement of numbers is needed
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to actually know how good or bad the performance is (Transcript NH7, pos. 197). Next, new goals are
based on the current performance of the micro roastery (Transcript NH5, pos. 223). And to base the
monthly policy of the firm, the performance is measured (Transcript NH4, pos. 168). Finally, to be able
to make plans for the future, the micro roastery owner needs to know where it stands now (Transcript
ZH3, pos. 179).

Overview and
insights
New goals and
policies
Prognosis and
plans

Figure 21. Reasons for performance measurement.

Profit
Turnover
Break-even
Volume produced
Salesplan
Constant performance

8
5
3
2
1
1
0

2

4

6

8

Number of micro roasteries

Figure 22. Most important financial indicators
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4.4.2 Financial indicators and non-financial indicators
The importance of measuring financial performance indicators is indicated by micro roastery owners
on average 3,8. Figure 22 provides an overview of the most important financial performance indicators
indicated by twenty micro roastery owners. The majority of the micro roasteries, 65%, assesses as
most important financial performance indicator: profit and turnover. The importance of measuring
non-financial indicator is assessed a little higher, on average 4,0. On average, financial and nonfinancial indicators seem as important, however when conducting the interviews, most micro
roasteries put more emphasis on the non-financial indicators. The most important non-financial
indicators used by micro roastery owners are indicated in Figure 23. The majority of the micro
roasteries (70%) measure satisfaction of job and customer satisfaction.
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Figure 23. Most important non-financial indicators

4.4.3 Growth and growth potential
Micro roasteries indicate that the growth of the firm occurs in different areas of the firm’s operations:
increase of capacity, growth due to changed location, growth of current location, expansion of region
or location in the future, increased awareness, change in activities, and changing turning points. As
indicated in section 4.1 the majority of the micro roasteries are in the growth phase of the firm life
cycle. Furthermore, all micro roasteries indicated that they are growing. Roughly half of all micro
roasteries indicated growth by increase of capacity, due to the fact that acquire new machines and
equipment to increase the quantity produced. Growth in capacity has two sides. On the one hand, due
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to growth of the micro roastery a bigger coffee roaster was needed (Transcript Gro1, pos. 125). On the
other hand, micro roasteries moved to a bigger location where they are, for example, able to grow
four times bigger (Transcript NH1, pos. 63). Growth regarding location has three options: change in
location caused growth, growth of current location or expansion of location for future growth. One
third of the micro roasteries experienced growth after change of location. The micro roasteries’
created a bigger space (Transcript ZH3, pos. 137; Transcript ZH4, pos. 29) or moved to a higher valued
location (Transcript NH8, pos.156). The current location offers for roughly half of the micro roastery
owners still the ability to grow and serve the targeted audience (Transcript NH9, pos. 55). Furthermore,
the majority of the micro roastery owners want to or have the ambition to expand their scope or
region, or to focus even more on local expansion.
Moreover, micro roastery owners experience growth due to the fact that they experience
increased awareness. Once the micro roastery gets known and people know about what the micro
roastery is doing, then attraction is created (Transcript NH3, pos. 95).
Furthermore, due to the growth of the micro roasteries, activities performed by the micro
roastery change as well. The micro roastery owners hire employees who perform certain activities,
micro roastery owners are not involved with every activity in the micro roastery when in the event of
growth (Transcript NH1, pos. 71). Additionally, the growth process of the majority of the micro
roasteries started step by step and evolved into more efficient operations within the micro roasteries.
Most micro roasteries became more professional (Transcript Gro1, pos. 119).
Two micro roasteries (ZH1 and Dre1) indicated that growth is necessary. Micro roasteries do
not have the privileges middle sized or multinational roasteries have. Staying small and not entering
the growth path is not something positive, as micro roastery growth is necessary in order to survive
(Transcript ZH1, pos. 80).
4.4.4 Interim conclusion performance measurement
In sum, performance measurement is a firm specific process, because the strictness and frequency of
the use of performance measurement varies between the micro roasteries. The frequency of the use
of measurement systems is one of the indicators that some micro roasteries are more in control of the
performance measurement than other micro roasteries. The main reason to measure performance is
getting insights and having an overview of the micro roasteries activities. One outlier is the micro
roastery that indicated not to measure performance, because as one-man business he intuitively
knows and measurement is not necessary.
The majority of the micro roasteries assess profit and turnover as most important financial
performance indicator. Furthermore, most indicated non-financial indicators are job satisfaction and
customer satisfaction. On average, financial indicators seem as important as non-financial indicators.
However, the researcher interprets that micro roasteries do not quantitatively measure non-financial
indicators, it is an intuitive feeling. Therefore, financial indicators are mentioned by the micro
roasteries as used tools to measure performance.
Moreover, micro roastery owners experience growth due to the fact that they experience
increased demand and awareness of their niche market and more brand awareness. Furthermore, the
growth process of the majority of the micro roasteries started step by step and evolved into more
efficient operations within the micro roasteries. To conclude, micro roasteries became more
professional.
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5. Analysis and discussion of results
Chapter 5 analyses and discusses findings presented in chapter 4. In this chapter the findings of the
empirical results of this thesis are compared to the findings of the theoretical framework, thus answers
SRQ5. First, section 5.1 presents the analysis of the external conditions including the influence of micro
firm dimensions, the demand and supply conditions, the market structure, and the micro roastery
conduct. Secondly, section 5.2 presents the analysis of the internal conditions of the micro roasteries
including the micro firm dimension, influence of the external conditions on internal conditions, and
the influence on performance by the internal conditions. The influence of the external and internal
conditions is assessed therefore, the micro firm dimensions are included in both sections. Next, the
performance measurement is discussed in section 5.3. Lastly, section 5.4 presents the revised
conceptual framework.

5.1 Analysis and discussion of external conditions
Section 5.1 analyses and discusses of the external conditions. The findings in practice are compared
with the theoretical framework. First, section 5.1.1 analyses and discusses the influence of the micro
firm dimensions on the external conditions. Secondly, section 5.1.2 discusses and analyses the
influence of the external conditions on the micro firm’s performance. Additionally, section 5.1.3
explains the influence of basic market conditions, section 5.1.4 the market structure and 5.1.5 the
micro firm’s conduct.
5.1.1 Impact of micro firm dimensions on external conditions of the micro roastery conduct
This section analyses and discusses the results of the three micro firm dimensions, namely micro firm
size, strong owner dominance, and local embeddedness, on the external conditions of the micro firm.
The findings in practice are compared with the theoretical framework.
Table 15 and 16 present the overview of the influence of the micro firm dimensions on the
micro roasteries conduct in theory and practice.
Table 15.
Overview and comparison influence of micro firm dimensions on micro roasteries’ internal growth.
Micro firm dimensions
Influence in theory
Influence in practice
Micro firm size
+/+
Strong owner dominance
+/++
Local embeddedness
+
+
Note: ++ is strong positive influence, + is positive influence, +/- is neither positive nor negative influence, and /
is minimal or no influence.

