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On the Nature of Passion in an Entrepreneurial
Journey

Entrepreneurs can find passion to fuel their entrepreneurial project from
different sources

"I would argue passion is more important than brain power."

Charlie Munger on the role of passion in business success

Jeanne Odendaal®
A. J. Wasserstein?

Many entrepreneurs wax verbose about the vital role passion plays in motivating the start of
an entrepreneurial project and in sustaining a venture. We concur. It is hard to contemplate a
successful entrepreneur without passion - being an entrepreneur is extraordinarily difficult (as
well as incredibly fulfilling and exciting). But what is passion really? And what sparks passion for
an entrepreneur?

Many aspiring entrepreneurs believe they must be passionate about what their business does.?
The narrative permeates the entrepreneurial zeitgeist that entrepreneurs are passionate about
the product or service their business provides. This is usually tightly correlated with the
entrepreneur's origin story, "l could not find the right fill-in-the-blank that | wanted and loved,
so | started my own business to fill this marketplace gap." We are not espousing that there is
anything wrong with being passionate about a business' product or service. But the idea that
product passion might be a foolproof precursor to business success and fulfillment needs some
reframing.

It is our thesis that there are three main arenas where an entrepreneur can find passion in
building their venture and journey: product, purpose, and process. These three Ps contravene
the commonly held notion that entrepreneurs must love their product passionately —
entrepreneurs have permission to not be passionate about the product, and still be a highly
successful. See Figure 1 for our framework 3 Ps: Where does your passion lie in your
entrepreneurial journey? We define the three Ps as follows:

= Product: An entrepreneur is output-driven and is passionate about the specific product
or service the company produces or delivers.

= Purpose: An entrepreneur is mission-driven, and their passion is focused on a cause or
big issue that the company is addressing and solving.

= Process: An entrepreneur is agnostic about what the business does, but is passionate
about learning, being an entrepreneur, and building an excellent business.
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Entrepreneurs might derive passion from multiple sources, and the weighting of the particular passion
element(s) might fluctuate over their journey. Of course, no single answer is right or wrong. These passion
arenas are by no means mutually exclusive and, naturally, there tends to be overlap. But entrepreneurs
must have some passion, because undertaking an entrepreneurial journey is a marathon — it takes stamina
and perseverance. We believe that any one of the 3 Ps — or a combination thereof — are wonderful drivers
to build an entrepreneurial career, and we encourage aspiring entrepreneurs to approach their journey
with an abundance of any of the passions we identify.

Wherever the entrepreneur's passion lies, it is important to consider how it balances with profit. Passion
without profit is a very long and arduous road. However, seeking profit exclusively, without having
passion, can ring hollow once the business is highly profitable and valuable. Passion and profit need to co-
exist in balance for the successful entrepreneur to thrive in the long run.

Figure 1: 3 Ps: Where does your passion lie in your entrepreneurial journey?

Source: Created by the case writers

Khalil Tawil™ (Yale Law School 2018) was the founder and CEO of New York-based on-demand
food delivery startup, Umi Kitchen. Umi, founded in 2015, enabled home-based chefs to
cook small batches of their favorite dishes and then sell them in their neighborhoods. Umi
attracted famous seed investors, including Shake Shack's creator and the co-founders of
SoulCycle and Birchbox, but due to operating difficulties, it was shut down a few years later.*
Tawil shares the following regarding the entrepreneurial journey:

Product, purpose, or process might be passion entry points for somebody considering
doing something entrepreneurial, and those drivers are fluid and can evolve over time.
Folks often latch on to product, but what motivated me was the idea of building
something from scratch versus following a more traditional, institutional path. Even
though we did not end up finding a true product—market fit with Umi, the process of
building an excellent, growing business; creating the right technical product that will
interface with what our user wants and needs; and then operating that business sounded
—and was — enjoyable.

