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AbstractAbstractAbstractAbstract    

Many authors (refer: Swayne and Tucker, 1973; Kahneman and Lovallo, 1994; Baron, 1998; 

Stewart et al., 1998; Simon et al., 1999; Simon and Houghton, 2003; Baum and Lock, 2004; 

Mathews, 2008) have examined the traits and skills of the entrepreneur. Others have been more 

interested in their behaviors (refer: Bhave, 1994; Byers et al., 1997; Sarasvathy, 2001; Shook et al., 

2003; Baron, 2007; Davidsson, 2008), trying to describe the entrepreneurial processes on the initial 

stages of venture development. However, studies that try to define how an entrepreneur reacts when 

facing changes have not been found in the literature. The focus of this research is thus, to explore 

the attitude of the entrepreneur towards changes throughout the development of the start-up project.     

 

The theoretical background is divided into three main parts: the entrepreneurial attitude, the attitude 

towards change, and the relation between perceptions of organizational climate and attitudes. The 

first section reviews the literature about the traits and behaviors that define an entrepreneur. The 

second section concentrates on research papers concerning the attitude towards change for middle 

managers in well-established firms. Finally, the third section, through a review of the relevant 

literature, emphasizes the importance of the impact of the working environment perception on 

people’s attitude towards work.  

 

The approach of this qualitative study is inductive at first, but also incorporates a deductive 

approach during the data analysis using a grounded theory method. The data were gathered through 

seven semi-structured interviews with entrepreneurs from Cyprus, India, Mexico, United Kingdom, 

and Sweden.  

 

The outcome of the present study is a model emphasizing the main results of the research. It 

presents three main reasons (interest/work experience in the business area, definition of the gap in 

the market, and desire to create) that lead to the decision to initiate the project. The market and 

future perception, as they have an impact on the actual start of the process, are presented and 

discussed as well. Concerning the attitude towards changes occurring during the process, four 

different reactions have been found to be relevant (adaptation, search for assistance, 

determination/commitment, and passion/persistence). Furthermore, the help provided by the 

learning experience, the social networking, and the future planning to overcome changes were also 

identified. Finally, the perception by the entrepreneur of the change and the overall process are 

explained. 

Key words: attitude towards change, change management, entrepreneurship, environment 

perception, start-up development 
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1. Introduction1. Introduction1. Introduction1. Introduction    

 

This chapter introduces the subject of the thesis and presents the goals and objectives of the current 

research.  

 

1.1 Research background  

 

An entrepreneur has been defined as “a person who organizes, operates, and assumes the risk for a 

business venture” (Hull et al. 1980, p. 1). Looking at this definition, if one had to pick up the word 

that most describes the focus of research in the field of entrepreneurship it would be “person”. 

Indeed, most of the literature about entrepreneurs aims to describe the personal characteristics and 

psychological traits of the entrepreneur (Baron, 1998). A lot of research was made to define the 

cognitive mechanisms that influence entrepreneurial intentions. Such cognitive bias as illusion of 

control (overemphasizing the impact of personal skills on the outcomes of a situation), belief in law 

of small numbers (extrapolate conclusions from a small amount of information) (Simon et al., 1999) 

and overconfidence (Fitzsimmons and Douglas, 2005; Kahneman and Lovallo, 1994) tend to 

decrease the perception of risk associated with start-up initiation and therefore encourage 

individuals to behave entrepreneurially.  

 

The general traits that are common for individuals who are known as entrepreneurs include: 

achievement need, locus of control, innovativeness, risk-taking, problem solving ability, coping 

ability, tolerance towards ambiguity and self-determination (Matthews, 2008). However according 

to Gartner (1988) and Davidsson (2005) the possession of the mentioned characteristics by an 

individual doesn’t necessarily signify that he/she will become an entrepreneur. There should be a 

whole complex of factors that influence the intentions to start a new venture: personal background, 

general attitudes, domain attitudes (Davidsson, 2005), social, political and economic variables 

(Bird, 1988), effect of entrepreneurial family (Scherer et al., 1989) and environmental factor 

(Chandler and Hanks, 1994). 

 

On the other hand, the entrepreneur is not just characterized by a set of internal and external 

variables, but also by activities he/she performs while creating a new organization (Gartner, 1988). 

There was some research performed concerning the initial processes of start-up development: the 

perception and prioritization of the opportunities. Bhave (1994) and Sarasvathy (2001) elaborated 

more or less similar classifications of these processes. The first type is when individual has a goal to 

create a venture and is actively looking for opportunities and the second one is when there is no 
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particular search for opportunities, but the person has an idea of solving an appearing problem and 

can implement it after. The “Austrian approach” on the other hand suggests that, sometimes people 

don’t search for opportunities, but because they have an access to particular information, it can 

allow them to spot opportunities others cannot see. 