In theory external growth was focused on mergers, acquisitions and cooperation that influence on the
change in the market structure (Shepherd & Wilcox, 1985; Uzunidis, 2016). To summarize, in theory
the micro firm’s influence on mergers and acquisitions is minimal, because micro firms do not have
such market power (Shepherd & Wilcox, 1985; Uzunidis, 2016) and it is confirmed in practice that
micro firms have little influence on the market (Table 16).
Table 16.
Comparison positive or negative influence of micro firm dimensions on micro roasteries’ external growth.
Micro firm dimensions
Influence in theory
Influence in practice
Micro firm size
Strong owner dominance
+/+/Local embeddedness
/
/
Note: ++ is strong positive influence, + is positive influence, +/- is neither positive nor negative influence, and /
is minimal or no influence.
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To start, the influence per micro firm dimension on internal and external growth is discussed.
First, in theory, the micro roastery size had a positive influence on the micro firm’s conduct of
in the start-up phase. However, when the micro firm grows and professionalizes, the micro firm size
can hamper the development of the firm and can indirectly affect the performance negatively
(Achtenhagen et al., 2017; Liberman-Yaconi et al., 2010; O’Dwyer & Ryan, 2000). Conversely, in
practice, the micro firm size has a positive influence on the internal growth, because in order to grow
internally, investments are needed regardless of the size of the micro roastery. Furthermore, the micro
roasting sector in specialty coffee is a niche market; in general, the products are of high-quality, and
innovativeness is high. Additionally, all participating micro roasteries indicated to invest, which
indicates that regardless the firm’s size, firms are able to invest in order to improve their performance.
Furthermore, the micro roasteries indicated that they all experience growth in turnover. Thus, in
practice micro roastery firm size has a positive influence on the internal growth. In contrast to the
internal growth, in practice and in theory the influence of the micro roastery firm size on external
growth is negative, because the influence of the individual micro roastery in the coffee market is too
little as the micro roastery owners indicate that they individually have no influence on the coffee
roasting market.
Secondly, in theory, the expectation of strong owner dominance is a curve linear relationship
with performance; the two variables of strong owner dominance and performance increase until a
certain optimum is reached, then the relationship becomes negative. However, in practice this curve
linear relationship cannot be identified. Therefore, the researcher concluded that the strong owner
dominance has a positive influence on the external conditions of micro roasteries conduct. To start, in
line with theory the majority of the micro roastery owners makes decisions based on intuition
(Achtenhagen et al., 2017; Greenbank, 2000; Kearney et al., 2014; Liberman-Yaconi et al., 2010). Yet,
is seen in practice that micro roastery owners make decisions not solely based on intuition, but use
also formal decision-making models. Furthermore, practice confirms that 62% of micro firm owners
have more social-oriented goals than business-oriented goals, as presented and discussed in 4.1.2. The
internal growth is encouraged by the micro roastery owners, by making decisions and the influence of
their personal characteristics at crucial moments, investments, and decision-making regarding
production costs (section 4.2.3). Thus, practice validates that the personal traits of the micro roastery
owner influence the activities in the micro roastery strongly (Gherhes et al., 2016; Kearney et al., 2014;
Lashley & Rowson, 2010; Walker & Brown, 2004). Moreover, the experience of micro roastery owners
and the decision-making process ensures the start of the micro roastery in the first place, the increase
of the production capacity, increase of the number of customers, growth of the micro roastery, and
improvement of quality. However, these influenced processes by the experience of the micro roastery
owners are not all present in every micro roastery. In the long-term the owner is no longer involved
in every aspect of the activities in the micro roastery, because in practice is considered that increase
in Fte’s results in more activities divided over the employees. Remarkable is in practice that micro
roastery owners the more decisions together with others (62% of the interviewees) rather than
individually, as was assumed in theory. Next, in practice it is seen that strong owner dominance can
have influence on the external growth, for example because the owner chooses to not actively
participate in communicational activities to promote their micro roastery. Furthermore, the
experience of the owner in the coffee market, before starting their own micro roastery, influences the
position, and connections a micro roastery has. Thus, it is not totally clear how much the owner
influences the external growth, as the impact depends on various indirect factors as well, such as
perception by customers and popularity of specialty coffee. Therefore, the influence of micro firm
dimension of strong owner dominance is concluded to be neither positive nor negative.
Thirdly, in practice, the micro roasteries were not as locally oriented as was expected in theory.
In theory, a locally oriented firm focusses on the village or city and some firms are more region oriented
and focus on the province or the region wherein they are established (Kearney et al., 2014). In practice,
some micro roastery owners do indicate the importance of local brand awareness. Especially, nonRandstad located micro roasteries are more locally oriented, because the micro roastery owners aim
to partly serve the local market. And yet, those locally oriented micro roasteries distribute their coffee
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throughout the entire Netherlands as well. Local orientation has little influence on the internal growth
of the micro roasteries. However, the geographical location is important in some crucial moments,
especially in the determination of investments in buildings and equipment. Even though, the local
embeddedness has little influence on internal growth of the micro roastery’s conduct, the influence it
has is considered positive. Additionally, in theory and practice the influence of local embeddedness on
external growth is minimal. In theory, small groups of customers are indicated as important (Qureshi
et al., 2010). In practice, most micro roasteries indicated the word-of-mouth in local communities as
important for external growth.
Remarkable is the willingness to make an impact in the coffee value chain and to create a true
direct link with coffee farmers. Thus, the ambitions and goals, and social involvement of multiple micro
roastery owners are focused on making an impact. However, the ambition to make impact must be
nuanced as they do not collaborate with other micro roasteries in the form of a representative
organization to realise a greater impact.
5.1.2 Basic market conditions
This section analyses and discusses the results of the three demand and supply conditions, namely
change in the coffee roasting market, points of sale, and the assortment. The findings in practice are
compared with the theoretical framework and a schematic overview is already presented in Table 17.
First, the influence of demand market conditions on the market structure are analysed and discussed.
Next, the influence of the supply conditions on the market structure are analysed and discussed.
The influence of demand conditions on market structure
Theory and practice indicate that growth in demand result in an increase of the number of entrants to
the market, which results in more competition in the market and a need for differentiation (section
4.2.1). The micro roastery owners indicate the change in the market as crucial events in the
development of the coffee roasting market and the development of their won micro roastery. And
partly the micro roastery’s goals overlap with the changes in the coffee roasting market, namely
increased knowledge about coffee, increased awareness about specialty coffee, increased awareness
of the quality of coffee, the willingness to pay a higher price for roasted coffee, technological advance,
and the trend of locally produced products. In practice it is remarkable that as a result of technological
advance of machinery, the coffee roasteries have the ability to have smaller sized production and thus
the ability for the emergence and development of a micro roastery.
B2B customer oriented micro roasteries indicate that they depend on a specific group of
customers. Thus, practice confirms the in theory indicated fact that micro firms are usually locally
oriented and depend on a small group of customers, and that those customers have a lot of power in
micro firms (Qureshi et al., 2010). Especially because the small number of customers purchase large
badges of services and products (Greenbank, 2000; Qureshi et al., 2010).
Next, there is a variety in point of sales, due to various target groups of customers and sales
points. Thus, due to the diverse answers given by the micro roastery owners and the change in target
group due to the Corona crisis, it is not totally clear how much the point of sales previously to the
Corona crisis influences the market structure. However, what can be assumed is that the variety of
point of sales influences or encourages product differentiation. The researcher assumes that the point
of sales can influence the product differentiation in the sense of unique characteristics of the
personality of the micro roastery owner, for example the ambiance wherein the product is sold or the
user-friendliness of the point of sales.
The influence of supply conditions on market structure
The assortment is researched to test the micro roasteries supply condition; technology. In theory,
supply conditions have a positive influence on the market structure. New product assortment can
introduce product differentiation, which increases the competition in the market (Inan & Bititci, 2015).
At the same time new possible niche markets may emerge and micro firms may be born. In practice,
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the majority (78%) of the reasons to change the coffee assortment is beyond the control of the micro
firms. For example, the micro roastery owners have little influence on the quality and harvest of green
coffee beans and change in demand initiated by customers. Therefore, the possibility to influence
differentiation depends on the accuracy of sourcing coffee, because micro roastery owners can decide
and be selective from which farmers they buy the green coffee. The micro roastery owners indicate
that the quality of coffee strongly differs, which results in a differentiated coffee roasting market based
on the quality of coffee.
Therefore, supply conditions have in both - theory and practice- a positive influence on market
structure.
5.1.3 Market structure
The market structure is subdivided into barriers to entry, competitors and product differentiation. The
market structure is influenced by basic market conditions and influences the conduct of the micro
roasteries in the market.
Theory indicates that firms will set a differentiated strategy when the entry barriers are low
and the number of competitors is large (monopolistic competition). Therefore, it depends on the
conditions whether the market structure has a positive or negative influence on the micro firm’s
conduct. In practice, the Dutch coffee roasting market has barriers to entry. It is easy to start home
roasting, however to grow as micro roastery and to create brand awareness in the Dutch coffee
roasting market is difficult. For the majority of the micro roastery owners (52%) entering the coffee
roasting market is challenging, because it was a new market for them and it turned out to be a very
competitive market. A minority of the micro roastery owners experience a positive start, because they
were already known in the coffee roasting market. This indicates experience advantage of the micro
roastery’s owners as is also indicated in theory as entry barrier (Uzunidis, 2016). This means there are
barriers to enter the Dutch coffee roasting market. However, when well-known as micro roastery in
the sector, entrance is easier due to contacts within the coffee roasting market. Additionally, theory
indicated typical of micro firms are high exit rates and large number of young firms (Hänninen et al.,
2017). Practice confirms that there is a large number of young firms, however the interviewed micro
roasteries did not explicitly mention high exit rates.
Product differentiation can increase the competition in the market, due to strong brand loyalty
in terms of production of a high quality product (Church & Ware, 2000). Product differentiation
influences the decisions for investments and other important choices made at crucial moments in the
internal growth of the micro roastery. Theory describes that micro firms must produce a heterogenous
product or service to survive, because they do not have economies of scale or cost leadership (Gherhes
et al., 2016; Panayiotou & Katimertzoglou, 2015). The heterogeneous nature of the micro roasteries is
not explicitly confirmed in practice; one micro roastery owner indicates that micro roasteries are all
doing the same and are copy cats. However, the researcher derives from statements about souring
green coffee, that in practice differentiation is caused, for example due to the methods used to source
green coffee and the knowledge about sourcing and the quality of green coffee. The micro roastery
owners and thus practice confirms product differentiation in terms of knowledge, experience, quality
of coffee and traceability, also seen in section 4.2.2. Thus, product differentiation positively influences
the micro roastery’s conduct.
In sum, theory indicates that the positive or negative influence was based on the circumstances
of the market and in practice the market structure positively influenced the micro roastery conduct.
Competition is indicated in practice by micro roastery owners as competitive and diverse, because the
lack of advantage in brand awareness, no purchasing advantages, and a competitive market.
Conversely, the majority of the interviewed micro roasteries are not bothered by the competition,
because they do not see any difference, some roasteries entered the market and some exited the
market. To differentiate from their competitors, investments can play a crucial role. It positively
influences the uniqueness of a roastery, because, for example, a competitor cannot copy the roasting
technique precisely and a heterogeneous product is offered.
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5.1.4 Micro roastery conduct
In theory, the actions taken by the micro roastery conduct on the internal conditions depends on the
previous determined influence of the market structure on the micro roastery conduct. In theory the
influence could be positive or negative, depending on the market structure influence (Barthwal, 2007;
Boru & Kuhil, 2018). In practice, micro roastery conduct is in general indicated by the interviewed micro
roastery owners as events with a positive influence on the firm’s performance. Micro firms use
developments and changes in the market structure as a positive impulse for their internal growth. In
theory, the firms’ decision-making techniques are linked to the firm’s conduct in order to achieve their
organizational goals (Boru & Kuhil, 2018). All crucial moments in the development of the micro roastery
were a little piece contributing to the growth and performance of the micro roastery. Therefore, many
crucial moments in the existence of the micro roasteries are mentioned. In practice the market
structure is not only caused and influenced by events in the market structure, because the conduct is
also influenced due to the micro roastery owner’s desires or goals. However, the influence of the
decision-making of the micro roastery owner is of more influence than assumed in theory.
Furthermore, in practice, the internal growth is of strong influence on the micro firm’s performance.
For example, due to investments in machinery the working conditions for all micro roasteries are
improved, however it is not mentioned by a lot of micro roastery owners. Additionally, another
remarkable and important effect is that the micro roasteries have the ability to produce customer
specific coffees in small batches due to the investments in machinery, and developments of technology
and innovation. Changes in the market structure influences the micro roastery’s conduct. Due to the
increased competition in the coffee roasting market micro roasteries are forced to invest and innovate
in order to survive in the coffee roasting market.
In theory external growth was focused on mergers, acquisitions and cooperation that influence
on the change in the market structure (Shepherd & Wilcox, 1985; Uzunidis, 2016). In practice, the
position and influence of the micro roasteries, and communication and media are dominant for
external growth of micro roasteries. In theory and in practice, the influence of the external growth on
the micro firm’s performance is minimal for most micro roasteries.
5.1.5 External conditions on micro roastery’s performance
To start, in this section discusses the influence of the external conditions on the micro firm’s
performance. Table 17 provides an overview of the influence of the constructs and variables of the
external conditions on the micro firm’s performance in theory and in practice.
Table 17.
Overview of external conditions influence on performance
Construct: variables
Influence in theory
Influence in practice
Demand condition: change in market
+
++
Demand condition: point of sales
+/+/Supply condition: change in assortment
+
+
Overall basic market conditions
+
+
Market structure: entry barriers
+/+
Market structure: competition
+/+
Market structure: product differentiation
+/++
Overall market structure
+/+
Micro firm’s conduct: internal growth
+/++
Micro firm’s conduct: external growth
/
/
Overall micro firm’s conduct
+/+
Overall external conditions
+/+
Note: ++ is strong positive influence, + is positive influence, +/- is neither positive nor negative influence, and /
is minimal or no influence.