* See our case, Khalil and Umi: A Startup Project That Checked All the Right Boxes, in which we unpack the startup journey.
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Despite the various challenges we encountered, there was a fire in my belly that | had to
build Umi. And even though it did not work out as planned, | am incredibly grateful for
the opportunity to have built something from nothing, and | would make the decision to
pursue Umi again ten out of ten times. Building a business is hard, but it is also an
opportunity for non-linear personal growth — Umi was my first, but certainly not my last
venture! Having completed one chapter and perhaps preparing to begin another, | would
advise young entrepreneurs to think about passion in their entrepreneurial journey: If
they can figure out how to get excited about at least product, purpose, or process, | would
really encourage them to do it.

i

Passion for Product: Output-driven Entrepreneurs

The first passion we will consider is passion for the specific product or service the company produces or
delivers. Entrepreneurs with a passion for product have a deep respect for what they are bringing to the
marketplace. By loving their product and wholeheartedly believing in it, these entrepreneurs are likely
also superb brand ambassadors and salespeople, leaving an abundance of brand converts in their wake.

Product-driven founders are often motivated by the "creation of a product for their own use, because
their own customer needs are not satisfied by current market offerings."® This reflects a classic origin story
of filling an empty market segment and need.

An exemplary passion-for-product entrepreneur is the late American business magnate and Apple co-
founder Steve Jobs. Jobs had a vision in 1977 to create a "computer for the rest of us." This idea sparked
the PC revolution, making Apple one of the most iconic American businesses, and in 2020, this tech giant
became the first-ever trillion-dollar company. Jobs was adamant about building products that empower
creative exploration and self-expression — "to make a contribution to the world by making tools for the
mind that advance humankind."® From building a motherboard (Apple 1) to the newest iPhone X
(Behemoth), Apple has seen extraordinary success through its history of innovation and is arguably one
of the most transformative companies in the world. Current Apple CEO, Tim Cook, who has steered the
company since Jobs' death in 2011, shared the following at his 2015 George Washington University
commencement speech: "Just as Steve envisioned, [our products] empower people all over the world...
People who are blind and need information read to them because they can't see the screen...People for
whom technology is a lifeline because they are isolated by distance or disability. People who witness
injustice and want to expose it. And now they can because they have a camera in their pocket all the
time." Jobs' vision and passion for product ultimately unleashed an unparalleled contribution to
worldwide technological advancement.

In January 2017, KJ Miller (Harvard Business School 2014) co-founded Mented Cosmetics with
her HBS classmate, Amanda Johnson. The company idea was born out of a shared makeup gripe:
As Black women, they both struggled to find a nude lipstick that complemented their skin tones.
And so, this powerhouse duo turned a homegrown startup into a multi-million-dollar cosmetics
line with more than 80 SKUs, all customized for women of color.”

| started my career in merchandising. | liked buying, but that's just one aspect of retail. |
wanted to do more: to think about consumers, marketing, and strategy more holistically.
Remaining an employee at someone else's company felt limiting, so | applied to HBS,
knowing | wanted to start a company.
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| had a blog at the time called 'KJ's Big Idea," where | wrote about a new business idea
every week. Even though | did not know exactly what my business venture would be, |
knew that | was enthusiastic about entrepreneurship, starting something of my own, and
playing by my own rules.

At HBS, some of my classmates pursued the search fund route, buying businesses. It was
more important for me to build something from scratch. | do not think | could just find a
company to run and be passionate about it if | did not build it and it was not a product |
cared deeply about.

After pitching to 80 venture capital firms, Mented raised $1 million in pre-seed funding in 2017, followed
by a further $3 million in 2018 — with KJ and Amanda breaking barriers in becoming the 15™ and 16
African American women to raise north of a million in venture capital. In a recent episode of the Glossy
Beauty Podcast,® KJ shared that beauty companies failing to bring diversity to their teams, from entry- to
executive-level roles, are at risk of failing on a moral front and they're leaving money on the table. "Money
talks. So maybe you don't understand why it's important that | have a lipstick that works for my skin tone,
but you can understand that Black women outspend their non-Black counterparts by 80%." When asked
whether product, purpose, or process drives them in building their business, KJ responded:

We wanted to create a brand that prioritized and celebrated women of color because we
had, for as long as we could remember, felt really neglected by this industry. So, at first,
it was about product: making products that would work for our target audience. Secondly,
it was about purpose: wanting to make sure that women of color felt celebrated, heard,
and prioritized in this industry. Most entrepreneurs are probably not just driven by one
of those things. We're driven by the product, but also by our purpose. And now, | might
give their importance equal weighting. Our passion for the products we're building, our
customers, and our families continues to brighten the day and push us forward on our
mission.