 

There is not a lot of further research about the processes imply in the entrepreneurial activity after 

the venture is created. But there are, for sure, a lot of changes on the way. The attitudes towards 

change have been extensively discussed in previous studies with a trend towards a more person-

focus research approach. However, the focal point is put on managers of well-established firms and 

not starting businessmen. 

 

Literature about successful change implementation in organization discuss factors having an 

influence on it: high need for achievement and the quality of transmitted information about the 

change (Miller, 1994), an effective company’s structure (Dooley, 1998; Cunningham et al, 2002), 

possession of new technologies, tools and techniques (Clegg and Walsh 2004). The researches tend 

to consider the mechanism of change in organization as global and don’t take into consideration the 

people and attitude’s aspect. “However any organizational changes can be successful only when 

they are combined with changes in the psychology of people working there” (Schneider et al., 1996, 

p. 7). 

 

Judge et al. (1999) found that such traits as locus of control, self-efficacy, self-esteem, positive 

affectivity, openness to experience, tolerance for ambiguity and risk aversion influence on personal 

response to organizational change. Similarities with some psychological characteristics that, as 

mentioned before, should provoke entrepreneurial intentions can be seen. The resistance to change 

can be overcome by using strategies of education, communication, involvement, support, 

negotiation, explicit and implicit coercion (Kotter and Schlesinger, 2008). This should be initiated 

from the side of organizational leaders and top-managers as they play a major role in the company 

transformations (Hambrick and Mason, 1994; Wiersema and Bantel 1992; Bommer et al, 2005). 

 

Although different research approaches different aspects of the change, most of the articles examine 

one or two aspects (Clegg and Walsh, 2004; Cunningham et al., 2002; Judge et al., 1999; Romanelli 

and Tushman, 1994) often without considering the influence of other variables. So more complex 

models concerning resistance to change which show the relations that exist between the different 

variables (individual or environmental) and different types of resistance (Oreg, 2006) were 

developed. George and Jones (2001, p. 419) developed a “framework that unites cognitive and 
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affective components of individual sense-making and interpretation, developing a process model 

that systematically analyses the psychology of the individual change process, and, in particular, the 

sources of resistance to change or inertia”. 

 

1.2 Research goal 

 

Change is an important variable that follows the entrepreneur all the way through the development 

of his/her venture. However, it is widely explored only in large organizations and was not 

previously incorporated in the explanation of the entrepreneurial processes. In addition, the 

entrepreneurial processes and behavior were only studied during the initial stages of the start-up 

creation without research in later phases. So the purpose of this research is to explore the 

entrepreneurial behavior and attitudes towards change throughout the whole development of the 

start-up project. 

 

1.3 Research question 

 

Considering the research background and purpose, the main research question is the following:   

How do entrepreneurs react when confronted to the different changes that occur during the start-up 

development project? 

 

1.4 Chapter Disposition 

 

Chapter 1-Introduction 

This chapter introduces the subject of the thesis and presents the goals and objectives of the current 

research.  

Chapter 2- Theoretical Methodology 

In this chapter, the authors describe their reasons, interests and motivation in using a particular 

methodology for the conduction of the present study. 

Chapter 3-Literature Review 

This chapter is devoted to the theoretical framework on which the current study is based.  It consists 

of three sections. First, the traits and characteristics of the entrepreneur are discussed and a 

description of his/her behavior is performed, setting the foundation of the research. Secondly, as an 

entrepreneur is dealing with constant change, especially at the beginning of the project, the 

literature about attitudes towards change is reviewed. Thirdly, the literature about the impact of the 
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climate within the organization on peoples’ attitudes is described, providing insight into the external 

influences that can have an effect on the entrepreneur’s way of behaving.  

Chapter 4- Practical Methodology 

This chapter describes the data collection process, semi-structured interviews with entrepreneurs, 

and the data analysis, conducted using a grounded theory approach. 

Chapter 5-Empirical Findings 

This chapter presents the empirical findings obtained from the conducted interviews with 

entrepreneurs from Cyprus, India, Sweden, UK and Mexico. In the end of the chapter, the model of 

the entrepreneurial attitude towards change is developed. 

Chapter 6- Discussion and Analysis 

In this chapter, the empirical data obtained and the elements of the developed model are analyzed, 

in relation with the theoretical framework. 

Chapter 7-Conclusion 

This chapter provides the main conclusions, theoretical and practical implications together with the 

research limitations. At the end, the recommendations for future research are given. 
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2. Theoretical Methodology2. Theoretical Methodology2. Theoretical Methodology2. Theoretical Methodology    

 

In this chapter the authors describe their reasons, interests and motivation in using a particular 

methodology for the conduction of the present study. 

