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Abstract 

Introduction: Over the last twenty years, the topic of opportunities has received an in-
creased interest, which is not surprising given that it lies at the heart of 
entrepreneurship research. The business creation process is basically an 
opportunity development process, starting from the first glimpse of the 
entrepreneur’s idea and continuing until the exploitation of the oppor-
tunity. Currently, there is minimal amount of research looking at the 
process of opportunity development as a whole, no research investigat-
ing the opportunity as a unit of analysis and looking in-depth into what 
happens to the opportunity during the gestation period of a business. 
Opportunities are objective entities that are subjective to the entrepre-
neur as he or she is the one recognizing opportunities and acting upon 
pursuing them. In this thesis we combine more theories and separate the 
opportunity development process into three main stages, which are 
recognition, objectification and enactment and investigate each of them 
in-depth. We also look at how shaping or refinement is being done dur-
ing the development process and how social networks influence this 
process. 

Purpose:         The purpose of this research is to explore the process of entrepreneurial 
opportunity development during the gestation period of a business.  

Method:       A qualitative approach has been used to conduct the research of this 
study. The method used for exploration was a longitudinal study con-
ducted on eight opportunity ideas. The strategy design included three 
methods for data collection: unstructured interview, written/recorded 
diaries and semi-structured interviews.  

Conclusion:  The theoretical implications to the study have shed a light onto the op-
portunity development process in the context nascent entrepreneurs, 
showing the factors that influence each developmental stage. What we 
found to be important are the factors that fasten the development pro-
cess that present useful implications both for the theory but also for 
practice. Some factors such as the context of each opportunity, the repu-
tation of external stakeholders and active search present interesting im-
plications that contribute or contradict the existent theory.      
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1 Introduction 

1.1 Background 

 
“The mind, once expanded to the dimensions of larger ideas, never returns  

to its original size.”  
Oliver W. Holmes 

 
What is the key driver for following and therefore developing an opportunity with the goal 
of starting a new venture and how does the development actually happen? Most of the nas-
cent entrepreneurs choose to pursue the idea they consider as being the best alternative 
from a pool of options (Hunning, Bryant & Brown, 2012). Starting a new venture is one of 
the definitions given to entrepreneurship (Gartner, 1985), however, along time entrepre-
neurship has received a much broader meaning, referring to “the whole process of discov-
ery, evaluation and exploitation of entrepreneurial opportunities which consists of new 
venture creation and entrepreneurial behavior in established organizations” (Zhang & 
Yang, 2006, p. 162; Shane & Venkataraman, 2000). Dimov (2007, p. 713) argues that “en-
trepreneurship is not the only field interested in the origin of great ideas.  

A large variety of studies have been undertaken on the topic of business creation. Howev-
er, few studies have investigated the actual process of business creation, with the excep-
tions of some of the authors (Reynolds & Miller 1992; Bhave 1994; Carter, Gartner & 
Reynolds 1996, Zhang & Yang 2006; Liao & Welch, 2008; a very theoretical one conducted 
by Hunning et al., 2012).   

Recent research explores the process of opportunity development starting from the  identi-
fication, creation or recognition of an opportunity (Baron, 2006; Shane, 2000; Shane & 
Eckhart, 2003), then continuing with the exploration of the opportunity (Wood & McKin-
ley, 2010, Dimov, 2007 a,b and Choi & Sheperd, 2004). One other perspective on oppor-
tunity is exploitation (Shane & Venkataraman, 2000; Eckhardt & Shane, 2003; Choi & 
Sheperd, 2004; Choi, Levesque & Sheperd, 2008) that culminates with the first activities 
undertaken by entrepreneurs once they launch the new venture (Liao & Welch, 2008). 

Dimov (2007a, p. 714) opens the door for a new perspective on “opportunities as great en-
trepreneurial ideas” arguing that during the process of business creation entrepreneurs 
shape, change and develop the initial ideas, naming this process “opportunity develop-
ment”. Indeed, during the prelaunch phase of a business, entrepreneurs carry out various 
activities that change the evolution of their initial idea, being influenced by the entrepre-
neur and other stakeholders (Bhave, 1994; Hunning et al. 2012). 

The influence of factors such as knowledge and experience of nascent entrepreneurs are 
widely explained in the theory (Shane, 2000; Corbett, 2007; Bryant, 2006), although, they 
alone are not enough to create a complete understanding of what influences entrepreneurs’ 
actions and decisions during the business creation. Therefore, it is important to have a clear 
understanding of the external factors that contribute to the “polishing” of the idea (Dimov, 
2007a). The factors considered to be external are exchanging information and ideas with 
the communities surrounding them (Dimov, 2007a), therefore channeling information to-
wards the entrepreneur. 
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Opportunities are seen either as subjective or as objective phenomena (Alvarez & Barney, 
2007; Short, Ketchen, Shook & Ireland, 2010). The current research agrees with the con-
structivist perspective of Wood and McKinley (2010) and Shane and Venkataraman (2000) 
which posits that opportunities can be seen as objective phenomena but they cannot exist 
apart from the entrepreneur, meaning that the development process is subjective and needs 
to be created. A continuous refinement happens during the shaping and development pro-
cess of an opportunity that is a result of entrepreneurial action. 

1.2 Problem Discussion 

Over the last twenty years, the topic of opportunities has received an increased interest, 
which is not surprising given that it lies at the heart of entrepreneurship research. Oppor-
tunity in broad terms is a chance to meet the market needs through a creative combination 
of resources, which results in a value larger than the values produced by the existing alter-
natives (Klofsten, 2005). Opportunities are not created out of thin air, but start from an ini-
tial idea.  

The literature on opportunity development is scattered, much of the research is conceptual 
(Corbett, 2005; Dimov, 2007; Sheperd, McMullen & Jennings, 2007; Choi, Levesque & 
Sheperd, 2008), whilst empirical research is based on a large variety of approaches. Some 
scholars have chosen to pursue a deductive approach in their research (Reynolds & Miller, 
1992; Choi & Sheperd, 2004; Dimov, 2007b) formulating different propositions starting 
from the existing literature and testing theories. Others have chosen to follow an inductive 
approach, conducting qualitative studies on entrepreneurs (Klofsten, 2005; Sanz-Velasco, 
2006; Bryant, 2006). Their strategy designs involve interviewing entrepreneurs that have al-
ready launched their businesses, asking them to reconstruct facts from the past. 

There is research conducted on nascent entrepreneurs (Carter, Gartner & Reynolds, 1996, 
and Lichtenstein, Carter, Dooley & Gartner, 2007) with the focus on identifying activities 
undertaken by nascent entrepreneurs and patterns that lead to their success, failure or made 
them still try to start a business. This research has been conducted during the gestation pe-
riod and they continued also after the business started in order to see how many companies 
have succeeded. Therefore, most of the literature centers on the entrepreneur as individual 
and its personal traits and characteristics when discussing about opportunity.  Hence, most 
of the authors focusing on the entrepreneur ignore the concept of opportunity as a unit of 
analysis. Moreover, a large chunk of the literature looks at the micro-processes related to 
opportunity, such as recognition or identification (Baron, 2006; Ozgen & Baron, 2007; 
Klofsten, 2005; Adichvilli et al., 2003; Wood & McKinley, 2010; Vanghely & Julien, 2010), 
exploration (Carter, Gartner & Reynolds, 1996; Reynold & Miller, 1992; Liao & Welsch, 
2008; Alvarez & Barney, 2007; Wood & McKinley, 2007) and exploitation (Choi, Levesque 
& Shepherd, 2008; Choi & Shepherd, 2004; Eckhardt & Shane, 2003; Shane & Venkata-
raman, 2000). In addition many of these look at the opportunity development processes 
from a specific perspective, such as alertness as part of the opportunity recognition (Gaglio 
& Katz, 2001; Baron, 2006; Ardichvilli et al., 2003), prior knowledge and experience 
(Shane, 2000; Corbett, 2007; Bryant, 2006), learning process (Corbett, 2005; Dimov, 2007b) 
or social networks (Ozgen and Baron, 2007; Koning, 2003; Gerve & Salaff, 2003). Thus, 
there is a big gap in the literature concerning the processes that affect the opportunity itself 
and opportunity development process as a whole, before the exploitation starts.  

Even though it is an abstract concept and difficult to observe, opportunity should receive 
more attention, after all, according to Dimov (2007a) it is the entrepreneurial idea that is 
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the basis of any new venture. Moreover, in the gestation period, we have strong reasons to 
believe that opportunities go through different processes and are influenced by a large vari-
ety of factors as the existing literature proves it. There is no cohesive framework in the lit-
erature that puts all the puzzle pieces together, meaning micro-processes that form the op-
portunity development process and the influential factors that impact the development of 
an opportunity. In order to address this gap, the thesis focuses on opportunity develop-
ment from a different perspective, being interested in what happens to the opportunity and 
not to the entrepreneur, the latter serving just as a mediator in the shaping process. In addi-
tion, the focus of our thesis is on opportunity development in the context of nascent en-
trepreneurs looking at the process much more in-depth in comparison to everything that 
has been done before in the literature. The method used for exploration will be a longitu-
dinal study conducted on eight opportunity ideas with the goal of identifying how the initial 
idea is shaped and refined during the opportunity development process. Conducting a lon-
gitudinal study on opportunity development in the case of entrepreneurs that have not 
launched their venture yet and are still actively working on their opportunity idea prevents 
success bias. Success bias happens due to choosing winners and ignoring possible fail-
ures. In this longitudinal study we focus on investigating the opportunities that have equal 
chances of being successful or failures, thus preventing success bias.  

We aim to provide useful information both for scholars within the field of entrepreneur-
ship research and for nascent entrepreneurs and that our findings could serve as a guideline 
for nascent entrepreneurs in the process of shaping and refining the opportunities they are 
acting upon.      

1.3 Purpose 

As there is limited amount of research on the opportunity development process especially 
in the context of nascent entrepreneurs, the purpose of this research is to explore the pro-
cess of entrepreneurial opportunity development during the gestation period of a business. 

We agree with the fact that opportunities are objective entities that are subjective to the en-
trepreneur as he or she is the one recognizing opportunities and acting upon pursuing 
them. Thus, we take one step further and combining more theories (Huning, Byrant & 
Brown, 2012; Wood & McKinley 2010; Vaghely & Julien, 2010; Dimov, 2007 a,b; Bhave, 
1994; Choi & Sheperd, 2004; Baron, 2006; Ozgen & Baron, 2007) and separating the op-
portunity development process into three main stages, which are recognition, objectifica-
tion and enactment as presented in the model bellow. 

 

 

 

 

 

 

Therefore, we will explore the opportunity development process by looking individually at 
each of the three stages presented in the above model. In addition we are going to explore 

Figure 1-1: The Opportunity Development Process Model 

Recognition 

Objectification 

Enactment 

Opportunity de-
velopment process  
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the process of constant refinement conducted by entrepreneurs as part of the development 
of their opportunities, this being an iterative process, entrepreneurs shaping and refining 
the idea many times due to interactions with various actors and events. The actions under-
taken by nascent entrepreneurs have a direct impact on the opportunity shaping along the 
entire development process, the entrepreneur being seen as a mediator in the development 
process. Thus, we cannot look at the opportunity apart from the entrepreneur.   

1.4 Thesis Outline 

 

 

 

 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Chapter 2 

Frame of 

Reference 

Chapter 3 

Methodology 

 

Chapter 4 

Empirical 
findings and 
Data analysis 

Chapter 5 

Discussion 
and 

Conclusion 

In this chapter we review the relevant literature concerning oppor-
tunity. By a critical combination of the existent theories and empiri-
cal findings, three stages have been identified in a model represent-
ing the process of opportunity development which will be detailed. 
Moreover, we review the theory on refinement. The theories on 
each of the stages plus refinement lead to a research question.  

In this chapter we illustrate the research strategy chosen, the pro-
cess of data collection and motivate our choices in regards to it. 
The data collection methods are (1) unstructured interview, (2) dia-
ry and (3) structured interviews. The methods are sequential and 
provide flexibility in regards to the gathering of relevant data.  

 

In this section we analyze our findings from the empirical data 
collected as well as linking it to the frame of reference. The re-
search questions are being discussed and analyzed here one by 
one. 

In this chapter we provide an answer to each of the research ques-
tions addressed in the frame of reference. Moreover, this chapter 
serves as a display of our theoretical and practical implications.  

Chapter 6 

Limitations 
and Future 

research 

This chapter will outline some limitations of our study and some 
recommendations for future research.  
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2 Frame of Reference 

2.1 The Nascent Entrepreneur  

The nascent entrepreneur is defined as an entrepreneur who is active in the phase of busi-
ness creation process (Reynolds & White, 1997). Moreover, Wagner (2007) mentions that 
the nascent entrepreneur is an individual found in the process of creating a new venture, 
expecting to be owner or part owner in a new venture. According to Reynolds and White 
(1997) for an individual to be considered a nascent entrepreneur, one should be involved in 
taking steps and conducting activities towards starting a new business. The resource-based 
view on entrepreneurship provides a strong logical ground on who the entrepreneur is, as 
opposed to the personality view that provides a different reasoning.  

Therefore, this study is going to explore the opportunity development process in the con-
text of nascent entrepreneurs.  In the following subchapters we will discuss the contrasting 
opportunity theories, the development process being explained in three stages and the re-
finement that illustrates how a continuous adjustment is being done on the opportunity as 
a result of shaping and development. 

2.2 A Review of the Contrasting Opportunity Theories  

As Shane and Venkataraman (2000, p.220) claim, “to have entrepreneurship one must have entre-
preneurial opportunity”. Opportunity in broad terms is a chance to meet market needs through 
a creative combination of resources, which results in a value larger than the values pro-
duced by the existing alternatives (Klofsten, 2005). There are different schools of thought 
on the definition of opportunity. Thus, an overview on different points of view is needed, 
along with a comprehensive argumentation on the perspective chosen for the definition of 
opportunity. The following table presents the most relevant articles that compare two op-
posite perspectives on opportunity. 

According to Alvarez and Barney (2007) opportunity can be either discovered or created, 
whilst Chiasson and Saunders (2004) agree with the structuration theory that finds a recon-
ciliation between the two opponent theories, suggesting that opportunities can be born but 
also created through scripts, theory confirmed by Vanghely and Julien (2010) through their 
research. There are ventures that combine the two theories of opportunity construction 
and recognition (Vanghely & Julien, 2010). Klein (2008) agrees with Alvarez and Barney 
(2007) that opportunities are either discovered or resulted from a judgmental decision. 
However, based on the nature of these terms the development of the opportunity at hand 
might differ in terms of approach towards common activities such as leadership making, 
human resources practice, strategy, finance, marketing and sustaining a competitive ad-
vantage (Alvarez & Barney, 2007).  

Authors/Year  Journal Overview 

Ardichvilli et al., (2003)  Journal of Business venturing Discuss about discovery vs. purposeful research 

Chiasson & Saunders 

(2004)  

Journal of  Business venturing Describe the structuration theory which reconciles the 

two opponent theories on formation or recognition of 

opportunities. 

Alvarez & Barney 

(2007) 

Strategic entrepreneurship 

journal 

Compare the 2 perspectives 

Klein (2008)  Strategic entrepreneurship 

journal 

Compares the 2 views on opportunity as either being 

discovered or based on a judgmental decision. 
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Wood & McKinley 

(2010)  

Strategic entrepreneurship 

journal 

Compare the objectivist perspective with the construc-

tivist one. 

Vanghely & Julien 

(2010)  

Journal of Business venturing Studies how entrepreneurs use information in order to 

help them identify opportunities. Considers the ven-

ture as a unit of analysis.  

Short et al., (2010)  Journal of management Summarizes the key articles on opportunity theory and 

research and gives suggestions on future research on 

opportunities. 

Table 2-1 Review of Articles on Opponent Theories on Opportunity 

The first school of thought sees opportunity as a function of a tangible reality which posi-
tions opportunity as being discovered (Short, Ketchen, Shook & Ireland, 2010). Opportu-
nities exist as objective phenomena that are out there to be found (Alvarez & Barney, 2007; 
Short et al., 2010), independent of the entrepreneur. Therefore, the duty of the entrepre-
neur is to act in a proper time frame, using any resources possible under a suitable strategy 
to discover these opportunities (Alvarez & Barney, 2007). Dynamic search and a proper 
scanning of the environment play an important role in the opportunity recognition and in 
order for that to be feasible, the entrepreneur should hold a strong background in the area 
of opportunity (Alvarez & Barney, 2007).  