In theory external conditions influence micro firm’s performance when there is technological advance,
the degree of changes will increase and/or the number of employees grows (Barthwal, 2007; Uzunidis,
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2016). Most remarkable differences between theory and practice are: change in market, product
differentiation and internal growth.
In practice, technological advance, changes took place in the market, and at some micro
roasteries the number of employees has increased, were noticed. However, not all micro roasteries
aim at an increase of the number of employees. Due to the fact that they want to keep control as micro
roastery owners and to keep their product constant and of high- quality and they do not trust others
to roast the coffee. Furthermore, in practice, as mentioned in 4.2.3 and 4.2.4 the internal growth of
the micro roasteries has a strong positive influence on the performance of the micro roasteries and
external growth is of minimal influence on the performance of micro roasteries. The performance is
mainly positively influenced by internal growth indicators, such as crucial moments in the development
of the micro roastery and investments. As a result of investments, technological improvement took
place and resulted in an increased roasting capacity and improved working conditions. Thus, practice
indicates a strong positive influence of product differentiation. The majority of micro roastery owners
indicate the unique characteristics; personal contact of owners with customers, and high quality and
freshly roasted coffee, the most. Thus, shows that a big part of the external conditions is influenced by
the decisions and personal traits of the micro roastery owners.

5.2 Analysis and discussion of internal conditions
This section analyses and discusses the internal conditions, namely the internal resources. The findings
in practice are compared with the theoretical framework.
5.2.1 Impact of the micro firm dimensions on the internal conditions
Section 5.2.1 analyses and discusses the perceived impact of the micro firm dimensions, namely micro
firm size, strong owner dominance, and local embeddedness, on the internal conditions of the micro
firm. The findings in practice are compared with the theoretical framework. In practice, the influence
of the micro firm dimensions on internal conditions differs per micro firm dimension. Table 18 gives
an overview of the comparison positive or negative influence of micro firm dimensions on micro
roasteries’ internal conditions.
First, theory describes a negative influence of the micro firm’s size on the internal resource, for
example as acquiring financial capital is a challenge (Achtenhagen et al., 2017; Wiklund & Shepherd,
2003) or when a micro firm has a low level of reputational resources, than the micro firm is unlikely to
achieve growth (O’Cass & Sok, 2014). However, in practice micro roastery owners did not specifically
indicate experiencing negative effects of their micro firm size in relation to obtaining resources. As
previously stated, micro roasteries experience obtaining resources as neither very easy nor very
difficult. The perceived difficulty depends on how much financial resources an owner already had
before starting the micro roastery and whether obtaining financial resources is difficult. It is difficult
to decide about the direct influence that micro roastery firm size has on the internal conditions,
because of the diversity of micro roasteries obtaining resources and the differentiated level of
importance on the scale of 1 to 5 of the tangible or intangible resources.
Next, theory expected a positive influence of strong owner dominance on internal conditions,
because then the owner decides not only the bundle of resources, but is also responsible for choosing
and managing the micro firm’s resources (Bratkovic et al., 2009; Chow, 2006). What was expected in
theory is confirmed in practice. However, in practice it is seen that the owner dominance in micro
roasteries is stronger than expected in theory, because the personal characteristics of the micro
roastery owners are mentioned as important in acquiring resources (section 4.3.1).
Lastly, in theory local embeddedness is indicated as having positive influence on internal
conditions, due to dependence on a small group of customers and close relationships with the local
environment, family, acquaintances and stakeholders increases the accessibility to resources (Qureshi
et al., 2010). In practice local embeddedness does not have much influence on the internal conditions
of obtaining resources. However, an exception is the micro roastery owners who hire employees
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locally, resulting in positively influenced human capital resources by local embeddedness. Thus, in
practice local embeddedness is positively influenced, however not as strongly as theory suggests.
Table 18.
Overview and comparison of influence of micro firm dimensions on micro roasteries’ internal conditions
Micro firm dimensions
Theory (+/- influenced)
Practice (+/- influenced)
Micro firm size
+
Strong owner dominance
+
++
Local embeddedness
+
+
Note: ++ is strong positive influence, + is positive influence, +/- is neither positive nor negative influence, and /
is minimal or no influence.

5.2.2 External conditions and internal conditions
Theory has it that the external conditions have a positive or negative influence on the internal
conditions of the micro firm resources, depending on the effect the market structure has on the micro
firm conduct (Boru & Kuhil, 2018; Fiegenbaum & Karnani, 1991; Shepherd & Shepherd, 2003; Tung et
al., 2010; Uzunidis, 2016). In practice it seems that the market structure has a positive influence on the
micro roastery conduct. As a result, external conditions have a positive influence on the internal
conditions.
5.2.3 Internal conditions and the micro roastery’s performance
In theory, the internal resources are indicated for micro firms that in order to grow they need to have
access to their desired resources to achieve their organizational goals. Every micro firm has its own
unique set of resources to achieve those goals: capability is a bundle of resources and skills can enable
a firm to achieve superior performance (Harmsen & Jensen, 2004). Furthermore, theory indicates that
implemented strategies require a particular mix of human capital, physical capital, and organizational
capital (Barney, 1991). Therefore, internal conditions have a positive influence on the performance of
emerged micro firms.
Combining theory and practice, Table 19 presents an overview of the resource categories
tested in the interview and interpreted VRIN attributes by the researcher. The VRIN attributes are not
indicated per resource per micro roastery owner in the interview. The researcher interpreted, by using
the interviews, the VRIN attributes based on the stated answers by micro roastery owners regarding
resources. Especially, the intangible resources indicated by micro roastery owners are considered
unique. Therefore, the intangible resources are resources that possibly enable the realisation of
competitive advantage. Financial resources are indicated not as unique but as necessary, therefore
indicated as valuable. Technological resources have temporary competitive advantage, as innovations
and new product development can be copied. Lastly, on the one hand sourcing green coffee as raw
material is seen by micro roastery owners as a simple activity, on the other hand sourcing high-quality
specialty coffee and for a fair price is not easy. For example, sourcing the raw material by micro
roasteries is valuable and rare. Furthermore, a micro roastery owner is possibly able to source a unique
type of green coffee. However, a competitor is able to substitute a similar type of green coffee. Thus,
micro roasteries are able to obtain temporary competitive advantage regarding physical resources of
sourcing green coffee.
Overall, competitive advantage can be achieved when bundling resources. When competitive
advantage is achieved it has a positive influence on the performance of the micro roastery.
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Table 19.
VRIN attributes micro roasteries’ resources
Resources
Physical capital resources
Financial resources
Technological resources
Human capital resources
Organisational capital resources
Reputational resources

Valuable
X
X
X
X
X
X

Rare
X
X
X
X
X

Inimitable
~
X
X
X
X

Non-substitutable

X
X
X

Note: The attribute indicated with ‘X’ means that the resources possess that attribute. Attributes indicated with ‘~’ means
that it can be questioned whether the resources possess that attribute. And an empty box means that the resource does not
possess that attribute

Thus, in practice internal resources are interpreted by the researcher as having a positive influence on
the performance of the micro roasteries, due to the uniqueness of each resource bundle per micro
roastery. The internal resources are not indicated as having a negative influence, because the level of
obtaining resources is experienced neither difficult nor easy. This means that it depends on the
personal characteristics of the owner, whether resources are easily obtained or not. The owner’s
experience, current resources, and capabilities influence acquiring resources.