To feel connected to the work that I'm doing is very important to me — | don't get excited
about random ventures, even if they are really successful. Perhaps it's easy to feel
connected to cosmetics because | wear the products every day, and so it's personal. I'm
also head of product development, so every product in our line was 18 months of my life
— researching, building, and bringing it to life. And when consumers ask me about our
products, I'm not talking about them based on some marketing bullet points we came up
with; I'm also talking about them from my own personal experience, from a place of
authenticity. So that helps for me to feel connected to the product. Furthermore, in
serving a formerly neglected community, | would not be nearly as excited to continue
doing this work if it weren't underpinned by this goal and mission to unfold feeling
beautiful in a way that our audience previously didn't get to experience. Beauty is
incredibly personal, and anyone who has ever, at any point, been made to feel less
beautiful will resonate —it's just visceral. Not only have my co-founder and | felt it, but so
many people of color have felt it at some point — trying to figure out which beauty
products would work for them. And so, the fact that | now get to come in and say, "You're
beautiful, and you deserve to have products that were made specifically for you," is really
edifying and gratifying.
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Passion for Purpose: Mission-driven entrepreneurs

The second passion we will explore, is the passion for purpose. An entrepreneur who is passionate about
their business' purpose is focused on a big issue or cause that their company is addressing and solving.

In the book, Built to Last, Jim Collins coined the term BHAG (pronounced "Bee Hag"), short for 'Big Hairy
Audacious Goal.'® Mission-driven entrepreneurs often have a BHAG, or a clear and compelling, long-term,
visionary goal, that employees and stakeholders can rally behind. The business' purpose and bold stretch
goal become the unifying and aligning focal point of effort. In a similar vein, Simon Sinek, author of Start
with Why, explains that individuals don't buy what you do, they buy why you do it. Leaders who are clearly
aligned with their business' why rely on that answer to serve as the beacon for their organizational
decision-making. A desire to achieve some form of societal transformation can be a powerful source of
entrepreneurial passion.°

An example of a successful entrepreneur with a clear passion for purpose is American businesswoman
Kara Goldin, who founded hint, inc. in San Francisco in 2005. After leaving a demanding role at AOL in
2001, Goldin felt unhealthy and struggled to kick a diet soda addiction. At the time she had been drinking
8—10 cans of soda a day, until one day she noticed that the soda contained 30 ingredients. She sought out
healthier alternatives but could not find any unsweetened drinks in the marketplace that she liked, so she
set out on her purpose to create healthier consumer goods, starting with a lightly-flavored, sugar-free
water — a beverage category that did not exist at the time. Hint ignited the unsweetened, fruit-infused,
flavored water craze and is now the largest non-alcoholic private beverage company in the U.S. Goldin
went from zero industry experience to building a $150-million business empire!! by creating a healthy
product alternative that laid the foundation for an impactful brand and portfolio. Fifteen years later, Hint
is still growing — and breaking into other industries, including sunscreen and deodorant. Goldin says her
goal is not to launch a slew of new products or product categories, but that she is driven by her purpose
to tackle existing product categories and "just do them better" and healthier.

As the son of missionaries, Alex Stavros (Stanford Graduate School of Business 2011) grew up in
Peru working, playing, and living with the troubled youth of Lima's slums. His childhood
influenced his personal and professional aspirations and motivated him to want to lead a

purpose-driven business as a force for good. After earning his MBA, Alex launched a traditional

search fund in 2011 and acquired a behavioral healthcare organization which has grown into what
is now Embark, headquartered in Arizona, where he serves as CEO. Embark serves preteens, teens, and
young adults struggling with mental health and substance abuse issues by offering a continuum of

treatment programs across the U.S.

