Appendix C. Coding table, source: author’s own work
	Coding examples
	First order
	Second order
	Third order

	“What’s important for us in developing it is to be able to integrate with existing printing machines. Both [because] you have all these switching costs for the new machinery and new infrastructure for those companies of course, but also to be easily integratable and able to scale in an easy way. And also to get market access very easily.” (interview 2.1)
	Scalability and market access
	Collaboration with incumbents
	Sustainability pathways

Paradox: Incumbent-led versus venture-led change


	“What a startup is, you have dedicated, motivated people that probably don’t earn as much, and so for big companies, the external development of knowhow is a cheaper way to get things done. And it puts less pressure – it moves this whole innovation part outside the company.” (interview 19.2)
	Startups way for corporates to externalize innovation
	
	

	“We are focused on how to do this search engine very easy, integratable, put in many different places in the supply chain in any way that the company wants. [...] It’s even customizable for each department you know. Because it’s like a file of information that goes there, but the way departments use the information is very different.” (interview 7.2)
	Integrating with existing infrastructure
	
	

	“On the other hand I think, still you know, in the fashion industry in particular, these newcomers who come without the sort of past of this linear business model and trying to protect it and so on, they need more encouragement, in all sorts of ways, to continue doing what they’re doing.” (interview 3.1)
	Creating new markets
	Creating new markets and value propositions
	

	“In fashion the thing is, it’s not just innovation like ‘okay we need to innovate in order to survive’ – no, fashion has a sustainability problem. They’re innovating because they have to overcome the sustainability problem. And I think that’s what makes the case of the fashion industry a little bit different than – of course, automotive has a sustainability problem, but maybe still to a lesser extent, you know? In fashion it’s sort of the – it’s no longer digitalization, it's no longer gen x or whatever, it’s sustainability.” (interview 3.1)
	Push for innovation on account of the sustainability crisis
	
	

	“I asked myself, how did we come to value a white T-shirt more highly than, you know, a handmade embroidery. And that kind of started my entire [way of] thinking like how can we bring back old handcrafts but also the culture behind them, not just the simple act of embroidery or handmaking. [...] And so for me the collection was a very tangible way of expressing this concept and saying ‘hey, you can do it’ people can do it and still make a profit out of it.” (interview 8.1)
	Changing culture of clothing
	
	

	“Where do you start the overhaul? The perfect thing would be with consumers right? Consumers actually have a power to say – because at the end of the day, if nobody is going to buy the cheap polyester T-shirts, they have to stop making them.” (interview 11.2)
	Consumer awareness
	Raising awareness about sustainability
	

	“I think food, other sectors, have been pretty well regulated because we consume them, or we put them on our skin or we actually eat them whereas clothing is largely unregulated in comparison. But there’s so much of it now – hyper consumption, hyper capitalism within clothing, like cheap items that people wear negligibly is leading to catastrophic outcomes for the planet and of course, you can’t make – you can’t pay people living wages or even close to that if you’re going to make your product for so cheap that someone could throw it away. So there is certainly a growing need, and that’s been going on for a long time, but now there is a stick, not just a carrot.” (interview 21.1)
	Pressure from legislation
	
	

	“It’s a knowledge platform, but more importantly, it’s a physical and digital meeting place of the supply chain. To make this actually visible to the demand side. So where a customer or designer or whoever struggles seeing what’s possible and what’s offered, that’s what [name platform]  makes apparent. And with a number of knowledge institutions and a few frontrunners in terms of sustainable development, we try sharing knowledge and educating a new generation to make sure that we impart that philosophy and that mindset.” (interview 6.1)
	Sustainability as a form of marketing
	
	

	“And they still have no clue who produces for them, it’s such a monster, they have no idea.
That’s a consequence of the business model. They order 6000 new items every day, they cannot know, it’s impossible to manage such a monster today. Basically any product, for them if you’re in their network you’ll say ‘let’s try, let’s try, let’s try’. You’re not being picky with these huge insane quantities.” (interview 13.1)
	Business model makes full transparency impossible
	Lack of transparency around the value chain
	Sustainability challenges