5.3 Analysis and discussion of performance measurement
This section analyses and discusses the performance of the micro roasteries in the Dutch F&B industry.
The findings in practice are compared with the theoretical framework.
It is remarkable is that all but one of the twenty-one interviewed micro roasteries (95%) measure their
performance. Theory has made us expect that all firms measure performance, however in practice one
micro roastery does not see the need to measure their performance. However, what and how much
performance measurement are performed per micro roastery differs. Performance measurement is
multidimensional, since they include financial and non-financial indicators (Bourne & Neely, 2003).
Table 20 gives an overview of the comparison in financial and non-financial performance indicators in
theory and practice. Overlapping indicators of theory and practice are profit and turnover. Of the nonfinancial indicators, no overlap is noticed. However, job satisfaction and customer satisfaction are
remarkably often indicated. Thus, satisfaction is an important indicator for micro roastery owners,
because as dominant owner they have control over the ambiance in the micro firm. The micro roastery
owners are driven by both financial and non-financial indicators. The importance of either financial or
non-financial indicators or both indicators depends on the goals of the micro firm and the personal
traits of the micro roastery owner. The micro roastery owners who indicate firm goals, such as
sustainability, fair coffee product and transparency assess non-financial indicators as more important
rather than financial indicator. The majority of the micro roastery owners (52%) indicated more
importance to non-financial indicators than financial indicators, as also discussed in theory (Jankulović
& Skorić, 2018). An example is that a few micro roasteries indicated that their reputation and the
appearance of the micro roastery fits their firm’s philosophy which results in increased brand
awareness, increased numbers of customer and turnover. Conversely, in theory is also discussed that
financial indicators and non-financial indicators are complementary (Greenbank, 2001; Jankulović &
Skorić, 2018; Laitinen, 2002; Reijonen & Komppula, 2007; Walker & Brown, 2004). In practice it is
confirmed that financial and non-financial indicators are complementary, however in practice that
does apply for a few micro roasteries (14%) as equally important.
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Table 20.
Comparison financial indicators and non-financial indicators in theory and practice
Financial indicators
Non-financial indicators
Theory
Practice
Theory
Size of firm in terms of
Size of firm in terms of
Goal achievement
staff
staff
Growth in turnover
Growth in turnover
Resources
Profitability
Profitability
Flexibility of
organizational structure
Technological advance
Break-even
Self-fulfilment
Volume produced
Work-life balance
Sales plan
Constant performance

Practice
Job satisfaction
Customer satisfaction
Reputation
Quality of product
Progression
Impact measurement

Note: Indicators in bold are overlapping in theory and practice.

In this thesis performance indicators are tested separately. Regards, the size of the micro
roasteries in terms of staff, two-third of the micro roasteries indicated an increase in Fte’s over recent
years and their annual turnover increased as well. Additionally, however, in this group of micro
roasteries with increased Fte’s no outliers can be indicated with regard to goal achievement.
Lastly, two-third of the micro roasteries indicate an increase in Fte’s. Human capital resources
and technological resources are indicated in the group of micro roasteries with an increase in Fte’s
more often as important, than in the group of micro roasteries with no change in Fte’s or a decrease
in Fte’s. This can possibly indicate that the rate of technological advance and innovation, and human
capital positively influences the performance of the micro roastery.
In practice, one of the most successful Dutch micro roasteries, NH1, first failed, then the micro
roastery re-emerged from bankruptcy. In theory was indicated that failure can function as an incentive
for the failed micro firm owner to start a new firm, because of the experience of the owner taken into
account, the new firm can turn into something positive and probably mistakes will not be made again
(O’Dwyer & Ryan, 2000).
In theory, micro firms focus on the day-to-day business operations and are less concerned with
their future growth (Gherhes et al., 2016). In practice, micro firms are focussed on day-to-day business
operations, however they have long-term goals and ambitions for which plans are made. A micro firm
indicated that making plans for future growth is necessary in order to survive, because staying small
and not entering the growth path is not something positive. Conversely, some micro roasteries indicate
not having ready made plans and perform what feels right. Thus, in practice is on the one hand
confirmed that micro roastery’s are short-term oriented (Achtenhagen et al., 2017; Psaila, 2007) and
on the other hand future long-term oriented step-by-step plans are made by micro roastery owners.

5.4 Revised conceptual framework
The comparison between theory and practice of this thesis results in six changes in the conceptual
framework. Figure 24 provides an overview on the revised conceptual framework. First, the
relationship micro firm dimensions to internal growth changed positively as explained in section 5.1.1.
Second, the relationship of micro firm size and internal conditions changed from negative to positive,
as explained in section 5.2.1. Third, the relationship from basic market conditions to market structure
to micro firm’s conduct changed from either positive or negative into positive influence and is
explained in section 5.1. Fourth, the micro firm’s conduct fits better as construct at the concept of
internal conditions, an explanation will be given further in this section. Fifth, the influence of external
conditions on internal conditions changed from either positive or negative into positive influence, as
explained in section 5.2. Sixth and final, the influence of external and internal conditions on
performance resulted in a positive influence, as explained in section 5.3.
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Figure 24. Revised conceptual framework

In the visual overview of the conceptual framework is the micro firm’s conduct no longer part of the
external conditions, but part of the internal conditions. In the original conceptual model in this thesis
was implied that the micro firm’s conduct was not fully part of the external conditions and was a
separate section in the original conceptual model. The change of micro firm conduct to internal
conditions results in a clearer representation of the influence of micro firm dimensions on the micro
firm’s conduct divided into internal growth and external growth, and the resources (Section 5.1.1:
Table 15 and 16, and Section 5.2.1: Table 18). Moreover, as in practice is seen does the micro firm’s
conduct of internal and external growth not fit the external conditions, because the indicators of the
interview analysed are processes occurring internally in the micro roastery.
The researcher notices in that the internal growth has in theory and practice more influence
on the micro firm’s performance, than the external growth. Thus, in the revised conceptual model a
clearer distinction between in the micro firm’s conduct of internal and external growth is made. The
indicator of external growth of the micro firm’s conduct shows that it has little influence on the
eventual performance of the micro firm. Moreover, the micro firm dimensions’ influence is indicated
separately for internal growth and external growth.
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6. Conclusion
Chapter 6 presents the general conclusion of this thesis. Answers to the central research question and
the sub-research questions will be given after presenting and discussing the results in the previous
chapters.