 

2.1 Preconceptions 

 

Every person looks at a problem or situation through the system of acquired preconceptions. “Any 

view is a view from some perspective, and therefore is shaped by the location (social and 

theoretical) and lens of the observer” (Maxwell, 2005, p. 39).  On the one hand any observer’s 

subjectivity is considered to introduce some degree of bias and present a threat to research 

reliability (Saunders et al. 2003), on the other hand isolation of study from researcher’s life deprives 

it of major source of research insights, hypothesis and validity checks (Maxwell, 2005). So, 

preconceptions can actuate and improve research but also can make investigators stretch and exceed 

the limits of an appropriate behavior. Therefore recognition of preconceptions and biases in the 

research process is very important for maintaining scientific excellence and readers’ trust (IOM, 

2002). 

 

The preconceptions of the authors of this master thesis are mostly based on their previous studies 

and explored literature. Following the Strategic Project Management course in the Umea School of 

Business we became interested in different aspects of project management, but we also both possess 

the desire to launch our own business in the nearest future and therefore we are both deeply 

concerned about entrepreneurship studies and start-up development. However in the following 

research we will try to avoid overlapping of our personal goals with our practical and research 

goals. Considering our previous studies Melchior has a bachelor degree in Civil Engineering and 

has empirical thinking; Ekaterina studied Organizational Management before and has a more 

dialectical mind, therefore there is a possibility that we will approach any research problem in 

different ways. 

 

2.2 Epistemological Considerations 

 

Methods of social research are closely connected to different views of how reality should be studied 

(Bryman, 2008). Epistemological positions such as positivism and interpretivism are polar 

opposites about the way in which knowledge is elaborated and understood as being acceptable 

(Saunders et. al, 2003). Positivists take a position that advocates application of natural science 
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methods to social sciences and use quantitative techniques in order to test theories and provide 

materials for the development of laws. Interpretivists, on the other hand, try to capture the 

subjective meaning of social action and usually apply qualitative methods to explore details of 

individuals’ opinions and might generate theory on this basis (Bryman, 2008). 

 

Nowadays in business and management studies researchers use both quantitative and qualitative 

research. Quantitative and qualitative methods can also be effectively combined in the same 

research project, though most observers emphasize one form or another, for example using 

qualitative data to explain or interpret quantitatively received results or using quantitative data for 

partly validating qualitative analysis (Strauss and Corbin, 1990). But in general social sciences 

research is still dominated by traditional positivist approach which emphasizes data quantification 

(Cassel et al., 2006; Goulding, 2002; Maxwell, 2005). The main risk of it is that researcher can lose 

the sight of the original aim of the investigation and end up with rigorous but uninteresting 

conclusions (Maxwell2005). 

 

Interpretivist researchers criticize positivist approaches by emphasizing the fact that business 

situations are complex and unique in nature and therefore their rich insights might be lost if this 

complexity is reduced to law-like generalizations (Saunders et al., 2003). There is also some 

evidence that managers rely more on the results obtained from qualitative research than on the 

findings of large-scale quantitative surveys, mainly because they consider qualitative data as more 

vivid. On the other hand interpretive research methods are more prone to criticism because they 

“…support variations of a relativistic ontology of multiple, individually constructed but socially and 

culturally constrained, realities” (Goulding, 2002, p. 17). Furthermore Fillis (2006, p. 200) observes 

that despite the increasing number of qualitative methods applied to management research, in 

response to the failure of quantitative techniques to address new theory development, the qualitative 

approaches used for entrepreneurship and marketing studies “are often narrow in nature and fail to 

consider more creative (but not necessarily less rigorous) ways of data collection and analysis”. 

 

However, the discussion on what position is better to use can be endless, and it is more important to 

recognize that both approaches have their strengths and weaknesses, as well as their place in the 

research process, whether used alone or as a complementary tool for generating valid and valuable 

knowledge (Goulding, 2002). Therefore it is necessary to identify which specific type of research 

and method are appropriate for the study of a particular topic. 
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2.3 Research Strategy 

 

Kyrö and Kansikas (2005) examined 337 research articles about entrepreneurs and entrepreneurship 

published in leading entrepreneurship magazines and found out that only 11 percent of them used 

qualitative methods. The qualitative research methods used were mostly: ethnography, discourse 

analysis, case study, historical and narrative methods. Bygrave (1989, p. 20)  argues that 

“entrepreneurship as an emerging paradigm, in the pre-theory stage needs more inductive methods 

based on empirical observations, than on deductive reasoning with statistical analysis”. So in 

deductive approach the theory and hypotheses are developed and research strategy is designed to 

test these hypotheses while in inductive approach the data is collected and then theory is developed 

on the results of the data analysis (Saunders et al., 2003). Davidsson (2001) emphasizes the 

necessity for both deductive and inductive methods. Taking into consideration that inductive 

methods are underrepresented in entrepreneurship studies, there is a reason to bridge this gap. 

Furthermore, when considering studies on attitude towards change, Bryant (2006) argues that 

qualitative approaches to data collection and analysis can give the flexibility needed to gain a deep 

and detailed understanding of individual employee experiences of organizational change and the 

relationships and contexts in which these occur. 