My goal at business school was neither to figure out who | was, nor was it to discover
what | wanted to do. | was singularly focused on finding an opportunity to use business
as a force for good - to change society by using the sustainable vehicle of for-profit
business. What | did not like about the search fund model was the push to be industry
agnostic. | had a specific niche of industries that | was interested in. Those industries were
people- and service-intensive, offered a service that was transformational, not
transactional, and helped people when they were at their worse. | knew this type of
business would help ground me in being more of the human | wanted to be. While also
allowing me the opportunity to build a team and company that was of consequence.
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| believe businesses that are inherently purpose- and mission-driven will outperform
others if their leaders genuinely and authentically connect with the mission, from their
heart. But to do that, you need to do your introspection and be aware of who you are,
why you exist, and your values. You must connect your business purpose with your own
purpose, your upbringing, and your personal values. For example, | realized that though
my parents' work was about poverty; it was not so much about the poverty of resources,
as it was about the poverty of the heart. Which is Embark's area of focus. My parent's
work was about deep trusting relationships - and a lot of what they do relates to
emotional and relational traumas. And so, one of our core values at Embark is trusting
relationships - being present, genuine, consistent, and predictable. And one of our other
core values is Service - the idea of having a servant heart and putting others first. Suffice
to say | have an internal sense of purpose that is deep within who | am, how | grew up,
and what | believe | am called to do.

This work at Embark is my life's calling, and | am constantly fine-tuning the understanding
of my purpose and how it connects to my work. And that ends up being what continually
fuels that sense of purpose - to be able to use business as a force for good. | believe it is
what allows our business to grow and our people to stay engaged, and to give their all -
because there is something much bigger, we all connect to at a deeply personal level.
Furthermore, if you have a deeper purpose you will be able to get through the hard parts
of building a high-impact business over decades. It all doesn't need to start at the top, but
it does need to be lived and reciprocated at the top, in a very authentic and genuine way
- and | can only lead authentically and genuinely if | do the work and introspection to
understand who | am and where | have been and continuously try to connect those dots
and get better.

Passion for Process: Business-building Entrepreneurs

The third passion we will explore, is a passion for process. An entrepreneur with a passion for process is
agnostic about what the business does but is passionate about being an entrepreneur and building an
excellent company. They are energized by growing the venture, "attracting new customers, hiring new
employees and building an organizational culture."*? For this breed of entrepreneur, the excitement is
building a dynamic, growing organization; developing and organizing a team; perfecting systems and
processes; and generally scaling the business. Serial entrepreneurs tend to be process-centric as they
hopscotch from one industry to the next with ambivalence about what the business does.

One such example of a process-focused serial entrepreneur is the late Wayne Huizenga. Huizenga's first
entrepreneurial foray was in the garbage business — a clear marker of someone more focused on process
than product. As a young entrepreneur, Huizenga started and grew his firm into the waste removal
services juggernaut Waste Management, Inc. Ultimately, the firm went public. His follow-up act was to
build Blockbuster Video, the ubiquitous video rental chain that rode the in-home viewing wave in the
1980s and 1990s. Jumping from garbage to videos paved the way for autos: His next project was to create
and grow AutoNation, a national automotive dealer. Huizenga capped off his career by acquiring and
building Swisher, a bathroom supply and maintenance concern for commercial customers.?* Although
multi-billionaire Huizenga's entrepreneurial arc appears disjointed, there are underpinnings that provide
common themes: recurring revenue, business services, growing industries, and programmatic
acquisitions. Of course, the real foundation for this perennially successful entrepreneur was his passion
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for building and creating amazing businesses, professionalizing an industry, and growth — all indicative of
a relentless passion for process.

Jenn Braus (Harvard Business School 2013) acquired Systems Design West (SDW) through a
traditional search fund model in 2015. SDW, founded in 1989, provides customized
ambulance billing, EMS billing, and accounting services exclusively for fire and rescue
organizations throughout the western United States. Upon acquisition, SDW had 40

employees and $2.5 million in sales — now, five years later, SDW employs 110 staff members and
had S8 million in sales in 2020. Braus shares how she wound up in ambulance billing services:

Did I ever dream of running an ambulance billing business? Nope, it never crossed my mind. When
| left business school and searched for a business to buy, | was looking for a well-run company
with certain business characteristics and fundamentals. As long as the business encompassed
these fundamentals that | was looking for and aligned with my personal values, | did not really
care as much about what product it produced or service it provided.