The second school of thought sees opportunity as a function of enacted actions that occur 
during the entrepreneurial processes which positions opportunity as being created (Short et 
al., 2010). Ardichvili et al. (2000) share the opinion that opportunities are subjective con-
cepts that are created by entrepreneurs, this process involving redirecting or recombining 
resources in order to create and deliver superior value to the one currently available. More-
over, a real opportunity represents creating a blue ocean of uncontested market space (Kim 
& Mauborgne, 2004) where dramatic restructuring of an existing business or radical inno-
vation happens (Ardichvili et al., 2003). All and all, in the creation theory, entrepreneurs do 
not search but they act and observe how consumers and markets respond to their actions 
to further develop their opportunity (Ardichvili et al., 2003).  

Wood and McKinley (2010) argue for a constructivist perspective that supports the idea 
that opportunities cannot exist apart from the entrepreneur, emerging from entrepreneurial 
actions influenced by social processes and structures.  Moreover, Davidsson (2006) in his 
review has faced a controversy in literature on what is most common: opportunities being 
searched for or opportunities being realized in the “aha moment”. The author’s overall in-
terpretation shows that systematically searched opportunities are not dominant compared 
to others.  

Therefore, regardless the method of opportunity identification is, different outcomes (such 
as businesses up and running, trying or abandoned) are equally possible (Davidsson, 2006). 
However, no matter if the opportunity is discovered or created, Alvarez and Barney (2007) 
claim that both seek to explain the same dependent variable which is “actions” that entre-
preneurs take to form and exploit opportunities. However, while the discovery and creation 
theories have common grounds, they often generate different predictions about when spe-
cific entrepreneurial actions will be more or less effective in enabling entrepreneurs to 
shape the opportunity at hand (Alvarez & Barney, 2007).   

Dimov (2007a) believes in discovery as the origin of opportunity idea recognition and sees 
the opportunity as a creative process where the idea -as raw product of the nascent entre-
preneur’s insight- evolves to be a business opportunity. In the same line of reasoning ac-
cording to Klofsten (2005) the necessity for a nascent entrepreneur to start a firm is to 
have an idea that can be developed into a business opportunity. Looking at the process of 
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opportunity development, we believe that Dimov (2007a), Klofsten (2005) and Shane and 
Venkataraman (2000) are pointing at this process with the right perspective, although they 
use different terms. Recognition and development of the opportunity are subjective to the 
entrepreneur and the development process depends on the entrepreneur’s actions, while 
the opportunity (Dimov, 2007a and Klofsen, 2005 refer primarily to opportunity as idea) 
per se is objective to the entrepreneur. In other words, the opportunity is an objective enti-
ty created by the disequilibrium of the market, though not every individual is aware of this 
fact (Shane, 2000). Therefore, the recognition and development of the opportunity is a sub-
jective process that relies on the entrepreneur and the available resources.   

Furthermore, Dimov claims that “it would be naïve to think that business ideas the way we 
know them in our post hoc admiration of them are originally conceived in the same shape 
and form, rather, they emerge in iterative process of shaping and development” (Dimov, 
2007a, p.714). Denny (2012) also brings up a valid point confirming the argument of 
Dimov (2007a) by asking why innovation adoption rates are low even though idea produc-
tion rates are high (with a success rate for innovation initiatives in business being only 4%). 
In other words, if the idea and the discovery of idea would be enough without any exploita-
tion process for creating opportunities, then the success rate should be higher. The exploi-
tation process refers to the tangible actions that are taken towards the realization of the 
discovered idea (Davidsson, 2006). According to Dimov (2007a, p.719)”opportunity is the 
progress (idea + action) along a continuum ranging from an initial insight to a fully shaped 
idea about starting and operating a business”.  

In order to be an entrepreneur, one must realize that any opportunity might be worth pur-
suing and acted upon (McMullen & Shephered, 2006). The emphasis here is on actions. It 
is only by acting and resolving the uncertainty on each stage of development that pursuing 
an opportunity is possible (Dimov, 2007a).  

After reviewing the literature on the two conflicting theories on opportunity, what is still 
intriguing and at the same time correlated to the purpose of the thesis is the development 
process of opportunity and elements that are part of this process. These will be elaborated 
in the following sub-chapter.  

2.3 The Opportunity Development Process 

In the literature on opportunity development, theoretical articles are predominant even 
among the most recent research. Empirical research is adopted by a few authors who have 
chosen to conduct interviews or surveys with entrepreneurs that have launched their busi-
nesses already and have been asked to reconstruct facts from the past in order for the au-
thors to gain an understanding on what happened during the business creation process 
(Klofsten, 2005; Sanz-Velasco, 2006; Bryant, 2006; Reynolds & Miller, 1992; Choi & Shep-
herd, 2004; Dimov, 2007b). 

The opportunity theory is so vast and based on so many different opinions, most of them 
comparing opportunity from an objective or subjective point of view. Thus, for describing 
the components of the opportunity development process in a more efficient and easy un-
derstandable manner we have done a review of the most relevant articles on opportunity, 
separated by focus of the research. Given that we believe that opportunity development is 
a subjective process as it is created by the entrepreneur, in the development of our model 
we have considered only the articles that have a constructive perspective on opportunity. 
This is not against the assumption that opportunity is an objective entity but rather we be-
lieve that the process of development is subjective.  
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From reviewing and combining different theories and empirical findings (e.g. Huning, By-
rant & Brown, 2012; Wood & McKinley 2010; Vaghely & Julien, 2010; Dimov, 2007 a,b; 
Bhave, 1994; Choi & Shepherd, 2004; Baron, 2006; Ozgen & Baron, 2007; Ardichvilli et al., 
2003; Alvarez & Barney, 2007), we have identified the following three most important stag-
es as being: opportunity recognition, objectification and enactment. The model presented 
below represents a summary of our understanding and choice of theory used for the three 
stages within the opportunity development process; what happens at each stage and how it 
happens is addressed in the model. Each stage will lead to a specific research question that 
will shed light on the opportunity development process. 

 

 

 

 

 

 

 

 

 

 

 

 

 

              detailed model 

 Opportunity Recognition 2.3.1

Given that our stand in regards to the origin of opportunities is that they are objective and 
the process of recognition and development is subjective, we acknowledge that the process 
of recognition can be influenced by a large variety of factors that can last through the de-
velopment process (Baron, 2006; Ozgen & Baron, 2007; Klofsten, 2005; Adichvilli et al., 
2003). The nascent entrepreneur is not the focus of analysis, but the social world and net-
works around the entrepreneur is. The reason for this argument is the strong impact of this 
factor (Wood & McKinley, 2010; veghely & Julien, 2010) alongside with some internal fac-
tors such as alertness, prior knowledge on the development process.  

This being said, opportunity recognition is what leads to opportunity development, the first 
step towards opportunity development. Bhave (1994) when investigating the business crea-
tion process recognized opportunity recognition as being a very important variable in this 
process. The author perceived two different itineraries to recognition, one being the deci-
sion to start due to entrepreneur’s personal and environmental circumstances at that time 
and the other one being the realization of a need that has not been answered adequately by 
the market. Though the author states two different processes to recognition, an objective 
opportunity exists in the market in both processes and can be recognized either due to ne-

Recognition Objectification Enactment 

What? 

• Problem identification 
and solution 
recognition 

How? 

• Alertness 

• Constant search 

• Prior knowledge and 
experience  

• Hard mental work and 
research 

• Information coming 
from social sources 

What? 

• Gaining 
confidence 

 
 
How? 

• Social networks  
- validation 

What? 

• Taking actions for creat-
ing a new venture 

 
How? 

• forming the management 
team 

• understanding the market 
demand 

• enabling the 
technology/the service  

• gaining stakeholders 
support 

Constant refinement 

Figure 2-1 The Opportunity Development Process Detailed Model 
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cessity or to fulfillment of a problem that has not yet reached its potential. In either way 
acting is required to recognize an opportunity. In other words creation is needed.  

Baron (2006, p.104) argues that “the field of entrepreneurship strongly concurs with Shake-
speare’s words about the importance of recognizing, and acting upon, opportunities” .On 
the same line of thought, Ozgen and Baron (2007) claim that the entrepreneurial process is 
very much interlinked with the opportunity recognition. Change happens during the gesta-
tion period because other opportunities show up, being up to the entrepreneur to recog-
nize them or not and to take the decision to act upon them.  

In opportunity development we start from the premise that the nascent entrepreneurs have 
many chances during the business creation process to recognize different opportunities and 
how fast they manage to recognize them depends on their alertness, active search and prior 
knowledge (Baron, 2006). On other hand three social sources of opportunity-related in-
formation: mentors, informal industry networks, participation in professional forums are 
also known to have direct, positive effects on opportunity recognition by entrepreneurs 
(Ozgen & Baron, 2007). Although, these factors are very important for the opportunity as a 
unit of analysis since the entrepreneur influences the development process being the deci-
sion maker.  

The first factor of opportunity recognition is alertness. Alertness means having the capacity 
to recognize the opportunity when it emerges (Baron, 2006). Gaglio and Katz (2001) but 
also Ardichvilli et al. (2003) recognize alertness as an important factor that leads to the 
identification of opportunities. Alertness is not the only important factor for opportunity 
identification, prior knowledge, information asymmetry, networking and personal traits of 
entrepreneurs being equally important (Ardichvilli et al, 2003) have their contributions as 
well.  However, according to Ardichvilli et al., (2003) those mentioned factors function as 
antecedents of entrepreneurial alertness to business opportunities. Furthermore, Baron 
(2006) identifies alertness and active search as separate and contrasting roads to opportuni-
ty recognition or as the author says perceived patterns that might lead to a new product or 
service. Recognition of opportunity partially depends on a cognitive framework that is 
formed by entrepreneur’s previous life experience such as knowledge about the industry 
and the market, but also events, changes and trends in the external world (Baron, 2006). 
Thus, leading to “connecting the dots” based on the interpretation of external environment 
(Baron, 2006).  

Authors/Year Overview 

Gaglio & Katz (2001)  Review on the literature about alertness and opportunity identification. 

Baron (2006) Opportunity recognition, connecting the dots, through human cognition  

Ardichvilli et al. (2003) Factors influencing the opportunity identification and development process 

Table 2-2 Review of Articles on Alertness and Opportunity 

Moreover, Ardichvilli et al., (2003) was not the only one emphasizing the importance of 
prior knowledge in opportunity identification. Shane (2000) in his article shows a particular 
interest in exploring how prior knowledge and education influence this process of oppor-
tunity recognition, showing that entrepreneurs discover opportunities related to the infor-
mation that they already possess. Complementary to Shane’s perspective Wood & Mckinely 
(2010) suggests that entrepreneurs are not simply filtering and interpreting the information 
from their external environment but rather they are part of it. Thus, claiming that “entre-
preneurs are active in shaping their environments, and entrepreneurial opportunities arise 
from the efforts of individual entrepreneurs as they develop pathways to an imagined busi-
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ness venture” (Wood & Mckinely, 2010, p. 70). Stuetzer, Goenthner and Cantner (2012, 
p.188) focused their research on the influence of a “balanced-skill set” on the nascent en-
trepreneurs’ success. They showed that nascent entrepreneurs who possess these balanced 
skills, meaning experience accumulated prior the birth of their idea and creation process 
such as experience from tertiary education, from work, experience in starting a new venture 
or in the industry enjoy a faster start and also progress during the process of business crea-
tion.  

Furthermore Shepherd et al. (2007) adds motivation to prior knowledge, Corbett (2005) 
and Baron (2006) add cognition and Bryant (2006) looks at prior experience from the per-
spective of previous success of the entrepreneur in other businesses. This aspect contrib-
utes to increasing one’s pride and therefore not just contributing to easier recognizing op-
portunities but also to influencing one’s achievements in a positive way and improving 
one’s self-efficacy. 

Authors/Year Overview 

Shane (2000)  Explores how prior knowledge and education affect the discovery process of an oppor-
tunity. 

Corbett (2007)  Explores how prior knowledge and cognition affect the discovery of opportunities and 
the relationship between learning and opp. identification. 

Bryant (2006)  Investigates the decision-making process of entrepreneurs and the self-regulatory pro-
cess and factors in the entrepreneurial activity. 

Shepherd, McMullen & 
Jennings (2007)  

Develop a model of entrepreneurial action based on prior knowledge and motivation. 

Stuetzer, Goenthner & 
Cantner (2012) 

Investigate the effect of nascent entrepreneurs’ balanced skills on their progress in the 
venture creation process. 

Table 2-3 Review of Articles on Prior Knowledge linked to Opportunity 

Furthermore, according to Corbett (2007), the identification of opportunities is influenced 
by the learning asymmetries experienced by entrepreneurs. The author explores in two dif-
ferent articles the impact of learning and learning asymmetries on opportunity identifica-
tion developing a model which shows how learning asymmetries are formed through the 
combination of three concepts: knowledge, cognition and creativity. However, learning 
starts in identification and continues through the development of the opportunity. In the 
same line of thought Sanz-Velasco (2006) and Dimov (2007b) see the opportunity devel-
opment as a learning process, entrepreneurs’ prior knowledge being the lead to enactment 
on the opportunity recognized along with the specific situation in which the entrepreneur is 
found, the industrial context and the available resources.     

Authors/Year Overview 

Corbett (2005)  Explores the contribution of learning to the opportunity identification and exploitation 
process 

Sanz-Velasco (2006)  Defines and compares opportunity discovery and opportunity development 

Dimov (2007b)  Opportunity development is seen as a "learning process". Explores the intentionality that 
lies at the base of the opportunity development process, the intention associated with an 
idea.  

Table 2-4 Review of Articles on the Learning Process linked to Opportunities 

Moreover, Klofsten (2005) found that for the discovery of an opportunity, an entrepreneur 
needs a large amount of hard mental work and research. 

To sum up, the process of recognition remains unclear in the context of nascent entrepre-
neurs. Low prior knowledge and experience and the way a nascent entrepreneur transforms 
this information to recognize the patterns of opportunities is the contextual difference that 
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the literature has not addressed, especially taking into account that the unit of analysis is the 
opportunity. Therefore, it is necessary that the influence of the previously mentioned fac-
tors will be investigated in this process. This leads us to the first research question: 

RQ1: How does opportunity recognition occur in context of nascent entrepreneurs? 

After the recognition of opportunity, the idea is still raw and mostly evaluated in the entre-
preneur’s mind. Therefore, after the opportunity is defined as a business concept and con-
fidence is gained, opportunity gets an external statute, meaning that it is validated by the 
stakeholders. In the next sub-chapter this stage has been described in much more detail.  

 Opportunity Objectification 2.3.2

Wood and McKinnley (2010, p. 70), define opportunity objectification as “the attribution 
of objective reality to an opportunity idea, so that the idea begins to be seen as an entity 
outside the observer’s mind”. In other words as soon as the opportunity is recognized by 
the entrepreneur, the latter actively engages in the act of sense making. According to Cros-
san et al., (1999, p. 525) this happens through interpreting: “explaining, through words 
and/or actions, of an insight or idea to one’s self and to others”. This process includes an 
explanation of the fuzzy image of the opportunity by the entrepreneur to others (Dimov, 
2007b). Both Dimov (2007b) and Wood and McKinnley (2010) agree that these interac-
tions can be with their close social network such as family, friends, classmates, parents, 
teachers and colleagues from whom they receive feedback. Wood and McKinnley (2010, 
p.71) suggest that “The greater the consensus among knowledgeable peers about the viabil-
ity of an opportunity idea, the more likely the objectification of the opportunity for the en-
trepreneur and the more likely subsequent entrepreneurial action”. Dimov (2007b) also 
adds the influence of potential instrumental stakeholders such as partners, informal and 
formal investors, consultants, accountants, customers, suppliers, and employees. Thus, 
through these social interactions, a shared understanding of the recognized opportunity be-
gins to emerge (Dimov, 2007b). Nonetheless, there is variance in defining this stage which 
comes from different standpoints. Dimov(2007a,b) and Wood and McKinnley (2010) see 
this stage as a cognitive process where the opportunity becomes an entity outside of entre-
preneur’s mind with viability while Behave (1994) sees this process as how the opportunity 
is defined as a business with sufficient focus.  