 

Current research tends to be aimed towards the study of entrepreneurial attitudes towards change 

and is focused mostly on the understanding of human behavior of a particular social group. This 

particular study is interested in perceptions and beliefs of entrepreneurs during their venture 

development, therefore the authors chose a qualitative approach as most appropriate as it would 

give us better and richer understanding of details of entrepreneurial phenomena from the view of 

entrepreneurs themselves. 

 

Saunders et al. (2003) divides studies into three basic categories exploratory, descriptive and 

explanatory (See Table 1). 

Classification Goal 

Exploratory Find out what is happening, seek new insights, ask questions and 

assess phenomena in new light 

Descriptive Portray an accurate profile of persons, events or situations 

Explanatory Establish causal relationships between variables 

 

Table 1: Classification of studies 
Source: Saunders et al. (2003, p. 96-97) 
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In our thesis we try to explain a particular phenomenon in entrepreneurship and may even find 

some relationships between different variables. As the study is mostly explanatory in character, the 

chosen option in this case is to use semi-structured interviews as the main method for collecting 

data because some broad, pre-prepared questions will guide respondents throughout the proposed 

topic but at the same time will allow them enough scope to explore their values, beliefs and 

emotions concerning particular situations. 

  

In order to find a pattern in the sample of responses we will use a grounded theory approach to 

inform the research design and as the data analysis method. “This methodology is usually used to 

generate theory where little is already known about a subject or to provide a fresh slant on existing 

knowledge” (Goulding, 1998, p. 2).  Data collection here begins without the formation of initial 

theoretical framework. Theory is evolved from data generated by a series of 

observations/interviews. Then some patterns are developed from these data and tested in further 

observations/interviews which may or may not lend support to the predictions (Saunders et al., 

2003). Therefore grounded theory can be considered as both inductive (producing hypothesizes 

based on data received) and deductive (examining those hypothesizes) (Bryman, 2008). Grounded 

theory is quite popular in management research for three reasons: “it helps to elaborate new theory 

or fresh insights into old theory; it produces a theory of direct interest and relevance for 

practitioners; and can unveil micro-management processes in complex and unfolding situations” 

(Jones and Noble, 2007, p. 84).  Grounded theory was first developed as a concept by Glaser and 

Strauss and first presented in their book “The discovery of grounded theory: strategies for 

qualitative research” (Glaser and Strauss, 1967). Their aim was to bridge the gap between 

theoretically “uninformed” empirical research and empirically “uninformed” theory, by grounding 

theory in data (Charmaz, 1983). However, after their initial work, Glaser and Strauss took different 

paths in their conception of the theory. In brief, as indicated by Bryman (2008, p. 541), “Glaser felt 

that the approach to grounded theory that Strauss was promoting had been too prescriptive and 

emphasized too much the development of concepts rather than of theories”. For more information 

about the differences between the two schools, refer to Jones and Noble (2007). For this research, 

the Straussian approach has been preferred for the following two reasons:  the first one is purely 

practical as in the book of Strauss and Corbin (1990), essential guidelines and techniques are 

described very thoroughly but at the same time their first aim was rather to give a general overview 

of the techniques, leaving the flexibility and creativity part to the researcher. The second reason is 

more rational. Strauss has received more support within the research population (Bryman, 2008; 

Jones and Noble, 2007) and his school of thought tends to be the one that is related with today’s 

grounded theory method. 
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2.4 Criticism of secondary sources 

 

In the theoretical framework it is necessary to develop detailed and justified analysis and 

commentary on the values and errors of the main literature within the area chosen (Saunders al. 

2003). Key secondary sources for this thesis are those represented by articles from journals on 

entrepreneurship, psychology and general management. They were mainly derived from databases 

provided by Umea University Library, such as Business Source Premier, Emerald, SAGE, 

ScienceDirect and Wiley InterScience. Textbooks were less used as they usually contain 

compressed information from different sources and in this case could not provide necessary depth 

and details of the area studied. 

 

Articles devoted to entrepreneurial attitude can be divided in two groups: some of them analyze 

existing literature, find gaps and give various hypothesizes for further testing or recommendations 

for future research. The others developed hypotheses and tested them empirically, in major cases 

using questionnaires as research methodology. In order to explore traits that provoke 

entrepreneurial activity, several authors surveyed current students, who were taking courses on 

entrepreneurship, but are not entrepreneurs themselves. We consider it a bit odd to study 

entrepreneurial phenomena on the people which are not entrepreneurs yet and maybe would never 

become ones. According to Shook et al. (2003), entrepreneurs are clearly the most knowledgeable 

sources of information about their own venture creation intentions and activities; student samples 

are insufficient and inappropriate proxies.  In addition, in spite of the fact that most of the articles 

refer to entrepreneurial psychological characteristics and behavior, the number of papers that used 

such qualitative methods as semi-structured/unstructured interviews, observations etc. is very small. 