General conclusion
The purpose of this thesis is to research the influence of internal and external conditions of emerged
micro firms in the Dutch F&B industry on the performance of those micro firms. Collectively, the 21
conducted interviews with micro roastery owners showed the influence of the internal and external
conditions in the Dutch coffee roasting industry. First, the two theoretical sub-research questions will
be answered, as presented and discussed in chapter 2. Next, the two empirical research questions
about the external and internal conditions will be answered, as presents and discussed in chapter 4.
Additionally, a conclusion will be formed on the comparison of theory and practice. Lastly, an overall
conclusion of the central research question will be presented.
Theoretical sub-research question:
SRQ 1: What are the theories and concepts in literature about the emergence and performance
of micro firms?
The theories and concepts in literature about the emergence and performance of micro firms are used
in this thesis for empirical research (section 2.1 and 2.2). The first part of the theoretical framework is
based on the micro firm dimensions and characteristics (section 2.1.2), emergence of micro firms
(section 2.1.3), and performance measurement (section 2.2). These concepts are derived from generic
literature on small business management, on strategic management, the IO theory, and the SCP model.
To start, the adopted definition for micro firm used in this thesis is a firm with less than ten employees
and owner-centred. This implies that the owner is dominant and plays a crucial role in decision-making
processes and the management perspective of the firm. The micro firm dimensions and its
characteristics employed in this thesis are: (1) Micro firm size: less than ten employees, (2) Strong
owner dominance: pivotal and responsible role owner, no formal decision-making process, and firm
influenced by personal traits of owner, and (3) Local embeddedness: local relationships and orientation
of the firm, dependent on a fixed group customers and resources.
Moreover, the used adopted definition of performance in this thesis is; the object measured
as a result of actions taken in present time, that will in the future be an outcome of pre-set determined
criteria, in relation to a target (Buzzell & Gale, 1989; Laitinen, 2002; Neely, 2007). Next, performance
management is characterised in this thesis as a process of quantifying actions that leads to
performance. The measurement of performance is multidimensional, since they include, financial and
non-financial indicators. The financial and non-financial indicators of performance adopted in this
research are: size of firm in terms of staff, growth in turnover, profitability, technological advance, goal
achievement, resources, flexibility of organizational structure, self-fulfilment, and work-life balance.
Theoretical sub-research question:
SRQ 2: What are the theories and concepts in literature about the strategic management
perspectives of the SCP model and of the RBV?
The concepts are based on the literature of strategic management of the SCP model (section 2.3.2)
and RBV (section 2.3.3) are presented.
To start, the used and adopted SCP model in this thesis considers the constructs basic market
conditions, market structure, and micro firms. The external conditions are conceptualised in three
sequential stages. The relationship between the micro firms’ external environment and the
performance of emerged micro firms is evaluated by the use of the following constructs selected from
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the SCP model: demand conditions and supply conditions, market structures and internal and external
growth (section 2.3.2). First, the construct of demand conditions is conceptualised as market change,
and point of sales. Next, the construct of supply conditions is conceptualised by the two indicators;
location of the firm and technology. Second, the market structure construct is conceptualised by the
three indicators entry and exit barriers, competitors, and product differentiation. Third and final, the
micro firm conduct is indicated by internal growth and external growth. The micro firm’s internal
growth can be controlled and managed in part by the micro firm itself. The external growth is the
occurrence of mergers & acquisitions, agreements, and cooperation due to increased entry barriers
(Shepherd & Wilcox, 1985; Uzunidis, 2016).
Next, to research the internal conditions, the Resource based view (RBV) literature is studied.
The RBV is a framework considered in this thesis, because due to the obtained resources a micro firm
a desired competitive strategy is formed. Based on the theoretical framework, the most important
resources required for micro firms are: physical capital resources, financial resources, technological
resources, organizational capital resources, human capital resources, and reputational resources.
However, these resources must be bundled and set to work as capabilities in order to gain (sustained)
competitive advantage (section 2.3.3).
To conclude, Figure 6 (section 2.4) presents the conceptual framework of the constructs and
concepts of theoretical framework.
Empirical sub-research question:
SRQ 3: What is the influence of the external conditions of an emerged micro firm on the
performance of the emerged micro firms in the Dutch F&B industry?
As mentioned in the Chapter 1 and 3, this thesis explores the Dutch coffee roasting industry of the
Dutch F&B industry. Because, the coffee beverage is prepared from roasted coffee beans, which are
the seeds of berries from the coffee plant.
Overall, the performance in terms of annual turnover of all interviewed micro roasteries
increased and interviewees indicated that they still have and expect further growth of their micro firm.
Almost all interviewed micro roasteries are in the starting phase or growth phase. The developments
in the coffee roasting market, and to the growing awareness of the coffee roasting market are
important external conditions that influence the micro roasteries performance. Additionally, the
accessibility to point of sales improved, because more micro roasteries entered the market at multiple
geographical locations throughout the Netherlands. Nowadays, customers can buy the product both
online and offline at a wide variety of locations.
The external conditions influence the performance as it is easy to start home roasting. In
contrast, to grow as micro roastery and to create brand awareness in the Dutch coffee roasting market
it is challenging and difficult. Interviewees indicate that competition increases; micro roasteries
experienced competition from a variety of (groups of) competitors. Subsequently, the micro roasteries
are forced to invest and innovate. The influence of product differentiation on performance is indicated
by most micro roasteries by the following unique characteristics; personal contact, freshly roasted
coffee, on-demand roasting, traceability, unique taste, and quality. Thus, product differentiation is
focussed on personal characteristics of the owner, on product improvement, and maintaining quality.
Moreover, the performance is influenced by crucial moments in the so-called micro firm
lifecycle, namely investments in machinery and moving to a new location or building. At the same time,
due to the increased demand and improvement of technology, the micro roasteries are able to serve
a wider variety of customers. In contrast, the growth of the micro roastery is taken in small steps, due
to limited capital and resources to invest and innovate. Furthermore, without the development of
being able to roast small batches of coffee, it is assumed that the niche market of micro roasteries
would be less successful.
Literature specifies external growth to mergers, acquisitions, and cooperation change market
structures. In practice the position and influence of the micro roasteries, and communication and
media are considered of more importance for external growth of micro roasteries. Even though, in
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practice communication and media are indicated as indicators of external growth, micro roastery
owners are not prioritizing communication and media activities. Resulting in that micro roasteries have
little to no influence on the total coffee roasting market.
Empirical sub-research question:
SRQ 4: What is the influence of the internal conditions of an emerged micro firm on the
performance of the emerged micro firms in the Dutch F&B industry?
Overall, the performance is influenced by internal conditions in terms of resources. Theory argues that
in order to grow, micro firms need to have the access to their desired resources to achieve their
organizational goals. Every micro firm has its own unique set of resources to achieve those goals.
Internal resources are interpreted by the researcher as having a positive influence on the performance
of the micro roasteries, due to the uniqueness of the bundle of resources per micro roastery. In these
small firms, every person is considered unique and relevant, therefore the majority of the micro
roastery owners indicated human capital in the top three of important resources.
Interviewees indicate nine categories of unique resources: sustainability, transfer of
knowledge, high quality, employees, service, personal/human capital, the product, location or the
coherence of all resources used. Thus, the majority of the micro roastery owners indicate human
capital and their physical resources as uniqueness of their firm, because these resources are indicated
most by the interviewees.
The level of obtaining resources is not experienced as difficult nor easy. This means that it
depends on the personal characteristics of the owner, whether resources are easy obtained or not.
The owner’s experience, current resources, and capabilities influence acquiring resources.
The researcher noticed various compositions of the top three of resources which is interpreted
by the researcher as the unique combination of resources differentiating micro roasteries, thus as
capabilities. One-third of the micro roasteries indicate a combination of resources as unique resources.
One cannot conclude on a success recipe on what perfect combination of resources would, because
the micro roastery performance seems to be positively influenced by a variety of resources. However,
human capital resources and technological resources are resources seen as the most differentiating
resources and as most influential on the performance in terms of increase of number Fte’s.
Analysis and discussion:
SRQ 5: How is the theoretical framework of the external and internal conditions of performance
of the emerged micro firms in the Dutch F&B industry represented in practice?
When it comes to the theoretical framework we found six differences between theory and practice.
However, in general, theory matches the practical research of small scale roasteries studies in this
thesis. The theoretical framework indicates that the basic market conditions positively or negatively
influence market structure, and in turn the market structure determines the micro firm’s conduct, thus
this results in sequentially positively or negatively influenced concepts. Figure 24 in section 5.4
provides an overview of the revised conceptual model. It can be concluded that some constructs and
variables are of more importance than other constructs or variables in practice, namely strong owner
dominance, change in the market, product differentiation, internal growth, and resources.
The influence of the micro firm dimensions on the external conditions at micro roasteries is similar to
theory. In theory and practice, the majority of the micro roastery owners make decisions based on
intuition. However, in practice it is seen that the micro roastery owners make more decisions than
expected by theory together with others rather than individually. Furthermore, the owner’s motivation
to start a firm are more social-oriented goals than business-oriented goals.
In theory the expectation of strong owner dominance follows a curve linear relationship; the
two variables of strong owner dominance and performance increase until a certain optimum is
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reached, then decline begins. In practice this curve linear relationship is not mentioned and cannot be
derived, therefore a conclusion cannot be given on long term strong owner dominance.
In practice, the micro roasteries are not as locally oriented as was expected. Some micro
roastery owners do indicate the importance of local brand awareness. The influence of local
embeddedness on external growth is minimal. In practice, most micro roasteries indicate word-ofmouth as important in local communities.
The variables on market structure are represented in the practice of micro roasteries. Theory indicates
that micro firms will opt for differentiation when the entry barriers are low and the number of
competitors is large. Therefore, it depends on the local conditions whether the market structure has a
positive or negative influence on the micro firm’s conduct. In practice, small firms in the Dutch coffee
roasting market experience has barriers to entry, for example the creation of a strong brand identity
and brand awareness, and customers is difficult. However, when known as micro roastery in the sector,
entrance and survival is easier due to contacts within the coffee roasting market.
To conclude about the external conditions, the basic market conditions, the market structure,
and the micro roastery conduct have a positive influence on the internal conditions. In theory, the
external conditions have either positive or negative influence on the internal conditions of the micro
firm resources, depending on the influence the market structure has on the micro firm conduct. In
practice, the market structure has a positive influence on the micro roastery conduct. Consequently,
this results in a positive influence on all three concepts in this thesis, resulting in a positive influence
on the internal conditions and on the performance of the micro firms.
Theory describes a negative influence of the micro firm’s size on the internal resources. In practice
micro roastery owners did not specifically indicate experiencing negative effects of their micro firm
size in relation to obtaining resources. Furthermore, the in theory indicated uniqueness of resources,
is represented in practice.
Overall, internal conditions are indicated in theory and in practice as having a positive
influence on the performance of emerged micro firms.

Overall conclusion
The central research question:
What is the influence of the external and internal conditions of the micro firm on performance of
emerged micro firms in the Dutch food and beverage industry?
In sum, the external and internal conditions of the emerged micro roasteries have a positive influence
on the micro roastery’s performance. In practice the external and internal conditions have a slightly
different influence as indicated in the revised conceptual framework (Figure 24, section 5.4).
It can be concluded that Dutch micro roasteries are in general young firms and the majority
emerged at multiple geographical locations throughout the Netherlands over the last six years.
The micro roasteries mainly react to the general coffee roasting market, although external
conditions can partly be influenced by the micro roasteries. In the niche market of specialty roasting
coffee, where the interviewed micro roasteries are competing, the micro roasteries do influence other
micro roasteries in the market, for example through introducing new machines, types of coffee or
unique selling points. External conditions that influenced the performance of these micro firms are
due to the developments in the coffee roasting market and the awareness in the coffee roasting
market is growing. Subsequently, mainly positive influence on performance, because of the high rate
of investments and innovations. Contrary, the growth of the micro roastery is in small steps, due to
limited capital and resources to invest and innovate. Due to the rising demand and improvement of
technology, the micro roasteries are able to serve a wider variety of customers. Finally, all micro
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roasteries experience an increase in competition and all micro roasteries experience an increase in
annual turnover.
The internal conditions have a positive influence on the performance of the micro roasteries,
due to the uniqueness of the capabilities of each micro roastery. The majority of the micro roastery
owners indicate that human capital and their physical resources as uniqueness of their firm. They
thereby created a differentiated product in the niche market of specialty coffee which resulted in
increased performance of the micro roastery.
Overall, most constructs and variables have a positive influence on the micro firm’s
performance. It can be concluded that some constructs and variables are of more importance than
other constructs or variables in practice, namely strong owner dominance, change in the market,
product differentiation, internal growth, and resources. Striking is re-occurrence of the owner’s
personality in all of these constructs and variables, for example in decision-making, personal
characteristics, goals and seeing opportunities.
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7. Managerial implications, limitations and recommendations
Chapter 7 presents managerial implications, the limitations, and recommendations. In section 7.1
implications of the findings for management are stated. Additionally, section 7.2 presents the
limitations of this thesis. Finally, the chapter ends with section 7.3 containing recommendations for
future research.

7.1 Managerial implications
There are three managerial implications of the findings that can be useful for managers of micro firms
in the Dutch F&B industry. Conducting interviews with micro roastery owners was necessary and very
valuable to study the coffee roastery market. The findings in terms of actions can be summarized into
four managerial implications for improvement of their firm.
First, it is important to keep an eye on capabilities. To use the full potential and to keep on
competing in the coffee roasting market, it might be interesting for micro roastery owners to continue
to evaluate, monitor and adjust their bundle of resources. It is important to refresh the bundle of
resources, because it has a strong influence on the firm’s capabilities, that enables differentiation and
positively impacts their performance. The majority of the micro roastery owners indicate that their
human capital and sourcing of coffee are unique resources. However, as indicated by a micro roastery
owner the development of the micro roastery owners is a continuous process of learning and adapting.
Therefore, monitoring their capabilities is important.
Second, a micro roastery owner indicated that the specialty coffee market is a market of copy
cats. To prevent being yet another micro roastery suppling the same coffee product or experience, it
is important to innovate and monitor changes in customer preferences with the use of the firm’s
capabilities. Therefore, micro roastery owners should closely watch their unique selling points, and
when possessing unique selling points promote them. Currently is seen that micro roastery owners do
not promote and make use of all communication channels to create more brand awareness.
Third, it might be interesting for owners/managers to establish a representative organization
or a partnership with multiple micro roasteries with the same ambitions and goals. Multiple micro
roastery owners indicated that the establishment of a useful representative organization could be
beneficial to share knowledge and experiences. Furthermore, micro roastery owners indicate that the
micro roasteries should unite against the traditional coffee roasting market of multinational firms, to
raise the feasibility of making an impact in the coffee value chain, and develop the direct link with the
coffee farmers increases.
Fourth and final, it is important that the micro roasteries keep communicating with (potential)
stakeholders, such as customers and suppliers. Micro roastery owners indicate that education about
specialty coffee is important and there is still much to be gained, it is of importance to keep educating
the stakeholders, to make customers more aware about the specialty coffee market and to become
sources of knowledge.