Moreover, the entrepreneur is looking for valuable insight to the idea that either validates 
or rejects the opportunity leading to its refinement or abandonment. Thus, the greater the 
perceived knowledge the peers have about entrepreneurship, the more valued their opinion 
is (Wood & McKinnley, 2010). This is the stage at which “a nascent entrepreneurial team 
may be formed as the idea shows continuing merit and induces an even more intensive 
pursuit” (Dimov, 2007b, p, 564).  

Nonetheless, the focus of this thesis is to see what happens to the opportunity. By inter-
preting the literature one can conclude that receiving validity and gaining confidence is 
what happens with the opportunity during the objectification stage. More important, in or-
der to understand the changes caused by the various shifts on the opportunity we need to 
have a closer look at this stage and find the answer to the second research question: 

RQ2: How is the opportunity objectified?  

As it has been discussed before the element of development is action, the focus needs to 
shift “from opportunity identification to entrepreneurial action” (Klein, 2008, p. 185). 
Therefore, opportunity development is directly linked to the business creation process, 
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which is why it is utterly important to have an overview of the afferent literature, which will 
follow in the next sub-chapter.   

 Enactment  2.3.3

The process of creating a new business “follows a successful opportunity development” 
according to Ardichvili et al. (2003, p. 106). As mentioned before, the evolution route of 
opportunity along the pre-launch phase of a start-up represents the main focus of the the-
sis. Consequently, as soon as the opportunity is objectified the entrepreneurs will step into 
the third stage where they begin to actively engage into more focused actions in their envi-
ronment designed to explore the possibility of acquiring support to capitalize on the op-
portunity (Wood & McKinnley, 2010). The enactment has been denoted as exploration 
stage in the literature since both include taking actions by entrepreneurs in order to provide 
the resources needed for opportunity exploitation (Choi & Shepherd, 2004). However, ex-
ploitation happens after the launch of the business, starting with the first activities that 
generate revenue, therefore being out of the purpose of this study. It is still worth mention-
ing for the distinction between when the opportunity development ends and when the new 
venture is launched.   
 
Furthermore, an obvious detail is that opportunity development derives from or is corre-
lated with the actions taken during the process of business creation. Business creation is the 
focus of much research and conceptual models have been outlined by some of the authors. 
Gartner (1985) defined 4 dimensions: the entrepreneurs as individuals, the activities that 
they undertake, the organizational structure and finally the environmental dimension. 
Bhave’s (1994) model underlines a process divided into three stages, which are opportunity 
stage, technology set-up and creation of the firm stage and the third one being the ex-
change stage. The author also emphasizes three variables that represent the core of these 
three stages and these are: the concept of the business, the technology used and the prod-
uct. 

Authors/Year Overview 

Wood & McKinley 
(2007) 

Develops a theoretical model for opportunity development based on constructive theory 

Alvarez & Barney 
(2007) 

Theoretical review based on the two contexts of discovery and creation, defines when certain 
entrepreneurial actions will be effective. 

Liao & Welsch (2008) Examines the difference between the processes adopted by technology-based entrepreneurs 
and the ones adopted by non-technology based entrepreneurs. 

Reynold & Miller 
(1992) 

Evaluates companies from their conception until its birth. The authors conduct an analyses on 
4 key elements of the gestation process: initial hiring, funding and sales and the commitment 
of the founder 

Carter, Gartner & 
Reynolds (1996) 

Explores the activities undertaken by nascent entrepreneurs during the gestation period. 

Table 2-5 Review of Articles on Opportunity Exploration/Enactment 

Furthermore, when discussing about business creation, academics refer to all the activities 
that take place during the gestation period as some of the authors call it (Liao & Welsch, 
2008; Reynold & Miller, 1992) or pre-launch phase or simply start-up. However, these ac-
tivities mentioned before are influenced by certain factors that lead to the process of 
change and thus, opportunity development, all in all contributing to the business start-up 
process (Carter, Gartner & Reynolds, 1996). We will elaborate on the specific factors that 
have been found in literature to have a great impact on the process in the next section, re-
finement.       
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Consequently, opportunity development happens through taking entrepreneurial action, 
during the gestation period the nascent entrepreneurs undertaking many actions that would 
be difficult to be described, which is why a classification of these activities into some rele-
vant and obvious categories has been defined in the literature as: formation of entrepre-
neurial teams (Klein, 2008; Choi & Shepherd 2004), enabling technology (Choi & Shep-
herd, 2004), evaluating consumer demand (Choi & Shepherd, 2004) and some more such 
as leadership, decision-making, human resources practices, strategy, finance, marketing and 
sustaining competitive advantage (Alvarez & Barney, 2007). However, according to Wood 
and McKinley (2010) the primary actions to enactment center on gaining stakeholder sup-
port and to make them believe in the opportunity and the future possibilities of it. Given 
the previous argument on actions and activities that take place in the enactment stage we 
raise the third research question:  

RQ3: What are the patterns of activities in the opportunity enactment process? 

Now after having an overview on the enactment stage, the literature presents one final per-
spective on opportunity, which is opportunity exploitation. It has been defined by Choi, 
Levesque and Shepherd (2008, p. 335) that “opportunity exploitation refers to building ef-
ficient, full scale operation for products or service created by, or derived from, a business 
opportunity”. The decision to exploit the opportunity comes after the enactment stage 
where the entrepreneur has explored the opportunity by taking action and now is deciding 
to exploit it by taking the necessary steps to generate revenue. According to Choi and 
Shepherd (2004, p.378) “entrepreneurs can take time and gather information to reduce un-
certainties and build the firm’s resources and capabilities before making the decision to en-

ter the market and exploit the opportunity”. This decision on when to exploit the oppor-
tunity is highly influenced by the perceived knowledge about exploration stage (enactment) 
such as consumer demand, development and testing the technology, generating stakehold-
ers support and developing and building the team (Choi & Shepherd, 2004). Furthermore, 
according to Shane and Venkatarman (2000) and Eckhardt and Shane (2003) exploitation is 
a third step to entrepreneurship. The authors believe that entrepreneurship involves pro-
cesses related to discovery, evaluation, and exploitation in order to create future new goods 
and services (Shane & Venkatarman, 2000). 
 
Authors/Year Overview 

Shane & Venkataraman 
(2000)  

Opportunity discovery and the factors that influence the decision of exploiting an oppor-
tunity. 

Eckhardt & Shane 
(2003)  

Extends the study of Shane and Venkataraman (2000) by defining a framework that justifies 
why both opportunities and actions are important for entrepreneurship. 

Choi & Shepherd (2004)  Explains how entrepreneurs take the decision when to exploit an opportunity 

Choi, Levesque & 
Shepherd (2008)  

Investigate the difference between opportunity exploration and opportunity exploitation  

Table 2-6 Review of Articles on Opportunity Exploitation 

2.4 The Influence of Social Networks on Refinement  

From the review presented in the previous section related to the process of business crea-
tion it is obvious that the literature on opportunity is very similar to the one on business 
creation. Which is why, opportunity development is the most important part of the busi-
ness creation process, having strong arguments for justifying this. Various opportunities are 
recognized during the entire process of business creation. Opportunities are influenced by 
a large variety of factors that contribute to a continuous refinement of the initial idea of 
nascent entrepreneurs. They can be considered as objective phenomena but they cannot be 
separated from the entrepreneur as without entrepreneurial action opportunities will not be 
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subject to implementation. The refinement is a necessary element of the process and it is 
present in all stages. 

According to Ardichivili et al., (2003) the development process is iterative and the entre-
preneur evaluates different stages of opportunity development several times which either 
initiates recognition of new opportunities or adjusts the initial vision. In addition, both Ar-
dihivilli et al., (2003) and Wood and McKinley (2010) mention abandonment of opportuni-
ty as one of the consequences of the development process and subsequently of the refine-
ment. However, based on our unit of analysis we take a different perspective on refine-
ment. Therefore, it is not our focus to investigate the entrepreneur’s cognitive process but 
rather the adjustment done on the opportunity. Thus, based on the literature, social net-
works have the biggest influence on the stages of opportunity development. 

Wood and McKinley (2010) emphasize on the social networks influence in the objectifica-
tion stage as well as in the enactment stage. Social network including strong ties and weak 
ties in enactment stage secure better and optimize  activities that are mentioned previously 
(Wood & McKinley,2010). In addition Ardichvilli et al. (2003) and Ozgen and Baron (2007) 
mention the influence of social networks on recognition of opportunity.  All in all, this fac-
tor has a great impact on the opportunity development.  

The social networks are a set of relationships formed between the entrepreneur and others 
with the purpose of providing the entrepreneur the resources necessary to start a new ven-
ture (Johannisson, 1988; Birley, 1985).  Social networks have been separated in the litera-
ture into strong ties and weak ties. The strong ties represent the family and close friends 
that are in relationship with the entrepreneur not because of economical purposes but to 
provide feedback and support (Dimov, 2007b; Greve & Salaff, 2003; Koning, 2003). The 
weak ties are derived from the individual’s relationships with specific networks that can 
give access to new information and ideas, in other words, resources that otherwise would 
be impossible to be found in the immediate network (Granovetter, 1973).  

Koning (2003) investigates the influence of the social context on opportunity recognition 
as a cognitive process. Therefore, according to the author, social networks influence this 
cognitive mechanism of the entrepreneur in order to recognize and proceed with an oppor-
tunity to reach a scalable business concept. Hence, Koning’s (2003) findings contribute to 
understanding the recognition process by looking at the impact of social networks on the 
individual and on the venture. From the individual’s perspective, the author explains the 
role of information gathering within the context of weak ties and to the concept creation in 
the context of strong ties. From the venture’s perspective, the findings indicate that “the 
entrepreneur seeks needed information from a network of entrepreneurs and experts 
whose knowledge makes them useful. These relationships are usually weak ties also. Con-
cept creation is deepened through a process of accessing resources and building an action 
set” Konning (2003, p. 274). The action set describes a network of individuals that are 
brought together by the entrepreneur in order to help him or her pursue a specific oppor-
tunity. In addition Ozgen and Baron (2007) discuss the role of social sources of infor-
mation in the recognition process. 

According to Gerve and Salaff (2003) the resource-based view perspective looks at how en-
trepreneurs get support, knowledge, information, resources through their social network in 
all stages of venture creation. The authors found out that the entrepreneur build networks 
that vary based on the stages of development, analyzing a number of their discussion part-
ners and the time spent networking.  The entrepreneurs bring their strong and weak ties 
together to get things done during the stages of venture creation, the ties contributing to 
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their motivation, planning and establishments. Gerve and Salaff’s (2003) findings indicate 
that the entrepreneurs rely more on their networks while planning for the new venture.  

Furthermore, Wood and McKinley (2007) continue on the same line of thought as Gerve 
and Salaff (2003) by indicating that social ties highly influence opportunity development, 
mostly in the stages of objectification and enactment. The aforementioned social ties con-
sist of strong and weak ties including friends, family, individuals or institutions that provide 
funding, and professionals with critical expertise, customers, and other types of resource 
providers and even the team members of the founding team. All in all, social ties have been 
mentioned to be brought together by the entrepreneur to help him or her in creating a new 
venture. However, taking into account that our unit of analysis is the opportunity and the 
entrepreneur is the mediator that refines and makes changes, we will raise the fourth and 
last research question: 

RQ4: How social networks impact the constant refinement of the opportunity? 

Authors/Year Overview 

Koning (2003) Explores the role of social context in the process of opportunity recognition until the identi-
fication of the business concept  

Gerve & Salaff (2003) Examines the use of social relations in the business establishment process 

Ozgen & Baron (2007) Investigates the effect of social sources on opportunity recognition 

Table 2-7 Review of Articles on Social network and Opportunity Development 

In addition, we want to emphasize that there is a lack of empirical studies on the influence 
of social ties on the opportunity development process, most of the previous studies being 
focused on the cognition mechanism of an entrepreneur in opportunity development, thus 
taking opportunity as a unit of analysis would bring a new perspective to the existing theo-
ry. 
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3 Methodology  

Despite the considerable amount of attention to entrepreneurship, there are still doubts on 
the level of academic legitimacy of this field of study (Low, 2001). In addition, as Neergaart 
and Ulhoi (2006) point out, the most respected academic journals push the academics with-
in entrepreneurship to adapt their researches by using quantitative methods, this being 
from their perspective the best way to provide legitimacy with rigorousness and methodo-
logical details. However, is a single quantitative method able to develop concepts that en-
hance the understanding of social phenomena through sense making and interpretation in a 
natural setting (Neergaart & Ulhoi, 2006)? Of course not! Therefore, entrepreneurship as a 
phenomenon that is so dynamic and complex calls for a versatile, useful and systematic 
method that can be qualitative or both -multiple method- in nature (Neergaart & Ulhoi, 
2006).  

The purpose of this paper is explorative. Therefore, the aim of this research is in line with 
the qualitative approach and is to go beyond a mere description and reach a generalizable 
level through empirical investigation (Neergaart & Ulhoi, 2006). 

Furthermore, as it has been pointed out some of the most cited previous academic studies 
on opportunity development are just theoretical (Corbett, 2005; Dimov, 2007; Sheperd, 
McMullen & Jennings, 2007; Choi, Levesque & Sheperd, 2008). In other words, even 
though these theoretical studies provide a better understanding of the phenomenon by 
connecting the relevant theory together, still there are not enough empirical investigations 
to support their propositions.   

On the other hand, the scholar articles that do have empirical evidence lack accurate quali-
tative techniques. Some academics such as Klofsten (2005) choose to study the opportunity 
development process by investigating successful ventures and to conduct their research on 
the basis of event reconstruction. Nonetheless, not all opportunity development processes 
will result in the creation of a new venture. Outcomes such as abandoning the opportunity, 
changing it into a completely different concept are possibilities that get ignored when in-
vestigating successful cases. Thus, in this study, the focus is on the business creation pro-
cess of a new venture, centered on the idea of the nascent entrepreneur and its develop-
ment over a specific period of time.  

Taking into consideration all of the aspects mentioned above, this thesis is pursuing a 
comprehensive qualitative approach where the drawbacks of previous research have been 
the light of the road towards an appropriate method. In the following sub-chapters, the re-
search strategy -the blue print of the study- along with the motivation of the sample choice, 
the data collection procedures and the data analysis will be discusses. Lastly, the credibility 
of the study will be argued.  

3.1 Research Strategy 

According to Yin (2003) three conditions justify the choice for the type of research strategy 
in a study: 1) the type of research questions; 2) the extent of the researcher’s control; 3) the 
extent of the focus on contemporary as opposed to historical events. With these conditions 
in mind, the research strategy of this study will be argued.  

Firstly, the main questions of this paper are “what” and “how”. These questions which are 
the base for gathering data and information are known as the best fit for both case study 
and survey as research strategies (Saunders et al., 2007; Yin, 2003). However, according to 
Yin (2003) the purpose of the questions will reveal the strategy choice, since both “what” 
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and “how” questions that have been asked in this paper intend to explore rather than ex-
plain or describe, therefore the case study is the best fit as a research strategy. Another pos-
sibility for the exploratory study would be to conduct a survey (Neergaart & Ulhoi, 2006; 
Yin, 2003) but the survey has a limited ability to investigate the context and phenomenon 
that sometimes are hard to separate (Yin, 2003) and therefore inadequate to this study.   
 
Secondly, the nature of this study does not provide control over the unit of analysis nor on 
the surrounding of the process. On the other side, the case study, through a multiple-
choice of methods can provide a deeper understanding on the development process taking 
into account the context of each and every case (Yin, 2003).  

Thirdly, the case study is more appropriate when the focus is on a contemporary phenom-
enon within a real-life context (Yin, 2003). Hence, the case study research strategy will bet-
ter serve the purpose of “comprehensively catching the complexity of activities, decisions, 
and human interactions” (Moore, Lapan & Quartaroli, 2011, p, 224). 
 