It is more common in the research literature to find the use of questionnaires and statistics, from 

which the data are used to make some common generalizations or to put human behaviors in some 

kind of framework. However, business founders seem to be as heterogeneous as any other group of 

people and it’s not possible to ‘profile’ a typical entrepreneur (Davidsson, 2008, p. 73). 

 

Concerning the literature about attitudes towards change, a similar critique can be applied. The 

authors of this thesis strongly believe that the major obstacle to empirical, quantitative research in 

social sciences is taking into consideration and maintaining control over the numerous variables that 

have an impact on the results of the research. Indeed, as most of the authors perform statistical 

analyses on large surveys, they tend to generalize their findings and overlook the effect of other 

variables, such as the contextual ones. Nevertheless, as it can be seen in the second section of the 

theoretical background, there seems to be a trend to incorporate as many variables as possible in the 
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latest models developed by researchers.  In the last part of the theoretical background, articles about 

the relation between the organizational climate and the attitudes have been analyzed. While general 

patterns have been found, once again, the influence of some variables such as organizational culture 

has been, from our viewpoint, neglected. Another issue is that, by using questionnaires, the authors 

couldn’t have access to a full detailed explanation of the relation between the climate and the 

attitude that could improve the deepness of their research.  

 

In summary this study about entrepreneurial attitudes towards change is approached from an 

interpretivist view and therefore uses a qualitative approach of data collection and analysis. As the 

research carries an explanatory character, semi-structured interviews were chosen for data 

collection. In order to develop a new pattern in an already existing knowledge base of 

entrepreneurship, the grounded theory was chosen as the data analysis method. 
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3. Theoretical Background3. Theoretical Background3. Theoretical Background3. Theoretical Background    

    

This chapter is devoted to the theoretical framework on which the current study is based.  It 

consists of three sections. First, the traits and characteristics of the entrepreneur are discussed and 

a description of his/her behavior is performed, setting the foundation of the research. Secondly, as 

an entrepreneur is dealing with constant change, especially at the beginning of the project, the 

literature about attitudes towards change is reviewed. Thirdly, the literature about the impact of the 

climate within the organization on peoples’ attitudes is described, providing insight into the 

external influences that can have an effect on the entrepreneur’s way of behaving.  

    

3.1 Entrepreneurial attitude 

 

According to Shook et al. (2003), entrepreneurship is considered to be quite a mature discipline. 

However its main actor “the entrepreneur” still remains a mysterious figure. The literature on 

entrepreneurial attitude tries to figure out what traits and skills causes an individual to create an 

organization, how he/she differs from regular people and corporate managers, what activities he/she 

undertakes and how he/she behaves in a given environment. 

 

3.1.1 Trait aspect 

 

Considering the economical importance of entrepreneurs, a lot of research has explored those 

personal characteristics and psychological traits that allow entrepreneurs to recognize and create 

new opportunities and convert their ideas into new business ventures (Baron, 1998). It has been 

suggested that a cognitive perspective can explain key aspects of the entrepreneurial processes. The 

cognitive view considers the fact that everything a person thinks, says or does is affected by mental 

processes-cognitive mechanisms through which people receive, store, transform and use 

information (Baron, 2004). 

 

Simon et al. (1999) state that high-risk propensity is one of the major features that causes 

entrepreneurs to start ventures despite the high risks involved and they explore how three cognitive 

biases derived from previous research (such as overconfidence, illusion of control and belief in law 

of small numbers) can lower risk perception. The study found that illusion of control and belief in 

law of small numbers decrease the perception of a venture’s riskiness, while overconfidence does 

not have a considerable effect on it. However their later research showed that overconfidence was 

more associated with introducing products which were more innovative than incremental (Simon 
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and Houghton, 2003). Fitzsimmons and Douglas (2005) also found out that overconfidence 

significantly influences the intention to behave entrepreneurially. Entrepreneurs also tend to make 

unreasonably “rosy” forecasts about future business results because they focus on the particular 

current situation and in most cases don’t take into consideration the previous related results that 

might affect their judgment (Kahneman and Lovallo, 1994).  

 

Baron (1998) suggests that entrepreneurs often work in situations and under conditions that would 

be expected to maximize the impact of their cognitive biases. In particular, when developing their 

business, they find themselves in situations that tend to overload their information-processing 

capacity (as the human brain is not unlimited) and which are characterized by high levels of 

uncertainty, novelty, emotion and time pressure. He describes how particular cognitive mechanisms 

can impact entrepreneurial thinking (see Table 2). 

 

 

Counterfactual thinking 

(the effect of imaging what might have 

been) 

Entrepreneurs are more likely to have “if only…” 

thoughts than others and do experience regrets over 

missed opportunities more often than other people. 

This is the reason why they are more likely than others 

to search for, identify and act upon perceived 

opportunities 

Affect infusion 

(the influence of the current affective 

states on decisions and judgments) 

Entrepreneurs engage in careful, effortful thought 

more often than do other people. 