7.2 Limitations
This thesis experiences four limitations which might have affected the results. Section 7.2 discusses
limitations related to the impact of the Corona crisis, research method, external validity and the
reliability of the thesis.
The first limitation is as mentioned in chapter 3 the Corona crisis had some effect on this thesis.
This unrelated event influences the outcomes of the research. The period of gathering data and
conducting interviews is overshadowed by the Corona crisis. The researcher noticed that, inevitably,
the Corona crisis was mentioned several times by the interviewees. Especially, interview questions
about investment, future investment and the continuation of the micro roastery the Corona crisis was
mentioned. If this was the case, the interviewer tried to point out to the interviewee that the Corona
crisis is not considered in this research, as was agreed upon at the start of the interview.
Notwithstanding, some answers given were overshadowed by the current situation and therefore
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afterwards difficult to interpret. The impact the Corona crisis potentially had on the interview was a
differentiated focus of answering the interview questions.
Second, is the method of conducting the interviews via telephone. The interviewees were
aware of the fact that the interview would be conducted by telephone, however the lack of social
contact could make the interviewee less comfortable and either withhold information, or answer more
socially desirable. This limitation could possibly influence the conclusions of the research. For example,
the majority of the interviewees indicated to have goals that are socially responsible oriented.
However, the level of involvement in socially responsible activities can be interpret widely. To minimise
this limitation the researcher started the interview with an informal talk to comfort the interviewee.
Furthermore, the interviewee made it clear that the answers given are handled confidentially and
when desired the firm name kept anonymous in the research report. Nonetheless, the unique
circumstance of a lockdown in the Netherlands during this thesis necessitated telephone interviews.
Third, is the limitation of the external validity. The external validity deals with the problem if
the results of the study are transferable to other situations and subjects (Kvale, 2008). External validity
is qualitative research is often questioned. Generalization for the micro coffee roasting sector is
permitted, but it cannot be generalized to the entire Dutch F&B industry. This thesis does not aim at
statistical generalization, however there can be analytically generalised. Analytical generalization rests
upon the researcher’s transferability and argumentation of the interview findings and the rich
conceptual descriptions (Kvale, 2008). This thesis studies how theory is represented in practice, thus
an analysis is presented of the origanal and the present situation (Kvale, 2008). To emphasize, this
thesis aims to study the influence of external and internal conditions on a micro firm’s performance in
the Dutch F&B industry. In order to achieve a sufficient number of participants, the point of saturation
was achieved. The point of saturation is reached when the researcher discovers little or no new
information from the participants (Beech, 2015). In this thesis, the researcher tried to include all micro
roasteries in the selected population. All 65 micro roasteries were contacted in the same manner, no
micro roastery was given a special treatment. However, 44 micro roasteries rejected the invitation or
did not respond to the invitation. Resulting in that the participating micro roasteries were mostly
concentrated in the Randstad. Of the provinces Limburg (Lim), Utrecht (Utr) and Flevoland (Fle) no
micro roastery was willing to participate. In the selected population there were no micro roasteries
located in the provinces Zeeland (Zee) and Friesland (Fri). Although this study has some variation in
location of participants, one could expect when including more firms from other provinces of nonRandstad locations other results migth have been revealed. Conversely, the diversity of interviewed
pariticipants in terms of personal characteristics was diverse in terms of gender, age, professional
background, and education.
Fourth and final limitation refers to the consistency of the research, thus the reliability of the
research (Kvale, 2008). The researcher tried to apply triangulation of data. However, during the
interviews the interviewer developed and improved the interview skills and knowledge about the
subject. The latter possibly influenced the consistency of gathering data. To minimise differences
between the transcripts, the interviewer conducted semi-structured interviews, thus a certain level of
flexibility was permitted.

7.3 Recommendations for further research
This thesis studied the external and internal conditions of emerged micro firms on the performance of
micro firms in the Dutch F&D industry.
First, it is recommended to study a wider variety of micro firms in the Dutch F&B industry, such
as microbreweries, micro vineries and micro bakeries. This thesis only studies the micro coffee roasting
sector, because due to time constraints it was impossible to conduct research in multiple segments or
sectors. Studying a wider variety of micro firms is recommended, because it encourages the
comparison between sectors or possibly patterns in the emergence and performance of micro firms in
the F&B industry can be discovered.
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Second, it is recommended to interview the micro roasteries that are not included in the
sample. Including those micro roasteries the importance of the local embeddedness could change as
only 38% of the interviewed micro roasteries are located in non-Randstad, because of the selected
population non-Randstad was partly represented. As indicated in chapter 4, no micro roasteries were
located in the provinces Zeeland and Friesland and micro roasteries in the provinces of Limburg and
Flevoland did not want to participate in this research. By interviewing those micro roasteries all Dutch
provinces would be included and represented. Moreover, after the Dutch micro roasteries and micro
firms in the F&B industry are studied, likewise the micro firms in the F&B industry in more countries
can be studied and compared.
A third recommendation for future research is the use of mixed methods. In this thesis only,
qualitative methods were used. For example, surveys could add useful quantitative data to the current
findings from interviews. Furthermore, the survey would reduce the degree of socially desired
answers, because surveys are more anonymous. Next to that, when using a survey, the length of an
interview could be shortened, because some quantitative interview questions could be skipped and
asked in the survey. Additionally, the number of participants could increase, because possibly more
micro roasteries are willing to participate in a survey instead of an interview.
Fourthly, interviewing failed micro roastery owners might add some other perspectives on the
influence of external and internal conditions of the emergence and performance of micro roasteries.
In this thesis there was no opportunity to interview them, because there was no list of failed micro
roasteries available. For further research it could be useful to compare the processes of successful
micro roasteries with the processes of failed micro roasteries to indicate differences. The researcher
expects to discover the conditions of the micro roasteries and the decisions made by the owner that
leads to failure. These insights can be used to improve the chance of survival in the market.
A fifth recommendation is to study the possibility to establish a representative organization
for micro roasteries. As noticed during conducting the interviews, the micro roasteries do not indicate
any added value in being a member of a representative organization. However, a lot of micro roasteries
want to share their knowledge and experience about roasting coffee and the origin of coffee.
Additionally, micro roastery owners indicate that, together the micro roasteries should unite against
the traditional coffee roasting market of multinational firms.
Sixth and final recommendation is to extensively study the internal conditions and especially
the combination of the used resources. The bundle of resources could possibly indicate what does or
does not improve the micro roasteries’ performance.
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Appendices
Appendix A: PRISMA diagram
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Appendix B: Participating micro roasteries
Table 21.
21 participating micro roasteries.
Number
Location
NH1
Confidential
NH2
Confidential
NH3
Confidential
NH4
Confidential
NH5
Confidential
NH6
Confidential
NH7
Confidential
NH8
Confidential
NH9
Confidential
ZH1
Confidential
ZH2
Confidential
ZH3
Confidential
ZH4
Confidential
NB1
Confidential
NB2
Confidential
Gro1
Confidential
Gro2
Confidential
Gel1
Confidential
Gel2
Confidential
Ove1
Confidential
Dre1
Confidential

Name
Confidential
Confidential
Confidential
Confidential
Confidential
Confidential
Confidential
Confidential
Confidential
Confidential
Confidential
Confidential
Confidential
Confidential
Confidential
Confidential
Confidential
Confidential
Confidential
Confidential
Confidential

Year of foundation
Confidential
Confidential
Confidential
Confidential
Confidential
Confidential
Confidential
Confidential
Confidential
Confidential
Confidential
Confidential
Confidential
Confidential
Confidential
Confidential
Confidential
Confidential
Confidential
Confidential
Confidential

Date of interview
15-04-2020
16-04-2020
20-04-2020
21-04-2020
24-042020
30-04-2020
05-05-2020
07-05-2020
14-05-2020
14-04-2020
16-04-2020
14-04-2020
06-05-2020
15-04-2020
20-04-2020
15-04-2020
22-04-2020
04-05-2020
08-05-2020
01-05-2020
13-05-2020