Case Study  

Robson (2002, p.178) specified that “the case study is a strategy for doing research which 
involves an empirical investigation of a particular contemporary phenomenon within its re-
al life context using multiple sources of evidence” (cited in Saunders et al., 2007). Moreo-
ver, the use of multiple sources of evidence for empirical study has been encouraged to in-
crease the credibility and trustworthiness of the results (Moore, Lapan & Quartaroli, 2011; 
Yin, 2003). In this study; different data gathering methods of the same sample group have 
been used (1) unstructured interviews (2) diaries, and (3) semi-structured interviews to an-
swer the research questions and to increase the internal consistency of data collection and 
trustworthiness of the findings. The methods chosen will be elaborated more in the data 
collection sub-chapter.  

Furthermore, the case study can comprise several cases within one study (Saunders et al., 
2007; Yin, 2003; Robson, 1993). The major advantage of having multiple cases in one study 
is that the researcher can investigate if the findings in the first case have occurred in other 
cases as well (Saunders et al., 2007). On the same line of reasoning, Yin (2003) claims that 
using multi-cases have several analytic benefits out of which two are consistent with the 
purpose of this study;  

1. There is a possibility of direct replication among the cases. 
2. The context of the cases is likely to be different from certain aspects. Therefore, 

the consistency of the patterns across the cases will expand the external generaliza-
bility of the findings. 

Moreover, another reason for using multi-cases was to enhance the credibility of this study. 
The complexity of the process and the changes that are happening to an opportunity dur-
ing a period of time cannot be captured in a single case. The use of a single case is encour-
aged when researchers have faced one of the following conditions: critical case, extreme 
case or unique case, representative case or typical case, revelatory case and longitudinal case 

(Yin, 2003). None of these representing the study’s sample group. Therefore, the use of 
multi-case in this study is justified.  
 

Furthermore, Yin (2003, p. 21) claims that five components are very important in the re-
search strategy and therefore in the design of the case: “(1) A study's questions; (2) Its 
propositions, if any; (3) Its unit(s) of analysis; (4) The logic linking the data to the proposi-
tions and, (5) The criteria for interpreting the findings”. As discussed before and also based 
on the research questions, the research strategy of this paper is explorative and is investi-
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gated through multiple case studies. However, the explorative nature of the study prohibits 
any judgment on the directions of the study by defining propositions. The interplay be-
tween the data and the theory has formed the research questions. Therefore, the logical 
bridge can be made between the potentialities of the data to the research questions by 
thinking backwards on the questions. Consequently, as Yin (2003) claims the unit of analy-
sis -in other words is the definition of the cases- relates to the way the initial research ques-
tions have been formed. As it has been our intention to bring a new perspective to the tra-
ditional way of researching the opportunity development process, we have defined the unit 
of analysis as a process and have formed the questions accordingly. Nevertheless, the data 
has been gathered from nascent entrepreneurs since they are the actors who make deci-
sions, refine, change and develop the opportunity.  

3.2 Time Horizon 

“The main strength of longitudinal research is the capacity that it has to study change and 
development” (Saunders et al., 2007, p.148). As the purpose of the study is to capture 
change and development in a period of time, and in order to answer our research ques-
tions, a longitudinal research was adapted to help us get a better view on the process of ac-
tive opportunity pursue of a nascent entrepreneur. Acknowledging that the cases could be 
in different stages of opportunity development (opportunity recognition, opportunity ob-
jectification or opportunity enactment) we followed the process through multiple sources 
of evidence (unstructured interview, diary and semi-structured interview) over a period of 
one to two months. We considered the period from the moment the first interview was 
conducted.  

3.3 Selecting Samples 

The study population in this research is formed by nascent entrepreneurs, those who’s op-
portunity ideas form the cases.  However, the population as a whole is not targeted due to 
the impossibility of accessing the whole population, resource limitation and the nature of 
the research questions. As (Schensul, 2011, p.84) quotes “qualitative research questions 
tend to focus on processes; on detailed contextual or historical descriptions; or on the 
meanings, interpretations, and explanations  people assign to events, activities, and behav-
iors”. Since the research focus of this investigation is on the process of opportunity devel-
opment and thus, the meanings, interpretations and explanations that nascent entrepre-
neurs assign to events, activities and decisions in shaping their opportunity, a limited num-
ber of samples/cases are needed in order to gain a deeper understanding.  

Consequently, out of this population and through non-random sampling techniques (Saun-
ders et al., 2007) a number of eight opportunities have been chosen as cases. The nascent 
entrepreneurs have serves as samples for gathering data regarding the opportunity cases. 
Some of these individuals were working in a team, therefore we tried to reach those that 
had most ownership of the idea or were the ones that came up with it. Moreover, the fol-
lowing represent boundaries we set to create a homogeneous sample group.     

1. All nascent entrepreneurs in this study come from the same educational back-
ground. They are postgraduate business administration students or recent gradu-
ates. They have little to no experience regarding the industry they are entering, 
therefore they are novice entrepreneurs, more prone to search for information ex-
ternally in comparison to an expert who already has the experience and necessary 
knowledge. Consequently the lack of experience makes it easier for us to follow the 
process of opportunity development. The serial or portfolio entrepreneurs have got 
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more attention in the opportunity development literature than novice nascent en-
trepreneurs due to the motivation that their experience and a well-owned ability to 
recognize opportunities make a difference on the entire development process 
(Koning, 2003). Moreover, we have chosen novice nascent entrepreneurs also be-
cause investigating successful venture ideas of a serial entrepreneur causes success 
bias in the research on opportunity development and novice entrepreneurs have 
not received enough attention in the literature.  

2. The targeted opportunities are developed in the service sector. None of the ideas 
involves product development or technology enhancement. Based on the literature 
(Liao & Welsch, 2008) the two, non-tech and tech, make a fundamental difference 
on the patterns of venture gestation process. Therefore, the choice has been made 
accordingly.  

In addition, since finding nascent entrepreneurs that actively take actions in developing 
their opportunities is not easy, no statistical inferences need to be made from the sample 
and thus the sample is not representative for the whole population. Therefore snowball 
sampling was considered to be the most appropriate and useful technique (Saunders et al., 
2007). In this study, we have been able to find a few novice nascent entrepreneurs by using 
networking as a tool. After the first interview, the nascent entrepreneurs have introduced 
other entrepreneurs that are in the same business creation process, mostly people chosen 
from their strong ties (friends). The non-random snowball sampling technique has helped 
us in identifying a homogeneous group that is more appropriate for this study. 

3.4 Data Collection 

In order to solve some of the issues faced by previous researchers on opportunity in col-
lecting the data, two methods of data collection were chosen. The data is collected over a 
specific period of time in an intensely manner, the subjects being the opportunities.    

The data has been collected in three stages from the developers of the opportunities (the 
nascent entrepreneurs): unstructured interview, diary and semi-structured interview.    

In the first stage of the data collection, the nascent entrepreneurs have been invited for an 
unstructured interview during which they reconstructed the facts from the birth of their 
idea until the moment the interview was taken. During the second stage of data collection, 
the nascent entrepreneurs who are part of one of the following categories: (1) are in the 
opportunity development phase, (2) are actively working on their opportunity idea, (3) have 
agreed to cooperate in writing/recording a diary, have been asked to write or record them-
selves over a period of time, discussing about the activities undertaken and the plans for 
the next period related to their venture. During the third stage, the nascent entrepreneurs 
who took part in the second stage have been invited for a second interview, this time being 
semi-structured. The goal of this interview was to provide a better understanding of what 
was discussed during the recordings and to help in clearly answering the purpose of the 
study. Later on in the text each stage will be elaborated. The following table provides in-
formation on the data collection process. 

 

Case name 
Date of first  

interview 
Self-administrated material (diary) 

provided 
Date of last in-

terview 

Case A  2013/02/23 Provided recorded diaries (5 times)  2013/04/29 
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Case B  2013/03/04 Provided written diaries (5 times)  2013/04/28 

Case C  2013/03/19 Provided recorded diaries (2 time)  2013/05/01 

Case D  2013/02/28 Provided written diaries (4 times)  2013/05/10 

Case E  2013/04/04 Provided recorded diaries (1 time)  2013/04/28 

Case F  2013/03/04 Provided picture diaries (5 times)  2013/04/27 

Case G  2013/02/22 Not actively working / postponed  Not applicable 

Case H  2013/02/26 Not actively working / postponed  Not applicable 

Table 3-1 Data Collection 

 Unstructured Interview 3.4.1

The first stage of data collection consists of unstructured interviews. According to Saun-
ders et al. (2007), this kind of interviews are informal and used to explore in depth the gen-
eral area of the study subject, which in this case is the opportunity development process.  

The interviewees in this study were given freedom to talk freely about the subject area but 
first they were asked to reconstruct the development process of their initial idea by drawing 
a mind map. The mind map is the perception of the nascent entrepreneur on important as-
pects of the development process including the timeline, events, actions, changes that oc-
curred during the development process until the moment of the interview. In the same line 
of thought, Holloway (1997) claims that the aim of informal interviews is to ask about the 
activities of the interviewees, hence, in this study the mind map works as a reference point 
for interviewees to reconstruct and explain actions and activities taken during the process 
in a more constructive manner. 

Furthermore, after the interviewees have designed the mind maps, they have been asked to 
elaborate on it. In this phase of the interview, the interviewees took us into the journey of 
their opportunity development process. After elaborating on the mind maps, the interview-
ees were asked several questions such as: Can you tell us more about….? What do you 
mean by ….? The goal was to get a better understanding of the opportunity idea develop-
ment and to clarify their story. 

At the end of the interview, taking into consideration whether or not the idea has a poten-
tial for further investigation, the participants were asked to take part in a diary for a period 
of one to two months. In order for the idea to qualify for the second stage of data collec-
tion, the nascent entrepreneurs had to fulfill three conditions: (1) be in the opportunity de-
velopment phase, (2) be actively working on their opportunity idea, (3) agree to cooperate 
in a diary writing/recording process.   

 Diary  3.4.2

The strength of this thesis lays in the contribution to the data collection part during the 
opportunity development process. However, the chosen tool enabled us to collect the data 
without participating physically as it is in the case of observation. It has been mentioned  
that it is very difficult and time consuming to follow around nascent entrepreneurs while 
working on their opportunity idea since they most often work on the idea in their spare 
time, this in the case in which they are employed or/and studying. Therefore, as Robson 
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(1993) emphasizes, a tool like diary would serve as a proxy for observation in the situations 
in which it would be difficult or maybe impossible to conduct a direct observation. 

“A diary can be defined as a document created by an individual who has maintained a regu-
lar, personal and contemporaneous record” (Alaszewski, 2006, p.1). According to this au-
thor, a record is the entry that an individual submits and it includes what one considers rel-
evant and important, at the same time offering the possibility to include events, activities, 
interactions, impressions and feelings. However, these records are found usually in a writ-
ten text, although in recent years they started to take the form of audio or audio-visual re-
cordings in accordance with the technological evolution (Alaszewski, 2006).   

Furthermore, as the diary places a great deal of responsibility and discipline on the partici-
pants, they have been given the possibility to choose a preferred method (written, recorded 
or visual diaries) in order to increase the entry rate of diary submission. In addition, weekly 
reminders have been sent to participants via email or online messages. The participants 
have been asked to mention in their diaries what activities they undertook during the previ-
ous days and also what they plant to do during the next period, until the next diary record-
ing. They have been encouraged to talk or write about anything they feel was important 
during the recording period, giving them complete freedom in creating the diaries.  

Moreover, after the diary submission, the participants have been invited for one more in-
terview, that has been conducted with the goal of getting a clear understanding of the in-
formation provided in the diaries and clarify unclear aspects. The interview conducted was 
semi-structured. As Burgess (1981) argues, the diary materials can be used as precursor for 
interviewing, especially as a mean of generating a list of questions to be covered during the 
interview (Cited in Robson, 1993). Therefore, the diaries are a very good tool for gathering 
data by providing full freedom to participants but they also contribute to defining the ques-
tions asked during the second interviews. 

 Semi-structured Interview 3.4.3

The semi-structured interviews are conducted with the purpose of covering a list of themes 
and topics that the researchers are interested in (Saunders et al., 2007; Robson, 1993). This 
means that the researchers have a list of themes and topics with defined key questions 
(Robson, 1993). In addition based on the responses received from participants, prompt 
questions have been asked during the interviews. Semi-structured interviews have flexibility 
in their structure, meaning that adding and/or omitting a question is possible as long as it 
provides continuity in the right direction and provides a flow in the conversation (Saunders 
et al., 2007; Robson, 1993).  

Therefore, based on the analysis of the diary materials and the content from the first inter-
views, a second session of interviews has been conducted in order to provide a more in-
depth understanding on the information provided by entrepreneurs during the previous 
two stages of the empirical research but also patterns identified. A number of questions 
have been defined for achieving the mentioned purpose but we reserved the right to ask 
additional questions based on the answers provided by the interviewees.  

3.5 Data analysis 

The analysis of the data has been done in two stages.  
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 First stage of the analysis (unstructured interview) 3.5.1

First stage of the analysis starts by analyzing the unstructured interviews. The analysis of 
the qualitative data has been done in three steps, inspired by the study of Casterle, 
Gastmans, Bryon and Denier (2012): (1) Narrative report for the first interviews, (2) Con-
ceptual interview scheme, and (3) Cross case pattern recognition. 

The narrative report is written for each case to phrase and articulate the essential character-
istics of the interview‘s story that may contribute to a better insight of the research topic 
(Casterle et al., 2012) which in this thesis is the opportunity development process. The 
purpose of the narrative report is to provide as Saunders et al., (2007, p.504) claim “ the so-
cial and organizational context within which a research participant operates, the nature of 
their engagement, the actions that they took, the consequences of these and events that fol-
lowed may be analyzed  most effectively in its original form”. Hence, in this thesis the nar-
rative report of the first interview will equip the research with deep contextual understand-
ing of the opportunity development process of each case. Consequently, the narrative re-
port paraphrased the interview in a way that the summary stays close to the data (Casterle 
et al., 2012). In other words, the integrity of the data that has been collected should be re-
tained in the report in order to keep it sensitive to the social constructions and meanings of 
those who participate in the research (Saunders et al., 2007). 

Moreover, the analysis of the first stage continued with the preparation of a conceptual in-
terview scheme where the focus was to provide concepts relevant for answering the re-
search questions (Casterle et al., 2012). Therefore in this stage the interviews for each case 
had been carefully reviewed in order to answer the research questions. 

Furthermore, the last step in the first stage analysis was recognition of patterns among the 
stages of opportunity development process that have been identified by the nascent entre-
preneurs from each case. According to Saunders et al., (2007) identifying key themes or 
patterns across the data for further exploration is a step to qualitative analysis but not the 
end in itself. The patterns recognized need further investigation and understanding which 
was accomplished through the analysis of the diary material and the semi-structured inter-
views in the second stage. 

 Second stage of the analysis (diary + semi-structured interviews) 3.5.2

The second stage includes the analysis of the data from the collected diaries and semi-
structured interviews. The purpose of this stage was to address the “what” and “how” 
questions, although more emphasis was given to how the identified factors in the first stage 
contributed in influencing the opportunity development process. In addition each factor 
has been carefully discussed regarding their connection to this process.   

3.6 Ethical Considerations of the Research 

We have been guided by three principles of ethical research, namely: beneficence, respect 
and justice (Mertens, 2012). Following these principles (Mertens, 2012), we have strived to 
get the best outcome based on the data collected, without harming or risking anonymity of 
nascent entrepreneurs and confidentially of their opportunity. In addition, every participant 
was treated with respect and courtesy during the research process. They have been ensured 
that they will have access to the research results and that the thesis is fairly administrated to 
achieve its purpose.  
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Furthermore, the ethical discussion does not end with the participants. There are ethical 
considerations regarding the quality of the research. In qualitative studies credibility of the 
research is considered as a guideline to researchers in terms of linking the quality of the re-
search to ethical practice (Mertens, 2012). In order to achieve credibility Saunders et al., 
(2007) suggest that the researchers should reduce the possibility of getting the wrong an-
swers. However, the way to do that is not straight-forward, several steps need to be taken 
to gain credibility and trustworthiness in the study. According to Hall (2013) and Blömback 
(2013) the steps are the following ones: 

 Flexibility  

 Transparency of rigid methods 

 Internal consistency (triangulation, coherent) 

 External consistency (confirmability) 

 Clearness on the novelty in contribution  

As mentioned previously, in order to guarantee internal consistency, two data collection 
method have been used. In addition, we have been flexible in terms of data collection and 
analysis. To ensure flexibility we started the analysis with unstructured interviews leading to 
recognition of patterns in the micro-processes of opportunity development and then we 
have used diary materials to gather more detailed data regarding the daily activities of the 
entrepreneurs. Consequently, by interpreting the data on the two previous steps and using 
them to construct semi-structured interviews, we were able to get in-depth data focused on 
the patterns recognized in the last step.  