Paradox: Sustainability ideals versus economic incentives

	“The decision makers that work [at large brand] it’s not that they’re secretive about their supply chain, but they don’t even know who is making things throughout the supply chain, right? Because you give the order to the company, to the vendor who actually sends you the finished material, right? But to get to that pair of jeans, or let’s say shirt, you may have a hundred different suppliers that supply your thread, your button, your zipper, and all that stuff, so it’s not that you don’t want to disclose this, but you may not even know who those are, because even the vendor that is getting the button is getting it from a button company that is who knows where so it’s just so complicated. And the reason for that is the price. Because we want to get it at the cheapest.” (interview 11.2)
	(geographically) Fragmented value chain
	
	

	“So it’s not existing players that are driving this. There have been some new players in the industry, because everyone knows it can’t continue the way it has for the past 50 years but no-one wants to say it publicly because then you undermine your own business. So the longer you keep the status quo, just try to close your eyes to what needs to happen within the next 20 years, because that will give you some better years now. So it’s very short-sighted.” (interview 14.1)
	Reluctance to switching technologies
	Resistance to adopting new technologies and business models
	

	“The thing over here in Asia is, because most of the manufacturing is happening here, okay? [...] So for people living in Europe, it’s more about awareness for individuals of what they’re buying so that there’s less pollution being caused for Asian countries. In Asia it’s more, I mean, factories have increased their capacities so much that there’s no turning back for them, they just can’t reduce production. So I don’t know if there’s any way out for them from there. You know, shifting their complete production to sustainable – or how they want to do it, I really don’t know.” (interview 18.2)
	Sunk costs in current business model
	
	

	“Even if you think of biodegradable, it’s a buzz word which means nothing. Because as long as you don’t have the compost infrastructure for such big quantities and you don’t have the dedicated flow of waste, it’s almost nonsense, because none of us will bury the T-shirt in the backyard. And by the time you finish the garment, colour the garment, like maybe the biodegradability which was attributed to the fibre is anyway compromised by the other stuff you’re adding, and in a garment, the main fabric is biodegradable but then you have buttons and addons, so I think biodegradability is mainly for the use phase. So if I wash a garment it releases microfibre that will not forever pollute the environment because they will biodegrade in water so this makes sense to me. But if we think about the end of life, we will not have like total traceability of the garment until the end of life and the things that are actually biodegradable will actually go to digestion sites.” (interview 22.2)
	Trickiness of recycling
	
	

	“Another bit of competition here comes in producing in the cheapest way. Because the industry was built on producing as cheaply as possible, and selling as quickly as possible, and then convincing the consumer that you should feel like shit wearing the clothes you bought from us a month ago – you need new clothing, you know?” (interview 3.1)
	Reliance on price competition
	Unsustainability of fast fashion business model
	

	“If we were to make changes, we should be producing one third of what we’re producing. We shouldn’t be wearing so many clothes. It’s a mindset that needs to change, but I don’t think anybody’s going to do it. It’s a tough decision for anyone to take. And I don’t think that any company wants to do that.” (interview 21.1)
	Unsustainable (repeat) consumption and production culture
	
	

	“This patent also gives you some – like it feels more serious. It feels like you really had the mind to do it, and then you go to big companies with this patented technology, that is not some kind of illusory technology that we think will work. People who study this, people who understand this, people who check it, that’s also part of the due diligence for companies. When they hear you have patents, they already know there are third parties who have been involved and they said that it’s really right.” (interview 7.2)
	IP for credibility and legitimacy
	Boundary object (signalling and collaborating)
	Role of IP