When asked what keeps her motivated and where her passion lies in her entrepreneurial journey, Braus
stated:

| have an engineering background with two engineering degrees. Being an analytical, solutions-
driven person is just part of my DNA — I'm an optimizer. Even though I'm not 'saving the world,'
what gets me really excited about leading our business is mostly wound up in the process. The
three things that really get me going are (i) winning new clients, (ii) hiring great people, and (iii)
making some change that | can then see take positive effect in the company — especially if | make
a change and see its effect on the bottom line!

Leading a small company and having an impact on my community is incredibly rewarding. | enjoy
being a fair, benevolent employer, treating people with dignity, respect, and appreciation, paying
them fair wages, giving them appropriate health care, promotional opportunities, and even
celebrating when they leave our company for better opportunities. | am passionate about the
process of building an excellent business and employing a stellar team — and in doing so, | believe
it has a big impact on the community, providing stable jobs for 110+ families.

The Passion—Profit Conundrum

We unequivocally believe all entrepreneurs need to be passionate about something (product, purpose, or
process) to jump out of bed every single day and run the entrepreneurial marathon. The journey would
not be fun, fulfilling, or even possible without some deeply motivating passion. But passion alone is not
adequate, and passion in isolation can even be blinding. We assert that passion must co-exist with profit.
Passion without profit can be a false promise, and from field research and personal experience, we are
absolutely positive that passion abates rapidly when profit is absent.

Ice-cream entrepreneur Robyn Fisher (Stanford Graduate School of Business 2007), the founder and Chief
Brrrista of Smitten Ice Cream in San Francisco, echoes this notion by sharing her take on product passion
and profitability: "Ice cream is a happy place, a happy topic in conversation, and being 'that ice cream
lady' has become part of my identity. | have a visceral connection with the product we produce and have
been doing it proudly and passionately for thirteen years. If | had a doubt in my mind whether | loved the

7 ON THE NATURE OF PASSION IN AN ENTREPRENEURIAL JOURNEY



https://systemsdesignems.com/
https://www.smittenicecream.com/

Yale scHOOL OF MANAGEMENT

product, this full-time going concern of developing new flavors, churning, and scooping would have gotten
old really fast. | am truly driven by product passion, but as the business has grown and as | have done this
for more years, | am acutely aware that passion alone does not carry the day. We are a business and profit
matters a lot and must co-exist with my passion for the product."

When pondering the dimensions of passion versus profit, aspiring entrepreneurs should consider what
matters to them and why (See Figure 2 for the Passion versus Profit matrix). We present this matrix to
help entrepreneurs assess whether passion is enough, and whether product passion can be reframed. Of
course, every entrepreneur must find the right fit for them.

= Profit & Passion: An entrepreneur is in a business for which there is high passion and the business
is profitable.
=  Profit & No Passion: An entrepreneur is in a business which is profitable, but there is no passion.

= Passion & No Profit: An entrepreneur is passionate, but the business is not adequately profitable.

= No Passion & No Profit: An entrepreneur is not passionate, and the business is not profitable.

Figure 2: Passion versus Profit Matrix: What matters to you and why

Passion & No Profit

No Passion & No
Profit

Profit & No Passion

Source: Created by the case writers

Profit & Passion

If an entrepreneur is lucky enough to be in a business where they are passionate and it is profitable, that
is @ home run! This is the golden quadrant where passion and profit happily co-exist, perhaps the most
desirable position and the pinnacle of personal and professional fulfiiment. The fact that passion is
balanced by financial reward makes the journey all the more enjoyable and sustainable over the long
term.

When asked about the nexus of passion and profit, KJ Miller (Mented Cosmetics) shared:
Makeup is a highly profitable industry and we have been fortunate to grow rather rapidly.

We're grateful that our passion for purpose and product coincides with profitability.
Unless you have someone bankrolling you, the high passion—low profit projects need to
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remain side projects. Being passionate about your work is not important to everyone, but
for me it's non-negotiable. | do not think | would be able to get out of bed, work as hard
as | do, and deal with as much anxiety and stress as | must deal with, if | were not
passionate about the work that | am doing. Getting to pursue this passion and being
compensated for my effort is incredibly rewarding.