Furthermore, in order to achieve external consistency, confirmability needs to be present. 
According to Mertens (2012) for achieving confirmability the absence of personal bias is 
necessary. With eliminating personal bias researchers stay objective to the data (Mertens, 
2012). Hence, as a result readers can trace back the conclusion of the study to the data 
(Mertens, 2012).   

Moreover, there are questions to be answered in this research that will justify the credibility 
of the findings, most importantly the possibility of researchers influence, diary bias and re-
spondent’s bias which represents a limitation of the method used. This aspect is going to 
be discussed in the following sub-section.  

 The Impact of the Researchers’ Role 3.6.1

We take into account that our role as researchers might have had an influence on the nas-
cent entrepreneurs. During and after the interviews had with the nascent entrepreneurs we 
have been extremely positive and encouraging towards their idea. However, this influence 
might have only been a positive feedback towards them and the potentiality of their idea. 
In addition, we have been persistent on getting the diary inputs at least on a weekly basis, 
therefore reminders have been sent to them every time they forgot to do so. Given the fact 
that we have asked the nascent entrepreneurs to mention in the recordings about their fu-
ture plans in their diary inputs, it might have been one of the reasons for their delay. Sub-
sequently it also might have influenced the pace of their actions to live up to their own giv-
en plans. Therefore, we questioned these matters in the last interview and we got confirma-
tion that this has not been the case. 

 

 

Credibility & 
Trustworthyness  
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 Diary Bias 3.6.2

 
“How can I know what I think until I see what I write”  

                                               E M. Forster 

 

According to Flower and Hayes (1981, p.366) “writing is best understood as set of distinc-
tive thinking process which writers orchestrate or organize during the act of writing”, writ-
ing being a complex cognitive process. The writing process includes sets of thinking pro-
cesses which can be either conscious or unconscious. Due to these complex processes the 
writer of the diary becomes more aware of the true intention when writing it down. There-
fore, we consider that the act of asking the nascent entrepreneurs to create diaries will have 
a possible influence on their cognition process in regards to the opportunity. However, 
knowing to what extend this has an influence is hard to measure and is not in the scope of 
our thesis, although we affirm it as a limitation of our method. 

 Respondents’ Bias  3.6.3

The retrospective story telling in the initial interview is a limitation that leaves out essential 
factors and also creates response bias. Reconstructing what happened and under the influ-
ence of what factors would not provide the accurate and trustworthy data due to forgetful-
ness of the participants. In addition, the respondents might attempt to hide some data or 
present oneself in a socially desirable role or situation (Saunders et al., 2007). To reduce the 
effect of this limitation we have asked the participants to draw a mind map while interview-
ing them, this method helps them reconstruct the facts by first thinking carefully about it. 
In addition we have chosen a second method of data collection, diary, to gather data in the 
development process while it is still fresh.  
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4 Empirical Findings and Data Analysis 

We have chosen to present the results of our research and the analysis of the data in con-
junction to each other in this chapter in order to provide a clearer picture and a better 
comprehension of our research.  

For the data collection three methods have been used: initial interview, diaries (written and 
recorded), and a final interview meant to clarify aspects described in the diaries. The initial 
interview served for describing the sample cases, meaning the business ideas and how they 
became opportunities and for understanding the experience and knowledge of each inter-
viewee. Moreover, the data gathered from all three sources, initial interview, diaries and the 
second interview served for recognizing patterns occurred during the opportunity devel-
opment process. The unit of analysis is the opportunity, each case representing therefore 
an opportunity.  

The data gathered has been compared to the opportunity development process detailed 
model (figure 4-1) in order to see if the model we have created by combining more theories 
from the afferent literature is confirmed or needs to be revised. Therefore the following 
model has served as a guideline for the entire analysis.  

 

 

 

 

 

 

 

 

 

 

 

 

 

4.1 Sample Cases, Origin and Evolution of the Ideas  

In order to facilitate a better understanding for further reading, a description of each case 
will be presented in this section, followed by a linkage to the frame of reference and the re-
search questions defined. Patterns identified will be presented furthermore. 

In the following table, we show the length of the opportunity development process, mean-
ing the period since the nascent entrepreneurs first came up with the idea and ending with 
the moment in which the second interview was taken. Moreover, the table includes the 
stage in which each case was during the data collection. 

   

Recognition Objectification Enactment 

What? 

• Problem identification 
and solution 
recognition 

How? 

• Alertness 

• Constant search 

• Prior knowledge and 
experience  

• Hard mental work and 
research 

• Information coming 
from social sources 

What? 

• Gaining 
confidence 

 
 
How? 

• Social networks  
- validation 

What? 

• Taking actions for creat-
ing a new venture 

 
How? 

• forming the management 
team 

• understanding the market 
demand 

• enabling the 
technology/the service  

• gaining stakeholders 
support 

Constant refinement 

Figure 4-1 The Opportunity Development Process Detailed Model 
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Case Opportunity  Length of the OD pro-
cess 

Stage of the opportunity 
development process 

A Services for the medical sector 1 year and 6 months  Enactment 

B Platform used for social purpos-
es 

12 months Enactment 

C Management platform for the 
shipping industry 

2 years and 6 months Enactment 

D Platform for event management 
in the hotel industry 

10 months Enactment- during first in-
terview and diary collection 
Exploitation- during the se-
cond interview  

E Web-shop focused on the bev-
erage industry 

6 weeks Objectification- during the 
first interview  
Enactment- diary collection 
and second interview 

F Social media web and mobile 
platform 

8 weeks Enactment 

G Platform destined for the fash-
ion industry 

5 months Postponed 

H Innovative solution for the food 
industry 

7 months Postponed 

Table 4-1 Length and Stage of the Opportunity Development Process 

The first interviews were conducted with the goal of identifying how the interviewees came 
up with the business idea. The background of each interviewee and the origin of the idea 
will be portrayed furthermore. Eight nascent entrepreneurs have been interviewed in the 
first step of data collection, six of them working intensely on their opportunity, the devel-
opment being in process, therefore participating in the following steps of the data collec-
tion, their opportunities being considered active cases, whilst the last two opportunities 
have been classified as passive cases as the development process has been postponed. All 
individuals interviewed were novice nascent entrepreneurs, meaning that had no previous 
experience in business start-up or in the business area that they are planning to start their 
venture, they are either enrolled in a university postgraduate program or have recently 
graduated. All nascent entrepreneurs are working on establishing a business in the service 
sector by identifying new solutions to solve specific problems in the area of their interest.  

The description of each case is a retrospective of each opportunity, a view from the per-
spective of the nascent entrepreneurs, since the first glimpse on the idea until the moment 
that the first interview took place.  

 Active Cases  4.1.1

Case A  

Case A is an idea that started from the interest of the entrepreneur in helping people with 
medical issues. The idea transformed into an opportunity one year since the first thought of 
it, during a course on Business Creation in the university which made the entrepreneur rec-
ognize the opportunity. A platform useful for the medical sector started to be developed 
during that course. Additionally, a team was formed and a market research has been con-
ducted followed by testing the idea by pitching it to stakeholders of interest. The entrepre-
neur attended a business plan competition and won it. Soon after the competition the en-
trepreneur discussed with more experts and got the first funds for creating the demo ver-
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sion of the platform. By the spring of 2013 a new partner with expertise in the medical in-
dustry got on board.  

Case B  

Case B is an idea on developing a platform used for social purposes. The entrepreneur in-
terviewed is not the generator of the idea but it is part of the founding team. The team was 
formed during a Start-up competition that took place in Denmark. The idea won the com-
petition and soon after, the team received the initial financial support to start developing 
the beta version of the platform. Many experts in the sector and public authorities from 
Sweden and Denmark have been contacted afterwards. The team is formed of individuals 
with different backgrounds and complementary skills. The team grew bigger, volunteers 
getting involved with skills needed such as app developers who also contributed with tech-
nical tips. Moreover, the team attended to many other business plan competitions focused 
on IT, won one of them and got again new members on board, this time designers. The 
team has received funding from a Danish Association for creating the prototype. Collabo-
ration started with the other organization and a platform has been developed. The two 
partners applied for crowd funding through Kickstarter.  

Case C  

Case C is an idea focused on developing a management platform used in the shipping in-
dustry. The interviewee was the entrepreneur who came up with the idea, starting from the 
biggest passion, which is boats and the shipping industry. After a long and unsuccessful 
search for a job in this field of activity the entrepreneur gave up searching and started 
working in a different field of activity. One year later the entrepreneur was contacted by 
one of the companies and asked to have a look at their system. That was the moment when 
the gap has been identified and the entrepreneur started to think about solutions for the 
problem. Another year went by during which the entrepreneur attended a start-up competi-
tion which turned out to be unsuccessful, many attendees being unable to understand the 
idea. After that event the entrepreneur started contacting shipping companies, tried to 
identify the problems they are facing and decided to focus on one. With this new idea the 
entrepreneur attended one more start-up competition and this time won it, receiving an ini-
tial financial support for starting to develop the platform. During the competition the en-
trepreneur found a partner with complementary skills and together they started to work on 
the new opportunity.           

Case D  

Case D is an idea focused on creating a platform for event management used in the hotel 
industry. The interview was conducted with one the nascent entrepreneurs, part of a team 
of three, responsible for the sales part of the business. Each member of the team has com-
plementary skills, a sales agent, a developer and a designer. The idea started from some-
thing completely different, when two of the current team members identified a gap in the 
local market and created an IT platform for local clubs. Seeing that the market was too 
crowded, the entrepreneurs thought about using a similar platform for other purposes, ad-
dressing to B2B sector. After talking to friends, the team decided to address the hotel in-
dustry for convenience purposes, having a good network available, created the system and 
started to test the market to make sure there is a need for their product. The team has at-
tended a business plan competition where they won the second place, therefore received 
some finances to continue developing the opportunity. Soon after they have launched the 
beta test and asked for the opinion of some potential customers.  
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Case E  

Case E is an idea of a web-shop focused on the beverage industry. The entrepreneur rec-
ognized a market opportunity that is successful in Sweden but not in Germany and con-
nected the dots with a book about conducting such businesses that served as inspiration. 
After a thorough research on the possibility of applying the business concept, the entrepre-
neur teamed up with a family member and started to get to know the competitors, arranged 
meetings with producers and potential logistic partners. Surprisingly, they have received 
advice from one of the main competitors and were offered to team up in order to get bet-
ter prices from suppliers. Alongside all these steps, the interviewee confessed that much 
advice was received from fellow students after having discussions and pitching the idea to 
individuals considered competent in giving a good advice. The interviewee and his partner 
have always had a passion for this field of business that was shared by a family member but 
have no previous experience in this business sector or in entrepreneurship.  

Case F  

Case F is an idea of a social media web and mobile platform. The interviewee was the en-
trepreneur that first came up with the idea and also leader of the current team. At the mo-
ment of the interview, the team was formed of 5 people with complementary skills. The in-
itial idea was pitched to a local start-up event where won a prize and the trust of many in-
dividuals and experienced entrepreneurs that considered it a good idea to pursue. The team 
was formed during that event and continued working on the alpha version of the mobile 
app soon after the event. The interview was conducted short time after the event took 
place. The nascent entrepreneur has no previous experience or specific knowledge in social 
media or IT.  

 Passive Cases    4.1.2

Case G  

Case G is an idea of a platform destined for the fashion industry inspired from a short time 
spent by the entrepreneur in Asia, where the opportunity of starting such a business was 
recognized.  The interviewee was the entrepreneur who first came up with the idea. After a 
quick market research the entrepreneur started thinking about how the idea could be im-
plemented but has not been acted upon. After one year since first recognizing the oppor-
tunity, the entrepreneur took a course in the university on Venture Creation and that was 
the moment when a team was formed that started thinking and planning for the implemen-
tation, in the end of the course participating in a competition in the university where the 
team now formed of two won the second prize. Short time after, the team agreed to post-
pone the project as they have considered other priorities as being more important. The 
project is supposed to be postponed for one year when the team will graduate the program 
they have started.     

Case H  

Case D is an idea of a new innovative solution for the food industry. The entrepreneur fist 
came up with a different idea. The inspiration of starting a business came while having a 
course in the university that made the entrepreneur first think about a business idea. Dur-
ing the course the entrepreneur has identified several opportunities aligned with concept of 
the course and got interested in one idea and dedicated the topic of the thesis to this idea in 
order to understand it better. The idea changed into something completely new during the 
thesis writing process that made the entrepreneur give up to pursuing this idea. The second 
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idea came when the entrepreneur went abroad in an exchange program where a new op-
portunity has been recognized and after returning to Sweden continued the research on 
that idea to get a grip of the market need, talked to some professionals in the field and also 
to friends and family and started writing a business and financial plan in order to explore 
further the opportunity. At the same time was looking for the right partner(s). The entre-
preneur pitched the idea to an event for startups where he got really good feedback and a 
significant shift from the initial idea took place by working together with a team of individ-
uals with complementary skills. Once the event was finished the entrepreneur has decided 
to postpone the implementation as other priorities proved out to be more important for 
the moment. There is no plan for how long the implementation of the idea will be post-
poned.   

4.2 Data Analysis 

In this section we analyze our findings from the empirical data collected as well as linking it 
to the frame of reference. The research questions are being discussed here one by one and 
then answered in the next chapter, discussion and conclusion. The data collected from all 
three sources is used in this analysis. We are looking at the opportunity development pro-
cess through the eyes of the nascent entrepreneurs as the process could not take place apart 
from them but our unit of analysis remains opportunity development. How the opportuni-
ty was recognized, how was it objectified and how the enactment process happened and al-
so how refinement has been done during the entire development process is what we have 
explored. By considering each research question and its components we identified a num-
ber of patterns that are presented in the following sections.      

 How does Opportunity Recognition Occur in the Context of Nas-4.2.1

cent Entrepreneurs?   

The first question we raise in the frame of reference is related to opportunity recognition, 
thus we wonder how do nascent entrepreneurs recognize opportunities? According to The 
opportunity development process detailed model (figure 4-1), prior knowledge and experi-
ence, along with alertness, active search, hard mental work and research and information 
coming from social sources are the factors that contribute to the recognition process of an 
opportunity. Therefore in this section we tried to look at which of these factors show up in 
our findings and analyze them in terms of their impact on the opportunity by taking into 
consideration the statements of the nascent entrepreneurs as main actors in the process. 
We also tried to identify other factors that might have contributed to the recognition pro-
cess but have not been discussed in the literature. 

From the descriptions of the cases in section 4.1 some patterns are already obvious in the 
way nascent entrepreneurs identify opportunities for new ventures. The research says that 
one possibility of identifying opportunities is by using cognitive frameworks acquired 
through experience and prior knowledge on a market, industry or customers that enable 
entrepreneurs to connect the dots between “unrelated events or trends in the external 
world” (Baron, 2006, p. 105). As none of the participants to our research has experience or 
prior knowledge in the field they are planning to start a venture, cognitive recognitions 
based on this aspect are from the beginning out of discussion. Instead, what the partici-
pants to our study do have is business education and basic information on how to start a 
business as all of them are attending or have attended a business related postgraduate pro-
gram.  
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Moreover, Ucbasaran, Wright, Westhead and Busenitz (2003, p.232) argue that novice nas-
cent entrepreneurs “do not develop an experience curve with respect to the problems and 
processes involved in starting a new business”. Therefore, for them it should be more diffi-
cult to start a venture but our findings show that not in all cases is the same, there are en-
trepreneurs for whom is much easier to conduct processes and take actions with respect to 
establishing their business and for others is indeed much more difficult to establish the 
venture due to lack of knowledge and experience. The length of the opportunity develop-
ment process is different as it can be seen from the Figure 4.1, varying from 6 weeks to 2 
years and a half, taking into account that the latter opportunity case is still in the business 
creation process. As opposed to this case, the opportunity considered as Case F is close to 
the exploitation stage, meaning that the launch of the venture will happen soon as most of 
the puzzle pieces are put together. This opportunity suffered such a fast development un-
der the impact of the nascent entrepreneur who knew exactly what steps should be taken 
and grabbed any new opportunity that showed up along the way being in a continuous 
alertness and setting up the establishment of this venture as first priority. We can argue 
therefore that the length of the opportunity development process depends on the circum-
stances involved but is also a matter of prioritizing and being completely focused on the 
goal of establishing the venture as soon as possible. In the following table the context of 
each opportunity meaning the circumstances and the priority given by the entrepreneur to 
the opportunity are defined as important aspects in understanding the developmental situa-
tion of each opportunity.      