Note: Due to anonymity the location, name and year of foundation are not published.
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Appendix C: Interview guide
Interview:
Geïnterviewde:
Micro bedrijf:
Functie:
Telefoonnummer:
Interview details:
Datum:
Tijd:
Interviewer:
Naam: Sennah Curfs
Studie: MME – Wageningen University
Leerstoelgroep: BMO
Elke keer waar [Naam] geschreven staat kan de naam van het bedrijf worden ingevuld.
Opening
Welkomstwoord:
Goedemorgen/goedemiddag,
Allereerst hartelijk dank dat u tijd wilde maken om deel te nemen aan mijn onderzoek en dat u een
aantal vragen wilt beantwoorden.
Smalltalk:
Allereerst de vraag: Hoe maak u het in deze tijd van de corona crisis?
Uitleg:
Zoals u in de email had kunnen lezen gaat dit Wageningens scriptie- onderzoek over het ontstaan en
de prestaties van micro bedrijven in de voedsel- en drankenindustrie in Nederland, er wordt specifiek
gefocust op micro koffiebranderijen, omdat deze in het afgelopen decennium een opkomend sector
zijn in de voedsel- en drankenindustrie. Het doel van dit onderzoek is lering te trekken uit de patronen
van het ontstaan van deze micro bedrijven en de ontwikkeling van hun succes.
Door deel te nemen aan dit onderzoek draagt u bij aan het ontdekken van welke patronen in de
externe en interne condities in deze micro bedrijven te vinden zijn. Voor u levert dit wellicht nieuwe
inzichten op voor de verder groei en ontwikkeling in de sector. Natuurlijk, als u daarin geïnteresseerd
bent, kunt u achteraf een samenvatting van de onderzoeksresultaten ontvangen.
Als onderzoeksperiode houden we de periode tot en met eind 2019 aan, dus zou ik u willen vragen
ook antwoord te geven gebaseerd hierop en de corona crisis zoveel mogelijk buiten beschouwing te
laten.
Uw antwoorden worden indien gewenst anoniem verwerkt. Het interview is gepland of maximaal 45
minuten. Dit interview bestaat uit de onderdelen algemeen, de marktcondities, de bedrijfsinterne
situatie, de prestaties en de afsluiting.
Heeft u er bezwaar tegen als ik het gesprek opneem, zodat er geen informatie verloren gaat? Heeft u
nog vragen of opmerkingen voordat we aan het interview beginnen?
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Algemeen (15 min)
1. Introductie
1.1 Kunt u in enkele zinnen omschrijven wie u bent en wat uw functie is binnen [Naam]?
1.2 Met [Naam] timmert u al een aantal jaren aan de weg. Kunt u kort iets vertellen over uw
bedrijf?
1.3 Klopt het dat [Naam] is opgericht in [Jaartal] OF Wanneer is [Naam] opgericht? (Jaartal)
1.3.1 Wat was de belangrijkste reden om [Naam] te starten?
1.4 Wie zijn momenteel de eigenaren van [Naam]?
1.4.1 Zijn er sinds de oprichting nog andere eigenaren geweest van [Naam]?
1.4.2 Zo ja, hoeveel? En wat waren daarvoor de reden(en)?
1.5 Wat zijn de belangrijkste activiteiten van [Naam]?
2. Ik ga nu meer specifiek in op de ambities en besluitvorming in [Naam]
2.1 Wat zijn uw doelen/ambities met [Naam]?
2.1.1 Op de schaal van 1 tot 5, in hoeverre zijn deze doelen (deels) al behaald? Waarin 1
geen één doel behaald is en 5 alle doelen behaald zijn.
2.1.2 Op de schaal van 1 tot 5, hoe haalbaar is het behalen van de overige doelen? Waarin
1 onhaalbaar is en 5 heel haalbaar is.
2.2 Wat is uw werkervaring voordat u [Naam] begon?
2.2.1 Op de schaal van 1 tot 5, in hoeverre heeft deze professionele achtergrond invloed
op het leiden van uw bedrijf [Naam]? Waarin 1 geen invloed is en 5 heel veel invloed
is.
2.2.2 Welke specifieke opleidingen en cursussen heeft u gevolgd om de branderij te starten?
2.3 Wie neemt de beslissingen binnen [Naam]?
•
Individueel
•
Gezamenlijk
•
Beide
2.3.1 Is dit veranderd sinds de oprichting en waaruit blijkt dat?
2.4 De beslissingen die jullie nemen hebben natuurlijk invloed de opbrengsten en kosten van
[naam] en vaak kunnen beslissingen genomen worden gebaseerd op intuïtie en gebaseerd op
formele beslismodellen. Kun je een indicatie geven hoeveel procent van de beslissingen
bestaat uit intuïtie en hoeveel procent van de beslissingen uit formele beslissingen?
• Intuïtie: …%
• Formeel: …%
3. Lokaal
3.1 Wat is de naam van de regio of de straal in kilometers vanaf de geografische locatie waarin
[Naam] bijna alle gebrande koffie verkoopt?
• ….. Km
• ………………………. (Regio)
3.1.1 Heeft u de ambitie uw bereik uit te breiden? En waarom wel/niet?
3.2 Op de schaal van 1 tot 5, hoe belangrijk is de geografische locatie van [Naam]? Waarin 1 heel
onbelangrijk is en 5 heel belangrijk.
3.2.1 Waarom is de geografische locatie van belang?
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3.3 Bent u aangesloten bij een branchevereniging of overkoepelende organisatie voor uw sector?
(Zoals: SCA, Koffie & Thee Nederland)
3.3.1 Zo ja, waarom bent u bij branchevereniging of overkoepelende organisatie
aangesloten?
3.3.2 Zo nee, waarom niet en zou u dat willen?
3.4 Als u weer een taart heeft die 100% van de omzet van al uw klanten weergeeft als opgeteld
100%, kunt u dan een indicatie geven hoeveel procent van de taart bestaat uit: vaste klanten
binnen en nieuwe klanten.
Hoe ziet uw klantengroep eruit?
• Vaste klanten: … %
• Nieuwe klanten: … %
Ik ga nu meer specifiek in de externe condities van [Naam]
Externe condities (15 min)
4. Vraag condities
4.1 Zijn er, sinds de oprichting van [Naam], veranderingen te zien in de populariteit en het
consumentengedrag in de vraag naar gebrande koffie in de gehele Nederlandse
koffiebranderij sector?
4.1.1 Zo ja, welke belangrijkste verandering of verschuiving heeft er plaats gevonden in de
sector?
4.2 Hoe ziet u de positie van [Naam] als micro koffiebranderij in de sector van koffiebranderijen?
4.3 Wat is de voornaamste klantengroep waarop u focust met [Naam]?
• Particulieren
• Zakelijk
• Beide
• Overig, namelijk …………
4.4 Als u weer een taart neemt om 100% van de verkoop van uw gebrande koffie voor te stellen,
kunt u dan een indicatie geven hoeveel procent van de taart bestaat uit de verkoopt van uw
gebrande koffie in uw fysieke winkel, webshop, horeca of anders.
Hoeveel procent van uw gebrande koffie verkoopt u:
• In een fysieke winkel: ………%
• Webshop: ………%
• Horeca/bar: ………%
• Anders: ………%
5. Aanbod condities
5.1 Heeft [Naam] altijd een vast assortiment van soorten koffie of wisselt het assortiment van
soorten koffie?
5.1.1 Hoe vaak wordt er een soort toegevoegd aan of gewisseld in het assortiment?
5.1.2 Waardoor vindt er wisseling in het assortiment plaats?
Nu ga ik een aantal vragen stellen over de marktstructuur
6. Marktstructuur
6.1 Ter informatie over de marktwerking: Hoe heeft u de startfase van [Naam] in deze sector
ervaren?
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6.2 Op de schaal van -2 tot 2, in welke mate is de concurrentie toegenomen de afgelopen jaren?
Waarin -2 sterke afname is en 2 sterke toename is.
6.2.1 Hoe merkt u dit?
6.3 Wie zijn momenteel voornaamste concurrenten voor [Naam]? (Max.3)
• Multinationals in de koffie sector (bijv.: Douwe Egberts)
• Middelgrote koffiebranderijen in Nederland (bijv.: Simon Levelt)
• Kleine koffiebranderijen in Nederland (bijv.: Mocca D’or)
• Micro koffiebranderijen in Nederland
• Micro koffiebranderijen in de regio
• Bedrijven in andere sector(en), namelijk…….
6.4 Welke unieke kenmerken heeft uw product of uw bedrijf t.o.v. uw concurrenten?
6.5 Hoeveel kilogram gebrande koffie wordt er door [Naam] per jaar geproduceerd?
De volgende vragen gaan over het gedrag van [Naam] in de markt
7. Gedrag micro bedrijf
Interne groei
7.1 Als u terugkijkt, wat is of zijn de meeste cruciale momenten in de ontwikkeling van [Naam]
geweest?
7.1.1 Hoe bent u daarmee omgegaan?
7.2 Welk type investeringen heeft [Naam] gedaan afgelopen jaren?
7.2.1 Waarom zijn deze investeringen gedaan?
7.2.2 Wat zijn de gevolgen van deze investeringen op korte termijn?
7.3 Welke toekomstige plannen heeft u met [Naam] wat betreft belangrijke beslissingen,
investeringen en innovaties?
7.4 Zijn de productie kosten per kilogram gebrande koffie de afgelopen jaren toegenomen of juist
afgenomen?
7.4.1 Zo ja, waardoor?
7.4.2 Wellicht kunt u wel een grove schatting geven met hoeveel procent zijn de productie
kosten per kilogram gebrande koffie per jaar zijn toegenomen?
Het derde blok gaat over de interne condities.
Interne condities (10 min)
8. Middelen
Een bedrijf kan verschillende middelen gebruiken om doelen te behalen. Ik heb voor u de zes
hoofdgroepen op een rij gezet: fysieke middelen (zoals: gebouwen, machines, grondstoffen),
financiële middelen, technische middelen (zoals: ontwikkelen van nieuwe producten), menselijk
kapitaal (zoals: trainingen, personeel, ervaringen), organisatorische middelen (zoals: planning,
routines, bedrijfscultuur) en reputatie.
8.1 Bent u bekend met deze middelen?