Paradox: Innovation diffusion versus venture survival

	“At that point we had already considered that it might be an option to license this to an already existing player in the chemical industry as investment in production equipment is really costly when you want to scale. And that is obviously a risk, because then you would reveal your chemical composition to someone else. So therefore we also developed like extracts of our product, meaning that if we would license it, we would say that we would license anywhere from 70 to 95% of the production, having the remaining part still made by us, in order not to reveal the entire composition.” (14.1)
	IP to enable collaboration
	
	

	“I mean for us it’s very important to know what we have control over. Because when you work within the textile industry it’s not usually that common that people work with innovation. Many, many say that they work with innovation but maybe they don’t do that actually. So for us it’s very important to be able to keep control over IP, because what we say to others might be stolen.” (interview 2.1)
	IP to protect against misappropriation
	
	

	“If you want to apply for funding, they [VCs] want there to be a lot of value in the company so you don’t want everything to be open source. But yeah, though we are huge fans of open source, you do need to make money unfortunately.” (interview 4.1)
	IP to secure investment 
	Profiting from innovation
	

	“It’s hard to really point to one thing and say like that’s what makes it really special. Because that’s just the whole system and all the information it contains, and also all the collaborations we have, all the contracts we have, all those kinds of things of course.” (interview 4.1)
	Lead times
	
	

	“We would love to be able to make this technology available to everyone, because we really think it’s going to play a huge role from a sustainability perspective on the world. On the other hand, we are a business, and so we have to make sure that we are growing, and that we are successful, and that we can sustain ourselves, so we can’t give this technology for free, for sure not.” (interview 15.1)
	Need to be financially sustainable
	
	

	“We have knowledge and experience from the chemical industry, so we know how it operates and that, even though no-one officially would like to say it, everyone is to some degree involved in reverse engineering. So the only way, or one of the ways, that we want to protect ourselves would be through patents, so having like two lines of defence. The first line of defence being the chemical composition being known to as few people as possible, which we still practice today, and then the second line of defence being the patent.” (interview 14.1)
	Patenting for protection against imitation
	
	

	“To do this press release that requires quite a lot of effort for a small company like us, they won’t give us their affiliation freely. So you have to negotiate and every level of disclosure of collaboration is also a form of, I don’t know, relational capital. And when you’re very early stage, when you’re very early in the process, they would not lend their reputation to everybody. You have to achieve this kind of level with them. So this putting logos on their website is already meaningful. And that also has a bit to do with IP, so it is also used in that regard.” (interview 19.2)
	(exclusive) relationships
	
	

	“It would cost us money, it would take time to draft a patent and send in the application and we would also disclose what we are working with even though we haven’t come far enough. And it’s also when it comes to the technical development, we need to be able to have this lead to be able to produce a patent after we apply for the first one. Because then we have 12 – 18 months to provide something new for the next time to be able to show that we have good development within the company.” (interview 2.1)
	Patenting strategically
	
	

	“That was the ground idea that we had and why we decided to be that sharing in that sense. Also, but again still, without saying too much. So we are not saying the secret sauce, that we are never going to share.” (13.1)
	Secrecy to prevent imitation
	
	

	“If there are people repeating, it’s good because they are in general increasing the trend of digitization in the industry. I mean if there are other companies based on what we’re doing, doing the same [I say]: welcome.” (interview 7.1)
	Imitation to strengthen innovative trends
	Promoting technology adoption and diffusion
	

	“So in general, when it comes to IP, when people know you have a technology that’s eligible for IP, it’s more valuable right? Because not everything can get IP, because you have to pass the uniqueness search, it has to be written in a certain way. And if it’s not unique, you never get it for example.” (10.1)
	IP as an inventory of value
	
	

	“So that’s the first full scale plant, so we now have the demonstration plant being started up and then soon after we will have the full scale plant starting up and next step after that – I mean this is how we see it at the moment – next step after that is to sell licenses. To go abroad by licensing out our patents.” (interview 1.1)
	Licensing to spread the technology
	
	