Entrepreneurs typically experience stronger emotions 

at work than do other people. 

Together these tendencies make them more 

susceptible to affect infusion. 

Attributional styles  

(tendencies by individuals to attribute 

various outcomes to either internal or 

external causes) 

Entrepreneurs may be more prone to the self-serving 

bias than are other people. 

Successful entrepreneurs are less susceptible to the 

self-serving bias than are unsuccessful entrepreneurs. 

 

Planning fallacy 

(strong tendencies to underestimate the 

amount of time needed) 

Entrepreneurs are more prone to the planning fallacy 

than are other people: this contributes to their 

tendency to make overly optimistic predictions about 

future outcomes. 
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Escalation of commitment: self-

justification 

(tendency to justify previous decisions 

even if they result in negative 

outcomes) 

Entrepreneurs are more susceptible to escalation of 

commitment effects and tendencies towards self-

justification than are other people. 

 

Table 2: Overview of cognitive mechanisms potentially relevant to entrepreneurship 

Source: Baron (1998, p. 289) 

 

Other authors have tried to identify which psychological characteristics distinguish entrepreneurs 

from small business owners and managers. Studies found that entrepreneurs are more likely to be 

high risk oriented (Begley and Boyd, 1986), their decision making is more likely to be perceptive 

and flexible rather than logical, methodical  (Hoy and Carland, 1983) and rational (Smith et al., 

1988), compared to managers. They also tend to have a higher preference for innovation (Swayne 

and Tucker, 1973; Stewart et al., 1998). 

 

However, Buttner and Gryskiewicz (1993) disagree that all entrepreneurs are innovators. They used 

the Kirton Adaption-Innovation (KAI) theory in order to look at how entrepreneurs use different 

problem-solving styles: innovative or adaptive (Appendix 1) and found that more adaptive 

entrepreneurs are likely to continue to operate their business over a long period, while more 

innovative entrepreneurs are likely to sell or spin off the business as administrative issues start to 

take precedence. They also highlight that entrepreneurs tend to stick to activities according to their 

problem-solving style: adaptive ones spend more time on administrative work than their innovative 

colleagues.  

 

Mathews (2008) unifies the particular mix of traits of an entrepreneur explored by other researchers 

in an ‘entrepreneurial syndrome’ (see Figure 1). 
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Figure 1: The nature of Entrepreneurial 

Syndrome 

Source: Mathews (2008, p. 22) 

 

 

In another  research paper, based on Baum et al. (2001), Baum and Lock (2004) take a more global 

approach of the entrepreneur, observing the link between some of the traits and skills (passion, 

tenacity and new resource skills), motivation (communicated vision, self-efficacy, and goals), and 

the growth of the venture. 

 

Following a similar reasoning, Davidsson (1995) emphasizes the importance of understanding that 

psychological characteristics are neither necessary nor sufficient suppositions for an entrepreneurial 

career choice. Neither are they just natural qualities that are completely isolated from personal 

background influences on entrepreneurial intentions. Therefore, Davidsson (1995) developed the 

following economic-psychological model that explains determinants of entrepreneurial intentions 

(see Figure 2). 
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Figure 2: Economic-psychological model of determinants of entrepreneurial intentions 

Source: Daviddson (1995, p. 5) 

 

This model quite neatly describes the influence of different factors on the desire and ability to 

launch new ventures, however it is more concentrated on potential entrepreneurs as individuals and 

doesn’t take into consideration previous Bird’s (1988) framework that includes contextual factors of 

entrepreneurship as social, political and economic variables such as displacement, changes in 

markets and government deregulation (Bird, 1988). Scott and Twomey (1988) as well as Scherer et 

al. (1989) and Krueger (1993) have also made an attempt to describe the intentions of the 

entrepreneur. While Scherer et al. (1989) have put more emphasize on the effect of having 

entrepreneurial parents, the other two don’t neglect the importance of work experience in the 

decision to start an entrepreneurial activity. The entrepreneurial drive has also been the object of 

various researches in an attempt to embrace the different traits and intentions of the entrepreneur 

(Brodzinski et al., 1990 and Dungan et al., 1990). An article by Carland and Carland (2001) takes a 

more global view, with an attempt to define the entrepreneur’s traits and behavior throughout the 

entire process of the venture creation. Finally, although the role of the environment has been 

ignored by most of the researchers, Chandler and Hanks (1994) incorporate it into their model, 

along with the founder competences as the origin of the firm performances.  
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3.1.2 Behavioral aspect 

 

In the entrepreneurship research about the behavioral aspect, entrepreneurial behavior is looked at 

as a set of activities involved in the creation of organization, while, in the trait aspect, as described 

in the first part, an entrepreneur is viewed as a set of psychological traits and characteristics. 