Opportunity Length of oppor-
tunity dev. 

Circumstances Priority 

Case A 1 year and 6 months  It took a long time to identify a feasible 
business model for the opportunity devel-
opment which had a direct impact on the 
opportunity who suffered many shifts dur-
ing this period. When an expert came on 
board things started to move much faster 

1st priority 

Case B 12 months The opportunity was recognized by the 
founder but the shift was impacted by the 
team members and other external stake-
holders; the opportunity suffered many 
changes along the way and is still being 
polished 

1st priority 

Case C 2 years and 6 months The opportunity was impacted by the en-
trepreneur herself, lack of experience, 
business knowledge and drive being main 
reasons for the delay in the business de-
velopment process; only after a clear vali-
dation the entrepreneur started acting 
more on the opportunity, currently work-
ing actively on the business creation  

2nd priority; 
since March 
2013 be-
came 1st 
priority 

Case D 10 months The team came up with the idea, therefore 
immediately impacted the opportunity de-
velopment as input from people with 
complementary skills was brought from 
the beginning; the opportunity suffered 
some shifts impacted by the team and by 
external experts, future customers; current-
ly the opportunity is already in the exploi-
tation phase 

1st priority 
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Case E 6 weeks The opportunity was influenced by various 
circumstances, the fast enactment on it 
happened due to the strong drive of the 
entrepreneur in trying to establish a ven-
ture along with pursuing the postgraduate 
studies  

1st priority 

Case F 8 weeks The drive of the entrepreneur and the cha-
risma of the leader combined with the 
skills of the team formed. As this is a crea-
tion process, the leader needs the support 
of others in developing the opportunity. 
All these aspects have impacted the shape 
of the opportunity. Currently the oppor-
tunity is close to the exploitation stage, al-
most all pieces of the puzzle being already 
put together   

1st priority 

Table 4-2 The Context of Each Opportunity 

Now that we have presented the importance of the context of each opportunity, we will 
move back to the opportunity recognition process and get more in-depth into understand-
ing it. We have seen from the Chart 4.2 that team formation in the initial stage, opportunity 
recognition, can have a strong impact on how fast the development process occurs. Ac-
cording to Ozgen and Baron (2007) information is a very important factor contributing to 
opportunity recognition, studying the impact of social sources such as mentors, informal 
networks and professional forums on this process. Attending a Venture Creation course 
that two of the interviewees mentioned served as a trigger for starting to think about how 
an idea could be transformed into an opportunity and be implemented, therefore it con-
tributed to identifying the opportunity. At the same time it fastened the enactment process 
of an idea that they have thought of before but did not act upon, as the interviewees 
acknowledged that they would not have pursued their idea yet if it was not for the course. 
This is what our interviewees have stated: 

“Then we had a course where we had to come up with a business idea […] that was the first time 
I really had to think about a concrete idea” (Case A, first interview, 23.02.2013)  

“We teamed up in a big team to develop the idea during a course […] you had to create a venture 
from idea to prototype” (Case G, first interview, 22.02.2013) 

On the same line of thought as Ozgen and Baron (2007), opportunity identification can 
have another positive external impact such as attending to an event for startups. One of the 
entrepreneurs confessed: 

“Everything began […] when I attended a Startup competition in Denmark […] I joined a 
team” (Case B, first interview, 04.03.2013) 

Attending such an event can contribute to fastening the opportunity development process, 
starting with recognition, but as we will see later on, will have a more significant impact in 
the objectification phase of opportunity development. 

Therefore, social sources of information can have a powerful impact on the opportunity 
recognition process of an entrepreneur (Ozgen & Baron, 2007).  

Opportunity recognition can also be the result of a passion that is transformed into a ven-
ture. This was the case of one of the interviewees who mentioned: 
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“I was always passionate about ships […] I love ships and everything related to them” (Case C, 
first interview, 19.03.2013) 

In this case, even though the opportunity was recognized due to the passion of the entre-
preneur it did not contribute to fastening the opportunity development process, going back 
to the discussion of how important circumstances and priority given to the venture crea-
tion are, passion alone being useless sometimes. As it is just one case we cannot generalize 
but it is worth mentioning as it could be an interesting aspect to be studied in future re-
search.  

All the nascent entrepreneurs have seen a problem and thought about a solution on how to 
solve it, leading to recognizing the opportunity of starting a new venture. According to 
Baron (2006, p. 104), besides prior knowledge and experience, other important factors that 
lead to opportunity recognition are alertness, meaning “the capacity to recognize them 
when they emerge” and access to proper information. Baron’s (2006) findings indicate that 
entrepreneurs search actively for information in specialized publications and among per-
sonal contacts and less among magazines, newspapers, etc. Moreover, entrepreneurs are 
not always searching for information in a conscious manner but are more likely to do it in 
an “automatic” manner (Baron, 2006). All participants in our study present signs of alert-
ness. They recognized opportunities in an unconscious manner without being engaged in 
an active search for them. Active search is considered to be the opposite of alertness which 
most often is a passive search, opportunities being recognized by entrepreneurs who are 
receptive to them. The participants’ statements confirm the theory.          

“I saw first the business idea implemented in Sweden and talked to some Swedish students in or-
der to see if they use the product, they said they do and then I did some research […] I read the 
book, I didn’t expect that you can use it for this business idea but when I read it, I thought […] 
wow that fits so well” (Case E, first interview, 04.04.2013) 
 
“The idea came to me when I was visiting a supermarket in South Africa” (Case H, first inter-
view, 26.02.2013) 

“I came up with the idea two weeks before the Startup event […] when I was looking at another 
application” (Case F, second interview, 27.04.2013) 

These statements serve as a proof for disagreeing with Klofsten’s (2005) opinion on the 
large amount of hard mental work and research needed for the discovery of an opportuni-
ty. Our findings show that entrepreneurs are strongly driven to do something more, they 
have a curiosity that makes them alert to events happening around them.  

During the first interviews we have found out that three of the entrepreneurs had initially 
more ideas with a potential of representing a basis for starting a venture that competed for 
the spotlight, the entrepreneurs choosing thus to pursue one of them from a pool of ideas. 
The entrepreneur that came up with the idea presented as Case F is the only one pursuing 
two ideas at the same time, with a higher focus on the opportunity we chose to analyze in 
our study. The idea that leads to the initiation of the development process from that pool 
of ideas was the one that received more validation and was considered by entrepreneurs to 
bring more value but also inspired more confidence. This leads us towards the next step of 
the development process which is objectification of an opportunity. 
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 How is the Opportunity Objectified?   4.2.2

What happens with the opportunity after is recognized? In accordance to the opportunity 
development process detailed model (figure 4-1), the objectification of an opportunity is 
impacted by one major factor: social networks, leading to the entrepreneurs gaining more 
confidence, the facilitator being external validation. Therefore in this section we analyze 
this factor and try to identify other factors that might have contributed to the objectifica-
tion process.   

The actions of the entrepreneurs have a direct impact on the development process of the 
opportunity. The next step taken by the participants to our study after recognizing an op-
portunity was to contact their friends and/or family members and share their idea.  

Entrepreneurs have confessed during the first interview that the first thing they have done 
once they came up with the idea was to talk to friends and/or family in search for another 
opinion regarding their idea. The objectification is presented in the literature as coming 
from external sources Klofsten (2005) mentioning that the development of an idea takes 
off after advice from “outsiders” is received. In all cases the opportunity idea needed vali-
dation. The entrepreneurs admitted during the first interview: 

“Then I started to talk to a friend of mine who is an Event Manager in the market we wanted to 
target […] she believed in our idea” (Case D, first interview, 04.03.2013) 

“I have also contacted a friend of mine that has started other businesses using crowd funding and 
he was very optimistic about it […] interesting thing is that he also sent me information about 
other firms that kind of do the same thing, he is very much involved and we always talk about it” 
(Case H, interview, 26.02.2013) 

Validation is thus received by discussing to close friends and family but also by attending 
various startup events where mentors, fellow participants to the events and judges could 
have a significant impact on the confidence of the entrepreneurs. Six of the opportunity 
ideas we are analyzing in this thesis have been presented to various startup events. Every 
entrepreneur part of the study has acknowledged the fact that validation was a very im-
portant factor for continuing to pursue their idea and they have got it by attending these 
events but also by discussing with many external individuals in order to receive a feedback.  

“We would have not continued if we wouldn’t have won the competition for the most innovative 
idea […] We got very positive feedback from the judges saying that the idea is very scalable and 
with a great potential…We’ve contacted a lot of people […] associations, the Swedish government 
and we got positive feedback […] We tried to gather as much support as possible” (Case B, first 
interview, 04.03.2013) 

"You get feedback on your idea […] discussion gave me motivation to work on it because people 
also saw the potential in the idea" (Case G, interview, 04.03.2013) 

“I think it is simple as talking to someone about it. It doesn't always matter, it is your friend or 
your business partner but when you talk to someone, you get kind of another point into it, it kind 
of crystallizes it but of course sometimes it is not so clear what to do so you have to just make a de-
cision and hope for the best” (Case A, second interview, 29.04.2013) 

Validation basically goes hand in hand with an immediate increase in confidence, which is 
gained through talking to outsiders that believe in the idea but also through having a strong 
and experienced partner. The developers of the opportunities admit that: 
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“I gained more confidence especially with the new partner. When he got involved more it was easier 
to do things because once you have someone else doing stuff not just yourself it is much easier” 
(Case A, second interview, 29.04.2013) 

“I see it’s already been done in other industries and people just ignore this industry and is very be-
hind […] I am doing something that has already been done in another industry so that’s why I 
am confident” (Case C, second interview, 01.05.2013) 

“We receive positive permanent feedback from everyone which helps increasing our confidence” 
(Case B, second interview, 28.04.2013) 

“At the moment the confidence comes from other people around you […] The positive feedback 
from investors increased confidence” (Case F, second interview, 27.04.2013) 

Reputation of the team members is another important aspect that increases the credibility 
of the opportunity idea. The entrepreneur in Case A has been asked during the interview 
about the impact of the reputation of the partner on the opportunity. The entrepreneur an-
swered that: 

“He is very well known in […] so he gives the credibility to our project. Without him I don't 
think it would go much further. I would have needed to find someone else then because as one per-
son outside of […] is very hard to do anything, you need someone from the inside so it has been 
very helpful” (Case A, second interview, 29.04.2013) 

Reputations of other institutions that support the business concept help in increasing the 
reputation of the new venture and of the entrepreneurs working on implementing it.  

“The contests that we have won already helped us in increasing the reputation of our concept” 
(Case B, second interview, 28.04.2013)  

Therefore, the factors that contribute to opportunity objectification are sharing the idea 
with social networks (strong ties, weak ties), looking for validation that once received con-
tributes to increasing the confidence of the nascent entrepreneurs in the opportunity and 
benefiting from the reputation of other stakeholders that get involved in the opportunity 
development. Therefore, social networks, validation, confidence and reputation have been 
found to be the four key factors that intertwine and create the objectification of the idea. 

Objectification of the opportunity gives a push to the entrepreneur to start the enactment 
process on the new venture, knowing that the opportunity idea has an expectable statue 
among the stakeholders (Wood & McKinley, 2010).   

4.3 What are the Patterns of Activities in the Opportunity 

Enactment Process? 

According to The opportunity development process detailed model (figure 4-1), there are 
four main activities undertaken by entrepreneurs during the opportunity development pro-
cess, and these are: forming the management team, understanding the market demand, en-
abling the technology/the service and gaining stakeholders support. In this section we are 
going to look at the major activities undertaken by the entrepreneurs during the opportuni-
ty development process. We are not going to look at each case individually but rather we 
try to identify the patterns in activities and discuss only the most important ones that each 
entrepreneur has undertaken.  
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Having an idea happens randomly in the majority of cases we analyzed or is strongly linked 
to personal passions in one case (Case C). The development process of an opportunity 
starts quickly due to the strong drive of the entrepreneurs but it can also fade away as 
quickly as it started and be postponed (Cases G and H) or even abandoned in other cases.  

Huning et al. (2012, p. 61) argue that the decision to pursue an opportunity is occurring in 
a rapid manner and automatically “with little or no systematic analysis conducted”, even 
though “the generalized aspiration of starting a new business is not a necessary starting 
point for effectuation processes” according to Sarasvathy (2001, p. 247). Cases G and H 
are postponed opportunities due to the fact that entrepreneurs have decided to delay the 
business creation process for a while as other priorities showed up to be more important. 
The nascent entrepreneurs have stopped the development process of the opportunity even 
though they have received the validation for their idea after talking to friends but most im-
portant after attending startup events where the feedback received was very positive. The 
opportunity presented in Case G was the winner of the second prize in a business plan 
competition. The team that recognized and acted upon the opportunity in Case G started 
the enactment process during the Venture Creation course when they have created the 
business plan, therefore have conducted a thorough market research, have done a competi-
tor analysis and defined the revenue streams along with a financial analysis. Soon after win-
ning the competition they have stopped working on the opportunity, the interviewed en-
trepreneur explaining that they have just postponed the business creation process for one 
year. Case H is a similar situation, after attending a startup event where the opportunity got 
the validation from the team members that got involved in its development during the 
event and also from the mentors, the entrepreneur decided that is not the appropriate time 
to start acting on it and explained that the process is just postponed. Thus, going through 
the initial two stages of the opportunity development process, recognition and objectifica-
tion, does not ensure the continuation in pursuing the opportunity, due to personal rea-
sons, entrepreneurs being prone to postpone or probably give up to their idea anytime, this 
proving the fragility of the opportunity that is in the hands of the entrepreneur. Many op-
portunities with a great potential are thus predisposed to being lost because the nascent en-
trepreneurs decide to postpone or abandon them, a new venture being the extension of the 
founder.  

According to Ardichvilli et al. (2003), opportunities start as simple concepts that are devel-
oped by entrepreneurs through continuous proactive efforts. The opportunities analyzed in 
our cases suffered a shift during the enactment process but also during the previous two 
stages of the opportunity development process, this shift being due to certain external fac-
tors that had an impact on the opportunity but also on the entrepreneur as a mediator of 
the opportunity.  

In order to investigate which ones have been the factors that contributed to the shift in the 
development of the opportunity, we need to analyze the activities that entrepreneurs have 
undertaken. An important aspect is that the development stage of each opportunity is dif-
ferent for each separate case. Therefore, from what we found out from the entrepreneurs 
during the interviews and from the diaries collected from them, results that entrepreneurs 
have engaged in different patterns of activities, having different completion time and dif-
ferent sequences.  

In each of the cases, a careful investigation of the market and a selection of the team have 
been steps taken in the early stages of opportunity development. Some entrepreneurs have 
first conducted a thorough investigation of the market, some others have created a team 
and then together have investigated the market. The next step was deploying resources in 
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order to start developing a prototype. The development process will be different also in 
terms of how effective the combination of resources is, as creativity plays an important role 
in the allocation of these resources, the entrepreneur being the one making the difference.     

Therefore, on the same line with Ardichvilli et al. (2003) we have found that the develop-
mental processes differ across entrepreneurial teams and individuals, some, being more 
creative than others or based on personal skills showing differences in what they excel 
most at, the development process being unique from one team to another.  

One of the entrepreneurs considers that implementation is the one that changes and not 
the initial idea, even though we agree that all the changes that directly affect implementa-
tion affect also the initial idea as it is interlinked to the implementation.    