Profit & No Passion

If an entrepreneur is in a profitable business but has no passion for the product (these are often simple,
unglamorous businesses that are enduringly profitable, like waste removal services), the entrepreneur
might reframe their passion perception and think about the process of developing people, architecting,
and building an outstanding business. Alternatively, the entrepreneur might find passion in purpose by
embracing the recycling components of waste removal. A profitable business should not be immediately
rejected because there is an absence of product passion. Research suggests that without passion, an
entrepreneur is less likely to have job satisfaction* and more likely to suffer from increased levels of
stress®® and burnout. But passion can come from purpose and process in addition to product.

For those entrepreneurs who have a business idea that might work but is in an area they are not
passionate about, Sir Richard Branson, founder of the Virgin group, urges them to look at their idea from
a different perspective and investigate whether the new perspective could ignite some sense of passion
for the project. The launch of Virgin Money in 1995 is an example of Branson doing just that: "Our team
saw a great opportunity for revamping customer service in banking. While | was not passionate about
banking, customer service is something that interests me. In fact, it drives the entire Virgin ethos."®
Branson's passion for customer service enabled them to disrupt banking. "When you believe in something,
the force of your convictions will spark other people's interest and motivate them to help you achieve
your goals [...] Passion, like a smile, is contagious. It rubs off on everyone around you and attracts
enthusiastic people into your orbit."!” Branson's passion for customer service is clearly passion for process
in our framework.

Passion & No Profit

If an entrepreneur has deep passion for a business, but there is no profitability (for whatever reason), we
think this is a long and tiring road. These are often sexy and alluring businesses that provide a seemingly
marvelous patina and lifestyle (think cool and trendy restaurants, or direct-to-consumer brands).
Entrepreneurs might gravitate to these types of businesses because they relish the industry culture and
the people —there is an appealing vibe.

We believe passion and no profit is the 'starving artist' scenario — pursuing a passion despite the financial
hardships (and, in extreme cases, maybe even finding identity in that struggle). According to Steve
Magness and Brad Stulberg, authors of The Passion Paradox, "passion is a force to be handled with care."
Their thought-provoking book explores the intriguing science behind passion, indicating how it can lead
to a meaningful life while also illuminating how it can be a double-edged sword. Passion can be a
wondrous gift, yet only if you understand how to channel it: "The same drive that fuels breakthroughs —
whether they are athletic, scientific, entrepreneurial or artistic — can be every bit as destructive as it is
productive." Passion, without caution and without profit, can lead to endless seeking and burnout.

No business is fun if it stagnates or continually loses money. If an entrepreneur is a billionaire, it is fun
owning the vineyard — a passionate hobby which might be unprofitable. But if an entrepreneur is doing it
as a commercial enterprise and it is not sustainable, the passion can quickly dry up. Therefore, it is
important to make sure that passion aligns with a business model that enables profit.
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We encourage entrepreneurs who find themselves in a passion and no profit scenario to give themselves
a defined time frame to figure out the profit model. If the business cannot find a profitability rhythm
within that time frame, the entrepreneur should accept that the business is not really a commercial
venture and is a hobby of sorts, or otherwise drop the business entirely and move on.

When asked whether being a profit-seeking entity that delivers market returns to investors undermines
his passion, Alex Stavros (Embark) explained:

You must choose the right business vehicle (for-profit or nonprofit) that is aligned with
the problem of opportunity. | firmly believe there is opportunity for a for-profit business
to solve the problem of youth mental health and substance abuse in this country, and so
that is the vehicle we chose. We always say: "No margin, no mission; no profit, no
purpose." From day one our mission has been to make a difference in society and not be
enslaved to the driving force of solely maximizing shareholder value. The societal problem
we are trying to tackle is so big, heavy, and difficult that we need to be the most efficient
at tackling it so that we can scale sustainably and solve the problem. And to do so, we
need predictable revenue, good profit margins, and a good business model.