Gartner (1988) argues that entrepreneurship is a process of organization creation. Therefore, from a 

process viewpoint, the entrepreneur takes on different roles at each stage: innovator, manager, small 

business owner, division vice-president, etc. and should be identified by a set of behaviors which 

link him/her to organization creation. Though Gartner et al. (1994), fifteen years ago, proposed that 

researchers should explore entrepreneurs in the process of creating organizations and activities 

should be systematized and classified, not much research has been done on this aspect and 

academics continue to pursue the trait approach, creating new cognitive models and systems. Shook 

et al. (2003) and Baron (2007) analyzed the literature and gave some recommendations for future 

research about three essential entrepreneurial activities during early phases of start-up creation: (1) 

generating ideas for new products or services, (2) recognizing business opportunities relevant to 

these ideas, (3) acquiring resources necessary for developing these ideas through the launch of a 

new venture, however they didn’t proceed into further stages of enterprise development.  

  

Some models for ideas generation and opportunities recognition are still being reported throughout 

literature. Exploring twenty-seven start-up processes, Bhave (1994) tried to classify them into two 

types. First type “externally stimulated” which starts with desire to start business, so entrepreneur 

actively looks for opportunities, then prioritizes the available alternatives, filtrates them, chooses 

one and implements it. Second is “internally stimulated” and usually more common one. Here the 

person has no particular intention to start business, but maybe experiences some problem related to 

work, studies or hobby activity. If he/she has an idea of solution and finds out that this can be 

helpful to other people, it is possible that individual identifies it as business opportunity and if 

possesses desire and ability can after implement it. However, it can debated that the last process has 

questionable entrepreneurial commitment from the individual and considers only one business 

opportunity, rather than choosing the best from several (Davidsson, 2008). 

 

Sarasvathy (2001) proposed another model about ideas generation and opportunities recognition, 

divided in two types of processes. The first type is a causation process, which takes the specific 

effect/goal as given and concentrates on selecting the best measures to achieve it. Alternatively the 

effectuation process takes existing means and focuses on selection between possible effects that can 

be achieved with them. The effectuation model is helpful in describing entrepreneurs’ activities, but 
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doesn’t reveal whether those activities are correct, though it has been developed on the example of 

very successful ventures (Davidsson, 2008). 

 

Another approach, which has become known as the Austrian approach, suggests that markets 

consist of people who hold different information. Even if they are not particularly searching the 

opportunities, the possession of this unique information may permit some individuals to see specific 

opportunities others cannot spot. This model explains why an entrepreneurial phenomenon is not 

solely a function of differences in human abilities or willingness to take action. (Kirzner, 1997). 

 

Social capital and network are other sources for particular ideas, which not only help to find new 

business opportunities but help to simplify the process of acquiring resources for their development 

(Ozgen and Baron, 2007). Even more, in this respect, entrepreneurs utilize information provided not 

only by personal contacts (informal social networks), but also information gained in professional 

forums (conventions, meetings), and from mentors—more experienced individuals who share their 

knowledge and wisdom with them (Baron, 2007).  

 

Byers et al. (1997, p. 3) also emphasize that entrepreneurship is more a social than an individual 

activity: “Building a company entails hiring, organizing, and inspiring a collection of people who 

typically need to get start-up funds from others, to buy things from other people, and ultimately, 

flourish or fail together as a result of the ability to sell things to yet another group of people”. 

Following Aldrich’s (1986) view that entrepreneurship is implanted in social environmental 

context, the authors don’t ignore the fact that personal characteristics and skills are not necessarily 

linked with the success of the start-up, but emphasize the fact that entrepreneurial actions and 

behavior are highly dependent on the relationship with social networks. There is no reason to give 

all the credits to social network and social capital but comprehending the behavioral and cognitive 

bases of these variables can be useful in terms of enhancing the breadth and accuracy of present 

models of the entrepreneurial process (Baron, 2007). 

 

Establishing a new venture is one thing, making it run in the long-term and be profitable is another. 

How does the entrepreneur behave while his/her venture goes through development and maturity 

phase? When the start-up will become successful, a growth opportunity will arise. Unexpectedly a 

lot of entrepreneurs are not interested in growth and therefore the venture cannot realize its full 

potential (Gundry and Welsch, 2001; Scott and Rosa, 1996). Wiklund et al. (2003) analyzed the 

interrelation between expected consequences of growth and the general attitude toward growth by 

observing small firms from specific manufacturing, service and retail industries over a ten-year 
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period. The main result of this research was that financial gain is not a factor which motivates 

entrepreneurs towards expansion. This finding contradicts the idea that profit is the primary need of 

managers. Surprisingly enough, other important determinant of the attitude towards growth was the 

positive effect of it on employee well-being, though it’s not clear if managers considered 

themselves as employees or not (Wiklund et al., 2003). Non-economical factors such as beliefs 

concerning the effect of growth on the managers’ ability to keep full control over the operations of 

the firm, the organization’s degree of independence towards external stakeholders, and its ability to 

survive crises were proved also to be relevant Wiklund et al. (2003).  