“The idea hasn’t changed but the implementation has, in terms of funding, marketing…The ini-
tial plan remained the same, but the way we implement it changed” (Case B, second interview, 
28.04.2013) 

Contrasting the argument of Klofsten (2005) regarding the choice of team members, we 
found that in making the choice for the team members, the entrepreneurs took into ac-
count the skills that each member has, being aware of the fact that complementary skills are 
an important aspect for the successful implementation of the new venture. Only in Case E 
the entrepreneur chose as a partner a family member. However, our findings agree with 
Klofsten’s (2005) opinion that the bearer of the original idea is the one playing the most 
important role in forming and leading the team.   

“I am sure I am the only entrepreneur in the whole group. That is not really a problem because 
you shouldn't have two decision makers in the group but my role is more managing the group and 
tell them what they have to do or what they should do and then working on what I like to do and 
that is finding or creating this opportunity to see if it is a really a good opportunity” (Case F, se-
cond interview, 27.04.2013) 

Confirming the theory, gaining stakeholders support is another activity that each of the en-
trepreneurs have undertaken. Stakeholders in this case are funding providers, such as ven-
ture capitalists (Case F). Moreover, stakeholders for a few cases are other external actors 
such as relevant institutions that could impact the opportunity (Case A and B) and poten-
tial customers which are requested for support in order to identify their real problem and 
solve it as it happened for the opportunity cases C and D. For Case E support came from 
potential competitors and also from suppliers.   

What we have discovered to be important for the enactment process and that contradicts 
the findings of Baron (2006) is the active search conducted by entrepreneurs during the en-
actment phase of the development process. The entrepreneurs engage into an active search 
for new information during the enactment process as entrepreneurs feel the need of identi-
fying the best ways of implementing their opportunity idea and gather more knowledge. 
This contributes to the learning process. Baron (2006) has looked at the active search as 
part of the recognition process, whereas we have not identified it in the recognition part, 
interviewees talking about conducting an active search only in the enactment stage. The 
developers of the opportunities state that:  

“At this point it’s so much about finding the right way to do things because you don't know which 
one is the right way so I constantly try to look for new information and knowledge […] because 
you have to take care of financing, marketing and everything you have to figure out so you are con-
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stantly trying to find the right way, it kind of evolves all the time” (Case A, second interview, 
29.04.2013) 

“We are always open to identify what can be done for fastening the implementation of our idea” 
(Case B, second interview, 28.04.2013) 

Having said all these, we conclude with mentioning that enactment includes the actions 
taken by entrepreneurs and the process varies from one opportunity to another based on 
the sequence and completion time of the actions taken. During the entire process of op-
portunity development, a continuous refinement of the opportunity is being done that will 
be elaborated more in the next section.   

4.4 How Social Networks Impact the Constant Refinement of 

the Opportunity? 

In this section we are going to look at how the continuous refinement is being done during 
each stage of the development process. The development process is iterative and it is used 
to adjust the opportunity during the entire development process, refinement being influ-
enced by many factors, most important ones being related to team members, experts and 
other social networks. As Dimov (2007, P. 561) argues “There is now a well-accepted view 
that entrepreneurial opportunities do not simply “jump out” in a final ready-made form but 
emerge in an iterative process of shaping and development”.   

Social networks are the ones that influence the most the adjustment of the idea along the 
way. Experts play a critical role for the opportunity refinement. When we talk about ex-
perts we refer to team members and other external actors both with more expertise than 
the entrepreneur.  

Team members are important for the opportunity development process as they contribute 
significantly to the refinement of the idea, bringing in their personal inputs, their skills and 
expertise. All of the opportunities that have been influenced by experts have suffered a 
positive shift and the development process has been significantly fastened. Every partici-
pant in the study has created a team formed of individuals with complementary skills ex-
cept Case E. The developer of the opportunity Case A acknowledges the need of help from 
others, the entrepreneur and the expert partner not being enough. The entrepreneur men-
tions: 

“At the moment we are looking for more funding and trying to find the people who could help us 
in this”. (Case A, first interview, 23.02.2013) 

In fact, every participant in the study acknowledges the importance of the team members 
in developing the opportunity.  

“I am not getting where I want to be fast enough by myself” (Case C, second interview, 
01.05.2013) 

“I really believe that if a group of people engage into something then you can achieve something. 
They can prove that it is not about the money but about liking the idea, then, it works out.” (Case 
F, second interview, 27.04.2013) 

But finding the right team is for sure not an easy task, entrepreneurs sometimes find out 
along the way that they might have started the business creation journey with the wrong 
team members. The entrepreneur that develops the opportunity in Case F says:  



  

 
38 

“You have to take your time to find the right people” (Case F, second interview, 27.04.2013)  

On the other hand, the reputation of the partners and their expertise take away certain bar-
riers for entrepreneurs, the interviewee with the opportunity Case A admitting that: 

 “I was not an outsider anymore” (Case A, first interview, 23.02.2013) 

In case A the entrepreneur acknowledges the fact that things slow down significantly when 
the partner is not actively involved in the daily activities.  

“During the last two weeks, I had to slow down a bit, the prototype is on hold, mostly due to some 
stuff with my new partner but now things are moving forward again” (Case A, recorded diary no. 
4, April 2013) 

The team members come up with new, in most cases better ideas regarding the implemen-
tation of the business.  

“Applying for crowd-funding was an internal decision plus influenced by external actors” (Case B, 
final interview, 28.04.2013) 

In some cases, the members who do not have enough knowledge in a specific field get in-
formed, the knowledge gained impacting the entire team. 

“But what he did and is really good is that he started really reading from the first day all kinds of 
books and blogs about marketing, what he should know and what can he do about it. And with 
that you really can expand the knowledge within the team” (Case F, second interview, 
27.04.2013) 

Moreover, the initial idea suffers changes by receiving the input of other external actors 
with more expertise. The interaction with external actors has a big impact on the oppor-
tunity. The entrepreneurs mention that: 

“We don’t know therefore we follow whoever has more expertise than us” (Case B, second inter-
view, 28.04.2013)  

“Every time somebody new comes in, the idea changes and gets another shape or there is new influ-
ence in it...We got a new designer and he had a totally new idea about how to visualize the appli-
cation” (Case F, second interview, 27.04.2013) 

“The designer had an impact on how to build the platform, he came up with solutions on how to 
improve it” (Case D, first interview, 28.02.2013) 

Suggestions for refining the opportunity can come in the most unexpected way, social net-
works could be easily created by attending certain events or getting involved in activities in 
a business incubator or discussing the idea with business experts as it was the case for the 
entrepreneur in Case A.  

“I have been actually kind of volunteering at Hub […] which is a co-working space […] so there 
are a few people that I have meet and through them I got involved in a kind of social entrepreneur-
ship seed and from there I got some new contacts and they organized some events […] I would ac-
tually say it is pretty much a simple coincidence […] you happen to meet someone and through 
that person you meet someone else and then you get an idea and get involved in an event […] so it 
can be little things that make all the difference“ (Case A, second interview, 29.04.2013) 
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“One of the companies I was discussing to said they could put me in contact with an institution 
that could provide us funding” (Case C, second interview, 01.05.2013) 

“I think it's moved a bit kind of into more international side because we talked with the crowd 
funding company and they kind of gave us the idea for moving abroad” (Case A, second interview, 
29.04.2013) 

Receiving advice from investors interested in the business idea is found by entrepreneurs 
extremely helpful, unveiling many unknown issues for them, their experience helping en-
trepreneurs think about ways that will bring revenues sooner, thus fastening the develop-
ment process, entrepreneurs having to refine their opportunity idea in order to match the 
expectations of investors. The entrepreneur that develops the opportunity Case F affirms:  

“The biggest influence for the idea itself is me because I have created the idea and I still know 
where the idea goes to. From outside, the biggest influence is represented by the people, the capacity 
[…] with what kind of people you can work and a big influence is going to be an investor. If you 
start an idea you do it from passion and you want to contribute with something to the world or en-
vironment but your idea is not always profitable and that’s actually what you’re going to get from 
investors […] The financial expectations of the investors influence the idea” (Case F, second inter-
view, 27.04.2013) 

More expertise has a significant impact on the opportunity idea but sometimes it might also 
present a negative impact, decreasing the confidence of the entrepreneur as it was in Case 
C: 

 “I called a person from a shipping company and within 5 minutes she just shut the whole idea 
down and then spent like 30 minutes telling me there’s no way” the same person saying that 
“Yes, the problems are all there but you can’t solve them […] She just wasn’t getting it so I got 
frustrated […] I am not confident that the industry is going to be open to it and I have been before 
but from the responses that I got lately and from today’s interview, yes the problem is there but you 
can’t build a solution” (Case C, second interview, 01.05.2013) 

Sometimes it might look like the idea has no chance of success anymore but the entrepre-
neurs kept being persistent and even though their confidence has decreased, they still did 
not give up to the idea. Those who did, as explained before, have done it due to prioritizing 
issues. 

“We had the idea, worked on it, prepared an official business plan and then we realized that the 
idea has no chance to succeed” (Case B, final interview, 28.04.2013) 

“We are still not quite confident about it because there are competitors on the market, not doing 
the same but similar” (Case F, second interview, 27.04.2013) 

In certain cases the opportunity suffers because of disagreements between the producer of 
the idea, the requests of external parts, such as investors and the other team members.  

“In this moment we are still focusing on the B2C, but now when speaking to the investors they are 
more interested in the B2B […] I can see the market for the B2B, how it looks like but the other 
guys lack this knowledge, therefore they lost interest. We have decided to work on both versions be-
cause this is making everyone happy.”  (Case F, second interview, 27.04.2013) 

The entrepreneur is not the only one using the personal social networks anymore once the 
team is formed, each member contributing with own contacts in bringing more value and 
resources for the new venture.  
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“The way we work with the idea has changed, for example a new guy started to work with us and 
now is part of the team, voluntarily. He used his social networks, pointing to different persons who 
have developed our application so far […] We applied for various competitions […] all of us are 
trying to tap the resources and the information from each of our own networks” “Is mainly on the 
networks […] recently one of my colleagues new some guys who put him in contact with a national 
television […] and another guy from our team contacted a person from BBC and we will appear 
in a show that will give us a big exposure” (Case B, final interview, 28.04.2013) 

We can conclude that social networks are the element present in all three stages as one of 
the main factors contributing to the recognition, objectification and enactment of an op-
portunity, therefore are the major factor influencing refinement of the opportunity as this 
is iterative, happening over and over again during the entire development process. The big-
gest impact of the social networks is on the objectification stage, where both strong ties 
and weak ties are contributing to helping the entrepreneur with advice and to gaining more 
confidence in the opportunity idea. Based on the literature, social networks have the big-
gest influence on the stages of opportunity development, therefore we confirm the theory. 
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5 Discussion and Conclusion 

In this chapter each of the research questions are going to find their answers by discussing 
the results of the study. We will then define the practical implications of the thesis. The 
implications, both theoretical and practical, are based on the frame of reference and our 
empirical findings.  

5.1 Theoretical implications  

The purpose of our thesis was to explore the process of entrepreneurial opportunity devel-
opment during the gestation period of a business. Most of the theory on opportunity is 
scattered and the majority of empirical studies take the entrepreneur as a unit of analysis, 
plus there is no comprehensive study that covers the entire development process with all 
its stages and explaining clearly how shaping is being done. Thus, we have decided to turn 
the focus on something that has not been done in the literature so far. This is why we took 
as unit of analysis the abstract concept of “opportunity” and looked at it in all its stages, 
thus, more in-depth than previous researches on the topic. We have separated the oppor-
tunity development process into three stages: recognition, objectification and enactment. 
By combining a high number of theories, we have created an opportunity development 
process model that has served as a guideline throughout the entire analysis of the data. In 
order to meet the purpose we have used three methods for gathering data, unstructured 
and semi-structured interviews and diaries by investigating the development process of 
eight opportunities. The entrepreneur was the mediator in the opportunity development 
process. Thus, the opportunity could not be analyzed apart from the entrepreneur who was 
our interviewee and the source for all the data gathered on the opportunity that was ana-
lyzed during the development process. The data gathered served for answering the research 
questions, as outlined below.    

How does opportunity recognition occur in context of nascent entrepreneurs? 

Novice nascent entrepreneurs have been the participants to our study, opportunity recogni-
tion in their case being very much influenced by the lack of experience and knowledge that 
needs to be supplemented by information and knowledge received from other sources, that 
are other team members and participants to startup events. Therefore, social sources of in-
formation have a powerful impact on the opportunity recognition process of an entrepre-
neur, confirming the theory of Ozgen and Baron, (2007). When nascent entrepreneurs are 
alert, an automatic recognition of opportunity occurs, our data confirming Gaglio and 
Katz’s (2001) and Ardichvilli et al. (2003) theories on alertness as being an important factor 
that leads to the identification of opportunities. We thus disagree with Klofsten’s (2005) 
opinion on the large amount of hard mental work and research needed for the discovery of 
an opportunity as our findings show that entrepreneurs are strongly driven to do some-
thing more, having a curiosity that makes them alert to events happening around them.  

How is the opportunity objectified?  

According to Klofsten (2005) the development of an idea takes off after advice from “out-
siders” is received. Our findings show that the opportunity objectification was done 
through validation which was the determinant for pursuing the opportunity for each of the 
participants to the study. Validation was received by discussing to social sources, that have 
been close friends and family but also by attending various startup events where mentors, 
fellow participants to the events and judges had a significant impact on the confidence of 
the entrepreneurs. According to Wood and McKinley (2010) the reputation of the entre-
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preneur is an influential factor during the enactment stage, therefore a poor reputation of 
the entrepreneur will have a negative impact on the support received from other stakehold-
ers. Our findings contradict this theory, in the case of novice nascent entrepreneurs there is 
no personal reputation they can rely on therefore they need to rely on their partners’ repu-
tation or other reputable institutions that support their idea. Moreover, the reputation is an 
important factor starting from the objectification stage, not just found in the enactment as 
Wood and McKinley (2010) argue.    

What are the patterns of activities in the opportunity enactment process? 

The activity patterns identified include a careful investigation of the market, a selection of 
the team, steps that have been taken in the early stages of opportunity enactment. Con-
trasting the argument of Klofsten (2005) regarding the choice of team members, we found 
that in making the choice for the team members, the entrepreneurs took into account the 
skills that each member has, being aware of the fact that complementary skills are an im-
portant aspect for the successful implementation of the new venture. In addition, our find-
ings agree with Klofsten’s (2005) opinion that the bearer of the original idea is the one 
playing the most important role in forming and leading the team.   

Other recognized activity patterns undertaken by nascent entrepreneurs are deploying re-
sources in order to start developing a prototype and getting support from other stakehold-
ers. On the same line of thought with Ardichvilli et al. (2003) we have found that the de-
velopmental processes differ across entrepreneurial teams and individuals, the development 
process being unique from one team to another. One activity discovered to be important 
for the enactment process, that contradicts the findings of Baron (2006), is the active 
search conducted by entrepreneurs during the enactment phase of the development pro-
cess. The entrepreneurs engage into an active search for new information during the en-
actment process as they feel the need of identifying the best ways of implementing their 
opportunity and gather more knowledge. Baron (2006) has looked at active search as part 
of the recognition process, whereas the participants to our study have mentioned it only re-
lated to the enactment stage.  

How social networks impact the constant refinement of the opportunity?  

As Dimov (2007, P. 561) argues “There is now a well-accepted view that entrepreneurial 
opportunities do not simply “jump out” in a final ready-made form but emerge in an itera-
tive process of shaping and development”. The factor that influences the most this shaping 
and development is represented by the social networks. The expertise, reputation, 
knowledge and skill-set brought in by external actors contribute the most to the change of 
the opportunity along the business creation process. The team members come up with new 
ideas, use their personal networks, each time a new member comes on board the idea suf-
fering a new shift. Suggestions for refining the opportunity can come in the most unex-
pected way, social networks could be easily created by attending certain events or getting 
involved in activities in a business incubator or by simply discussing the idea with business 
experts.     