An entrepreneur can be passionate about their business' purpose and do good and do well at the same
time. Recent research by Deloitte® supports the notion that a passion for purpose can co-exist with profit.
Purpose-driven companies, in addition to achieving less turnover and higher customer and workforce
satisfaction, on average also grow 3 times faster than their competitors and witness higher market share
gains.

No Passion & No Profit

We do not encourage anyone to be in a business where there is an absence of both passion and
profitability. If entrepreneurs are caught in this undesirable and untenable quadrant, we urge them to get
up and get out as fast as they can. On average, a person spends more than 90,000%° hours at work in their
lifetime — 33% of their entire life, so entrepreneurs should be intentional about choosing where to invest
their time and effort.

To summarize the passion and profit theme and interplay, profit is a must, and no amount of passion is a
substitute for a tenable business model. As we illustrate in Figure 3, we strongly believe that passion with
profit results in happiness, and passion without profit will quickly yield misery.

Figure 3: Passion and profit formula

|

|

Source: Created by case writers
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Conclusion

"Whatever your aptitudes, the greatest source of achievement is passion. Aptitude matters, but
passion often matters more... If you love doing something, you'll be constantly drawn to get better
atit."

Ken Robinson, author of Finding your Element, on the role of passion in business

Passion is an important component of entrepreneurship: It increases the entrepreneur's ability to get and
remain fully engaged in their venture-related activities and goals,?® "providing the fire that fuels
innovation, persistence and ultimate success."?! As outlined in this note, we strongly encourage aspiring
entrepreneurs to channel their passion for product, purpose, or process when building their
entrepreneurial venture. There is no right form of passion and any passion can be the catalyst and fuel for
a successful project and journey.

Entrepreneurs absolutely need to be excited about something to pop out of bed every day, ready to take
on the world, and start building and leading a business. However, we believe that in order to achieve
business success, it is neither imperative nor a prerequisite to be passionate about the product or service
an entrepreneur is providing — entrepreneurial passion need not lie in what the business does.
Furthermore, it is also okay, despite the popular narrative, to be passionate about the process of building
a business or about its purpose. We want to give entrepreneurs permission to relax the passion-for-
product constraint if that is not who they are or the business in which they operate.

Where an entrepreneur's passion lies will shape their entrepreneurial journey and experience. We
encourage aspiring entrepreneurs to draw on our 3 Ps framework as they ponder the three drivers of
passion:

= Product: An entrepreneur is passionate about the specific product or service the company
produces or delivers.

= Purpose: An entrepreneur is mission-driven, and their passion is focused on a cause or big issue
that the company is addressing and solving.

=  Process: An entrepreneur is agnostic about what the business does but is passionate about
being an entrepreneur and building an excellent company.

We hope this note is helpful for aspiring entrepreneurs in planning their journeys. We enthusiastically
encourage each entrepreneur to find their entrepreneurial raison d'etre — whether that is more concerned
with product, purpose, or process. These are all equally legitimate reasons to pursue an entrepreneurial
career and venture but, of course, must be coupled with profit.

Good luck!
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Exhibit 1: Additional Resources
=  Goldin, K. 2020. Undaunted: Overcoming Doubts and Doubters. Harper Collins. ISBN:
1400220289
= Hansen, M. et al. 2018. Purpose, Meaning, and Passion. Harvard Business Press Books. 10213.

= Jachimowicz, J. 2019. 3 Reasons It's So Hard to "Follow Your Passion." Harvard Business Review.
HO57]G.

= Robinson, K. 2014. Finding Your Element: How to Discover Your Talents and Passions and
Transform Your Life. Penguin Books. ISBN: 0670022381

= Stulberg, B. and Magness, S. 2019. The Passion Paradox: A Guide to Going All In, Finding Success,
and Discovering the Benefits of an Unbalanced Life. Penguin Random House: Rodale Books. ISBN
9781635653434
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This case has been developed for pedagogical purposes. The case is not intended to furnish primary data, serve as an
endorsement of the organization in question, or illustrate either effective or ineffective management techniques or strategies.

Copyright 2021 © Yale University. All rights reserved. To order copies of this material or to receive permission to reprint part or
all of this document, please contact the Yale SOM Case Study Research Team: email case.access@yale.edu.
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