8.2 Kunt u een top drie aangeven met de drie belangrijkste middelen zijn voor [Naam]?
o Fysieke middelen
o Financiële middelen
o Technische middelen
o Menselijk kapitaal
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o Organisatorische middelen
o Reputatie
8.2.1 Waarom ziet u deze top drie van middelen als de belangrijkste?
8.2.2 Welke middelen gebruikt [Naam] die best wel uniek te noemen zijn?
8.3 Op de schaal van 1 tot 5, hoe makkelijk of moeilijk ervaart u het verkrijgen of ontwikkelen van
deze top drie middelen? Waarin 1 heel moeilijk is 5 heel makkelijk.
8.3.1 Hoe probeert u deze middelen te verkrijgen?
8.4 Het verkrijgen van financiële middelen worden door kleine bedrijven vaak gezien als een grote
uitdaging. Op de schaal van 1 tot 5, hoe ervaart u dat? Waarin 1 heel moeilijk is en 5 heel
makkelijk is.
8.4.1 Hoe is [Naam] gefinancierd?
Het voorlaatste onderwerp gaat over de prestaties van [Naam].
Prestaties (5 min)
9. Prestatie management
9.1 Worden de prestaties van [Naam] gemeten?
9.1.1 Zo ja, hoe worden deze prestaties gemeten?
En wat wordt er met deze resultaten gedaan? (vb: gebruikt voor toekomstige plannen,
ter analyse etc.)
9.1.2 Zo nee, zijn er plannen om de prestaties in de toekomst te gaan meten?
En hoe dan?
Er zijn financiële prestatie indicatoren, zoals winst, en er zijn non-financiële prestatie indicatoren, zoals
tevredenheid over baan.
9.2 Op de schaal van 1 tot 5, hoe belangrijk is het meten van de financiële prestatie indicatoren
zijn van [Naam]? Waarin 1 heel onbelangrijk is en 5 heel belangrijk
9.2.1 Wat is de belangrijkste financiële prestatie indicator die u gebruikt om de prestaties
van [Naam] te meten?
9.3 Op de schaal van 1 tot 5, hoe belangrijk is het meten van de non-financiële prestatie
indicatoren zijn van [Naam]? Waarin 1 heel onbelangrijk is en 5 heel belangrijk
9.3.1 Wat is de belangrijkste non- financiële prestatie indicator die u gebruikt om de
prestaties van [Naam] te meten?
Ten slotte, de laatste afsluitende vragen.
Afsluitende vragen (5 min)
10. Omvang micro bedrijf
10.1 In welke fase zit uw bedrijf als u moet kiezen uit de volgende 4 categorieën:
o Startend bedrijf
o Groeiend bedrijf
o Volwassen bedrijf
o Bedrijf in neergang
10.2 Hoeveel werknemers zijn er in dienst bij [Naam]?
10.2.1 Wat is de verdeling werknemers heeft u en hoeveel parttimers?
10.3 Kunt u een indicatie geven met hoeveel het totaalaantal werkuren is toegenomen of
afgenomen sinds de oprichting van [Naam}?
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10.3.1 Zo ja, wat was de reden van de groei in werkuren?
10.4 Kunt u een indicatie geven van de jaarlijkse omzet van [Naam]?
o < 0.35 million euro
o 0.35 million – 0.7 million euro
o > 0.7 million euro
10.4.1 Is de omzet afgelopen jaren gestegen?
10.4.2 Zo ja, welke keuzes heeft u gemaakt om deze groei te realiseren?
10.5 Hoe ziet u de continuïteit in de toekomst voor [Naam]?
Afsluiting
➢ Heeft u nog vragen of opmerkingen voor het interview?
➢ Indien achteraf blijkt dat het iets toch niet helemaal duidelijk was, zou ik dan even contact met
u mogen opnemen?
➢ Wenst u een samenvatting van mijn afgeronde scriptie te ontvangen met de resultaten?
➢ En wenst u dat uw antwoorden anoniem verwerkt worden in de resultaten?
Hartelijke bedankt voor uw informatie en tijdsinzet om deze vragen te beantwoorden!
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Appendix D: Email protocol
Invitation email for participation interview
Onderwerp: Deelname interview afstudeeronderzoek Wageningen University.
Beste [naam],
Als onderdeel van het afstuderen voor mijn master scriptie, van de studie Management, Economics
and Consumerstudies aan de Wageningen University & Research, doe ik wetenschappelijk
onderzoek naar de opkomst en de prestaties van micro bedrijven in de voedingsmiddelen- en
drankenindustrie. Binnen deze industrie viel de opkomst van micro koffiebranderijen op. Door te
kijken naar de ontwikkeling en prestaties van deze micro koffiebranderijen probeer in te ontdekken
welke patronen in de externe en interne omgeving van de bedrijven te vinden zijn.
[Introductie stukje over interesse in microbranderij, gepersonaliseerd per bedrijf].
Ik ben benieuwd hoe [jullie/uw] als eigenaar van [naam microbranderij] het ondernemen in de
branche van koffiebranden ervaren en ik zou graag met jullie in gesprek gaan over [jullie/uw]
ervaringen. Graag zou ik derhalve eenmalig een aantal vragen stellen middels een telefonisch
interview. Het interview zal ongeveer 45 minuten duren. Uiteraard worden antwoorden en
inzichten die [jullie/u] mij geven niet verstrekt aan derden en worden deze uitsluitend gebruikt
voor mijn masterscriptie onderzoek. Bovendien kan anonimiteit gegarandeerd worden.
Als [jullie/u] nog vragen of opmerkingen heeft of dat het een en ander niet duidelijk is, dan
[mogen/mag jullie/u] altijd met mij contact opnemen. Ik hoop dat [jullie/u] in deze tijd van het
corona virus in goede gezondheid verkeerd. Ik zie graag [jullie/uw] reactie tegemoet, uw bijdrage
is zeer gewenst voor het onderzoek.
Alvast hartelijk bedankt!
Met vriendelijke groet,
Sennah Curfs
Wageningen University

101

Email after confirmation of participation
Onderwerp: Deelname interview afstudeeronderzoek Wageningen University.
Beste [naam],
Hartelijk bedankt voor uw deelname aan mijn master scriptie onderzoek. Graag zou ik met u een
afspraak maken, schikt [datum] om [tijd] voor u?
Het doel van het onderzoek is om een patroon de te ontdekken in het ontstaan en presentatie van
de micro koffiebranderijen gebaseerd op de externe en interne condities van de micro
koffiebranderijen. Ik onderzoek de situatie tot en met eind 2019, dus de crisis omtrent het Corona
virus wordt buiten beschouwing gelaten. Ter voorbereiding op het interview zijn hier alvast een
aantal onderwerpen beschreven:
Deel 1: Algemene vragen over [Naam]. Vragen gaan over:
- Ontstaan van de koffiebranderij
- Uw rol in het bedrijf
- Ambitie/doelen die u heeft met uw koffiebranderij
- Geografische focus
Deel 2: Externe condities met vragen over:
- De markt: ontwikkeling en concurrentie
- Gedrag van uw bedrijf: ontwikkelingen, unieke kenmerken, toekomstplannen,
investeringen.
Deel 3: Interne condities over de middelen die u gebruikt om uw doelen te behalen. Deze middelen,
ook wel resources genoemd, zijn fysieke middelen, financiële middelen, technische middelen,
menselijk kapitaal, organisatorische middelen en de bedrijfsreputatie.
Deel 4: Over de prestaties van [Naam] de afgelopen jaren en of deze gemeten worden en op welke
manier.
Deel 5: Afsluitende vragen over:
- Aantal werknemers
- Productievolume
- Financiële middelen
- De toekomst
Mocht u op voorhand al bruikbare informatie of documenten voor mij ter beschikking hebben, dan
zijn deze altijd welkom.
Ik hoor graag van u of de voorgestelde datum en/of tijd voor u uit komt, zo niet dan plannen we
een ander moment in. Mocht u verder nog vragen hebben, schroom niet mij te contacteren.
Alvast hartelijk bedankt!
Met vriendelijke groet,
Sennah Curfs
Wageningen University
T: +31 6 123 15 104
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Appendix E: Call Protocol
Call protocol after no reply to second email:
1. Opening
Goedendag, u spreekt met Sennah Curfs student van de Wageningen Universiteit. Ik heb u twee
weken geleden via de mail gecontacteerd over deelname aan mijn master scriptie onderzoek.
2. Introductie
Dit Wageningens scriptie- onderzoek over het ontstaan en de prestaties van micro bedrijven in de
voedsel- en drankenindustrie in Nederland, er wordt specifiek gefocust op micro
koffiebranderijen, omdat deze in het afgelopen decennium een opkomend sector zijn in de
voedsel- en drankenindustrie. Het doel van dit onderzoek is lering te trekken uit de patronen van
het ontstaan van deze micro bedrijven en de ontwikkeling van hun succes.
3. Reden contact
Ik neem met u contact op, omdat u een gepassioneerd bedrijf heeft met heel wat kennis en
kunde. Vooral ook door uw aandacht en passie voor het vak. Ik ben benieuwd hoe u als eigenaar
van [Naam] het ondernemen in de branche van koffiebranden ervaart en ik zou graag met u in
gesprek gaan over deze ervaringen. Graag zou ik daarom eenmalig een aantal vragen stellen
middels een telefonisch interview. Het interview zal ongeveer 45 minuten duren. Door deel te
nemen aan dit onderzoek draagt u bij aan het ontdekken van welke patronen in de externe en
interne condities in deze micro bedrijven te vinden zijn en dus aan de vooruitgang van uw
sector. Uiteraard worden antwoorden en inzichten die u mij geeft niet verstrekt aan derden en
worden deze uitsluitend gebruikt voor mijn masterscriptie. Bovendien kan anonimiteit
gegarandeerd worden.
Door deel te nemen aan dit onderzoek draagt u bij aan het ontdekken van welke patronen in de
externe en interne condities in deze micro bedrijven te vinden zijn. Voor u levert dit wellicht
nieuwe inzichten op voor de verder groei en ontwikkeling in de sector. Natuurlijk, als u daarin
geïnteresseerd bent, kunt u achteraf een samenvatting van de onderzoeksresultaten ontvangen.
➢ Toestemming deelname en datum plannen:
datum
➢ Geen toestemming deelname:

Bedankt voor uw deelname. Welke
en tijdstip schikt voor u?
Hartelijk bedankt voor uw tijd en succes
verder!

4. Afsluiting:
Bedankt en tot ziens!

103