All of the opportunities that have been influenced by experts have suffered a positive shift 
and the development process has been significantly fastened. Receiving advice from inves-
tors interested in the business idea is found by entrepreneurs extremely helpful, unveiling 
many unknowns for them, their experience helping entrepreneurs think about ways that 
will bring revenues sooner, thus fastening the development process, entrepreneurs having 
to refine their opportunity idea in order to match the expectations of investors. Stuetzer, 
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Goenthner and Cantner (2012, p.188) argued that nascent entrepreneurs who possess bal-
anced skills enjoy a faster start and also progress during the process of business creation. 
The novice nascent entrepreneurs do not possess themselves these skills therefore the so-
cial networks contribute to obtaining them, giving validity to the opportunity.  

Two more important things that have been found to be very important for the entire de-
velopment process are the variety in circumstances for each opportunity and the priority 
given to the development of the opportunity. In this context, team formation in the recog-
nition stage, can have a strong impact on how fast the development process occurs. At-
tending a specialized course related to starting a venture, a startup event or business plan 
competition will definitely help the novice nascent entrepreneurs in acknowledging and 
recognizing the potentiality of their idea and provide them with the feedback on it. There-
fore, in regards to circumstances we can see that opportunities that are in aforementioned 
contexts develop much faster than other ones.  

5.2 Practical implications 

The theoretical implications of our research have provided us with valuable insights when 
it comes to ways of fastening the opportunity development process that could serve the 
novice nascent entrepreneurs to a better use of the external factors that influence the op-
portunity shifts. By showing which factors have a positive influence on the opportunity 
shaping we help the entrepreneurs in their choice of right steps when it comes to activities 
that should be undertaken and social sources that they could make use of in order to move 
faster with the venture creation process.     

It is up to the entrepreneurs to identify the proper environment that could provide them 
with the information and knowledge they do not possess. Our recommendation is to at-
tend a specialized course related to starting a venture, a startup event or business plan 
competition that could give a push to their idea, helping to the recognition process. Anoth-
er suggestion would be to look for a continuous validation from social ties, both strong and 
weak, the entrepreneurs having the tendency to share their idea initially with the family 
members or friends. We recommend the entrepreneurs to look for strategic partners that 
have expertise, reputation, knowledge and skill-sets that they lack. The faster the experts or 
team members with complementary skills come into stage the faster the opportunity devel-
opment process happens.   

Having said all these, we can give a recommendation for a combination of actions that can 
lead to a much faster opportunity development process: 1) set up the venture creation pro-
cess as a first priority; 2) choose a team formed by individuals with complementary skills as 
early as possible in the development process; 3) do not be afraid to share the idea with oth-
er, validation is a MUST that serves as a facilitator for gaining confidence or increasing it; 
4) find a partner that is an expert in the sector of activity and has a good reputation will in-
stantly bring more value and push forward the venture creation process; 5) use social net-
works as a tool at all times in all situations as any person who gets access to the infor-
mation related to the opportunity could contribute to the shaping or adjustment of the ini-
tial idea; 6) engage into an active search for new information and be open to any new idea 
that comes from all sides, filter it and use what is useful for the development of the oppor-
tunity.   
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5.3 Concluding remarks 

Reflecting back to our frame of reference we argue that there are factors that we have iden-
tified as having a strong impact on the opportunity development process that have not re-
ceived attention in previous researches. Firstly, the context of each opportunity and the 
priority given to it is in the hands of the entrepreneur who can influence the fastening pro-
cess of the opportunity development. Secondly, reputation of the external stakeholders that 
impact in a way or another the opportunity development has not been covered in the litera-
ture and our findings show is an influencer of the opportunity objectification and is again a 
contributor to fastening the development process. Thirdly, active search has been proved 
to be an influencer on the opportunity only in the enactment stage in the case of novice 
nascent entrepreneurs. All the above strengthen our findings and provide additional evi-
dence that can be used to improve the opportunity development process. 
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6 Limitations  

This chapter will outline some limitations of our study and some recommendations for fu-
ture research.  

6.1 Limitations 

We acknowledge that environmental factors such as economy, the ease of doing business, 
trends in the market, politics, law and many other external factors surrounding the nascent 
entrepreneur have an influence on the development of an opportunity. One limitation is 
therefore related to the external factors that are strongly linked to the country in which the 
opportunity is initiated and developed and that could have an influence on the opportunity 
development, for instance entrepreneurial activities receive more support in some countries 
in comparison to others. Another limitation is that the opportunity can suffer a bias as it is 
subjective to the entrepreneur, each entrepreneur being different in terms of personality 
traits, values and skill-sets. One final limitation of this study is that it is not generalizable for 
the entire population of opportunities. This is due to the fact that the study consisted of only 
eight opportunity cases and the nascent entrepreneurs that participated to the study are novice. 

6.2 Suggestions for Future research  

One suggestion for future research would be to conduct the study on a larger sample of 
opportunities still within the context of nascent entrepreneurs and the longitudinal study 
conducted for a longer period. This could allow more generalizable results for the study.  

It could also be relevant to study more in-depth the factors that we have identified as being 
the main contributors to fastening or improving the development process. One final sug-
gestion for future research we feel it would be to investigate the social networks influence 
on the shaping, refinement, adjustment of the opportunity as it is such a vast subject, the 
majority of external influencers coming from using networking as a tool. 
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Appendix 1 

 Review of Emprirical Articles on Opportunity  

Authors/Article Literature Research Design Overview Findings  

Reynolds & Miller 
(1992) - New firm ges-
tation 

Business start-up the-
ories: entrance of a 
new firm and "birth of 
a biologic organism" 

Survey conducted on 
around 3000 firms from 
Minnesota and Penn-
sylvania 

The evolution of a company from its 
conception until its birth it is called 
gestation. The authors conduct an an-
alyze on 4 key elements of the gesta-
tion process: initial hiring, funding 
and sales and the commitment of the 
founder 

90% of the companies analyzed men-
tioned a gestation period of 3 years in 
average.  

Bhave (1994) - A pro-
cess model of entre-
preneurial venture cre-
ation 

Opportunity recogni-
tion, new venture 
creation 

Interviews with 27 en-
trepreneurs from vari-
ous industries 

Defines three stages in the new ven-
ture creation process based on three 
variables: business concept, technolo-
gy and product  

Found as an important variable also the 
opportunity recognition in his model of 
entrepreneurial venture creation, by 
looking at it from an internal and ex-
ternal perspective.    

Shane (2000) - Prior 
knowledge and the 
discovery of entrepre-
neurial opportunities 

Austrian economics 
theory 

Case study examining 8 
opportunities to exploit 
an MIT invention: 3D 
printing 

Explores how prior knowledge and 
education affect the discovery process 
of an opportunity. 

Prior experience and education influ-
ence an entrepreneur's capacity of rec-
ognizing an opportunity. 

Choi & Sheperd (2004) 
- Entrepreneurs' deci-
sion to exploit oppor-
tunities 

Resource based-view Quantitative study, sur-
vey conducted on 55 
entrepreneurs chosen 
from US incubators 

Explains how entrepreneurs take the 
decision to exploit an opportunity 

Entrepreneurs are more likely to ex-
ploit opportunities if they have a posi-
tive perception on customer demand, 
technology needed, support from 
stakeholders and managerial capability.  

Klofsten (2005) - New 
venture ideas: an anal-
ysis of their origin and 
early development 

Business opportunity 
theory 

Qualitative analysis on 
5 spin-offs from Lin-
köping University 

Explores the early stage processes of 
idea development in a firm. 

In the early stage of idea development, 
the skills of entrepreneurs are very im-
portant. Discovery of the idea takes 
years of development and market re-
search, and idea development takes 
place only after the founders start in-
teracting with external partners and be-



  

 
51 

come receptive. The economic situa-
tion strongly affects the idea dev. 

Corbett (2005) - Learn-
ing asymmetries and 
the discovery of entre-
preneurial opportuni-
ties 

Experiential learning 
theory, opportunity 
discovery 

Experiment conducted 
on 380 technology pro-
fessionals 

Explores how prior knowledge and 
cognition affect the discovery of op-
portunities and the relationship be-
tween learning and opp. identifica-
tion. 

Learning asymmetries have an impact 
on the discovery of opportunities. 

Sanz-Velasco (2006) - 
Opportunity develop-
ment as a learning 
process for entrepre-
neurs 

Opportunity discovery 
and development 

Semi-structured inter-
views with 20 Swedish 
founders and MDs 
from the mobile inter-
net industry 

Defines and compares opportunity 
discovery and opportunity develop-
ment 

The processes involved in the oppor-
tunity development process are influ-
enced by resources, industrial context 
but also by prior knowledge. Oppor-
tunity discovery is more suitable for 
low-risk situations.  

Bryant (2006) - Self-
regulation and deci-
sion heuristics in en-
trepreneurial oppor-
tunity evaluation and 
exploitation 

Self-regulation theory 
and decision heuristics 

Interviews with 30 en-
trepreneurs and a sur-
vey conducted on the 
same entrepreneurs 

Investigates the decision-making pro-
cess of entrepreneurs and the self-
regulatory process and factors in the 
entrepreneurial activity. 

Previous success and pride of entre-
preneurs influences their positive 
achievement of new tasks and self-
efficacy.  

Ozgen & Baron (2007) 
- Social sources of in-
formation in oppor-
tunity recognition: Ef-
fects of mentors, in-
dustry networks, and 
professional forums 

Opportunity recogni-
tion 

Survey conducted on 
recently founded IY 
companies (70 respons-
es) 

Investigates the effect of social 
sources on opportunity recognition. 

Social sources such as mentors, infor-
mal networks and professional forums 
contribute to the opportunity recogni-
tion process. These finding come as 
addition to previous research on the 
topic. 

Dimov (2007b) - From 
opportunity insight to 
opportunity intention: 
the importance of per-
son-situation learning 
match 

Intentionality, learning 
process 

Quantitative experi-
mental study conducted 
on 95 MBA and execu-
tive MBA students 

Opportunity development is seen as a 
"learning process". Explores the in-
tentionality that lies at the base of the 
opportunity development process, the 
intention associated with an idea.  

One's prior knowledge influences the 
enactment process upon an opportuni-
ty when there a compatibility between 
the learning process and the specific 
situation in which one is. Prior 
knowledge supports an intention only 
for individuals with divergent learning 
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styles in “demand-driven contexts" and 
in supply-driven contexts only for indi-
viduals with convergent learning styles. 

Vanghely & Julien 
(2010) - Are opportuni-
ties recognized or con-
structed? 
An information per-
spective on entrepre-
neurial opportunity 
identification 

Opportunity discovery 
versus opportunity en-
actment 

Case study conducted 
on 10 SMEs 

Studies how entrepreneurs use infor-
mation in order to help them identify 
opportunities. Considers the venture 
as a unit of analysis.  

4 out of 10 entrepreneurs have a very 
strong processing capacity of infor-
mation, being comfortable with both 
types of information processing. 2 ven-
tures are combining opportunity con-
struction with opportunity recognition.  

Heinonen, Hytti & 
Stenholm (2011) - The 
role of creativity in 
opportunity search 
and business idea cre-
ation 

Creativity, opportunity 
search, business idea 

Survey conducts on 117 
student who participat-
ed on a entrepreneur-
ship program 

Investigates how creativity influences 
and opportunity search strategies in-
fluence the business ideas. 

Creativity does not influence directly 
the viability of an idea but it influences 
the strategies chosen for searching for 
opportunities. 
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Appendix 2 

Review of Theoretical Articles on Opportunity  

Authors/Article Literature Overview Findings  

Shane & Venkataraman (2000) The 
promise of entrepreneurship as field 
of research 

Entrepreneurship and 
entrepreneurial oppor-
tunities 

Opportunity discovery and the factors that 
influence the decision of exploiting an op-
portunity. 

Define a conceptual framework for en-
trepreneurship linked to opportunities. 

Gaglio & Katz (2001) - The psycho-
logical basis of opportunity identifi-
cation: entrepreneurial alertness 

Alertness and oppor-
tunity identification 

Makes a review on the literature on alertness 
and opportunity identification. 

Creates a model that shows how alert-
ness contributes to opportunity identifi-
cation. 

Ardichvilli et al. (2003) - A theory of 
entrepreneurial opportunity identifi-
cation and development 

Entrepreneurial oppor-
tunity identification and 
development; theory 
building framework 

Factors influencing the opportunity identifi-
cation and development process: entrepre-
neurial alertness; information asymmetry and 
prior knowledge; discovery vs. purposeful 
research; social networks; personality traits 

First steps towards building a theory of 
opportunity identification having as a 
base Dubin's opportunity development 
method 

Eckhardt & Shane (2003) - Oppor-
tunities and Entrepreneurship 

Equilibrium theory, en-
trepreneurship 

Extends the study of Shane and Venkata-
raman (2000). 

Defines a framework that justifies why 
both opportunities and actions are im-
portant for entrepreneurship. 

Chiasson & Saunders (2004) - Rec-
onciling diverse approaches to op-
portunity research using the structu-
ration theory 

Social theory and struc-
turation theory 

Describes the structuration theory which 
reconciles the two opponent theories on 
formation or recognition of opportunities. 

Suggest that opportunities are 
born/formed but also made/created 
through scripts.    

Corbett (2005) - Experiential Learn-
ing Within the Process of Oppor-
tunity Identification and Exploita-
tion 

Experiential learning 
theory 

Explores the contribution of learning to the 
opportunity identification and exploitaitation 
process 

Developed a model of learning assy-
metries by combining the concepts of 
knowledge, cognition and creativity. 

Baron (2006) - Opportunity Recogni-
tion as Pattern Recognition: How 
Entrepreneurs “Connect the Dots” 
to Identify New Business Opportu-
nities 

Opportunity recogni-
tion; pattern recognition 

Explores the recognition process of oppor-
tunities. 

Developed a framework that combines 3 
important factors for the recognition of 
opportunity: alertness, active search for 
opportunities and prior knowledge of an 
industry or market. 
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Alvarez & Barney (2007) - Discovery 
and creation: alternative theories of 
entrepreneurial action 

Opportunity creation 
and opp. discovery 

Compare the 2 perspectives. Based on the 2 contexts, define when 
certain entrepreneurial actions will be ef-
fective. 

Dimov (2007) - Beyond the single-
person, sigle-insight attribution in 
understanding entrepreneurial op-
portunities 

Creativity, opportunity 
development, interac-
tionist perspective 

Examines the creative process applied in en-
trepreneurship and linked to the opportunity 
recognition. Separates idea from opportuni-
ty.   

Opportunities are emerging from raw 
ideas that are developed and shaped con-
tinuously, being influenced by the con-
text and social environment rather than 
by the individual.  

Sheperd, McMullen & Jennings 
(2007) - The formation of opportuni-
ty beliefs 

Opportunity beliefs and 
coherence theory 

Develop a model of entrepreneurial action 
based on prior knowledge and motivation. 

Opportunity belief is formed through 
bottom-up and top-down processes. 

Choi, Levesque & Sheperd (2008) - 
When should entrepreneurs expedite 
or delay opportunity exploitation? 

Opportunity, occupa-
tional, structural and 
functional theories 

Investigate the difference between oppor-
tunity exploration and opportunity exploita-
tion 

Developed som theory regarding on 
when would be the most appropriate 
time for an entrepreneur to start exploi-
tation of the opportunity. 

Klein (2008) - Opportunity discovery, 
entrepreneurial action and economic 
organization 

Opportunity discovery Compares the 2 views on opportunity as ei-
ther being discovered or based on a judge-
mental decision. 

Opportunities are seen as a "latent con-
struct" that manifest in taking entrepre-
neurial action. 

Short et al (2010) - The concept of 
"opportunity" in entrepreneurship 
research: past accomplishments and 
future challenges 

Various Summarizes the key articles on opportunity 
theory and research and gives suggestions on 
future research on opportunities. 

Organizational behaviour contributes to 
understanding better opportunities and 
their nature.  

Wood & McKinley (2010) - The pro-
duction of entrepreneurial oppor-
tunity: a constructivist perspective 

Constructivist theory on 
opportunity 

Compare the objectivist perspective with the 
constructivist one. 

Develop a model for the production 
process of entrepreneurial opportunity 
starting from the conceptualization of an 
opportunity and ending with the enact-
ment upon that ooportunity or aban-
donment. 

 

 