 

Wasserman (2008) describes the case of the “founder’s dilemma” which usually occurs when a 

start-up enterprise begins to require more and more financial resources in order to fully capitalize 

available opportunities. As there is a need to attract external funds, the new venture has to go 

public. What usually happens is that investors bring more experienced management and often 

appoint new CEO that takes control over major decisions from the actual founder. Here the 

entrepreneur has to choose between becoming “rich”: obtaining a significant amount of shares of 

his company and letting other people develop the company and bring generous dividends, or 

remaining the “king”: staying the CEO of the venture but often loosing the chance to build a more 

valuable company. One choice is not better than the other, the entrepreneur’s behavior depends on 

how his/her decision fits with the reason of starting the company. 
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3.2 Attitude towards change 

 

Organizations have always been confronted with change. Particularly in today’s challenging 

business environment, change has increasingly become a necessity for most companies, in order to 

maintain their edge over competition. How to deal with it has therefore been a concern for several 

authors. In this part of the literature review, an attempt has been made to summarize the main 

research development of attitude towards change throughout the literature. 

 

3.2.1 Change from a macro-level viewpoint  

 

To effectively cope with change, the entire organization has to adapt and realign with the new 

strategy. Thus, several authors have studied the process of change from a macro-level perspective. 

Van de Ven and Poole (1995) define four different theories of change emergence in social or 

biological entities (life cycle, evolution, dialectics and teleology) and how those interact, aiming at 

explaining the processes of development and change in organizations. Although interesting, this 

attempt to unify the change theory is quite hypothetical. On the other side, Beer and Nohria (2000) 

exclusively base their findings on practical examples. They argue that the solution to successful 

implementation of change is to tackle its six dimensions (goals, leadership, focus, process, reward 

systems and the use of consultants) taking into consideration the organizational capabilities along 

with the economic value of the firm.  

 

Most of the research on the subject has been empirically conducted, aiming at determining factors 

that have an impact on the management of changes. According to Miller et al. (1994), the high need 

for achievement and the quality of the information transmitted about the change are factors that 

enhance the success of the organizational transformation. However, small changes in strategies, 

structures, and power distributions don’t have a significant impact (Romanelli and Tushman, 1994). 

As Clegg and Walsh (2004) demonstrated, the management of change is focused on new 

technologies, techniques, and tools. A number of other researchers (including Dooley, 1998; 

Cunningham et al, 2002) have exclusively concentrated on the company structure levels in their 

articles, leaving aside the people aspect. Indeed, even though the approaches are different 

(explanation of the change process and components, implementation of change, and factors that 

increase or decrease the success of the procedure), all the research mentioned above have 

considered the change mechanism as global, neglecting the influence on employees and their 

attitudes. 
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3.2.2 Change from a micro-level viewpoint 

 

“Organizations as we know them are the people in them; if the people do not change, there is no 

organizational change. Changes in hierarchy, technology, communication networks and so forth are 

effective only to the degree that these structural variations are associated with changes in the 

psychology of employees” (Schneider et al., 1996, p. 7). The importance of the management of 

people as well as their approach and concern towards the change operation, as explained above, has 

therefore been emphasized and examined by various authors.  

 

Focusing on managers from various levels of 6 different organizations, Judge et al. (1999) found 

out that 7 dispositional traits (locus of control, generalized self-efficacy, self-esteem, positive 

affectivity, openness to experience, tolerance for ambiguity and risk aversion) have an influence on 

the individual responses to organizational change, taking a psychological focus in their 

investigation. Following this approach, Wanberg and Banas (2000) have studied the impact of 

individual difference variables (self-esteem, optimism and perceived control) and context-specific 

variables (information, participation, change self-efficacy, social support and personal impact) on 

the individual openness to an organizational change, through a large survey. Using a similar 

methodology but taking a step further, Vakola et al. (2003) studied the role of emotional 

intelligence along with personality variables on attitudes towards organizational change and found 

out that both factors have a significant impact. In their practically oriented research paper, Kotter 

and Schlesinger (2008) suggest four main personal reasons increasing resistance to change 

(parochial self-interest, misunderstanding and lack of trust, different assessments, and low tolerance 

for change) and propose appropriate strategies to overcome it (education and communication, 

participation and involvement, facilitation and support, negotiation and agreement, manipulation 

and co-optation, explicit and implicit coercion).  

 

Recognizing the importance of the people in the management of change, those researches 

exclusively report to the middle management or employees of the firms. Only a few authors, as 

Hambrick and Mason (1984) have tried to determine the role of the executives and leaders when it 

comes to change. In their research paper, based on a survey, Wiersema and Bantel (1992, p. 91) 

illustrate that “the firms most likely to undergo changes in corporate strategy had top management 

teams characterized by lower average age, shorter organizational tenure, higher team tenure, higher 

educational level, higher educational specialization heterogeneity, and higher academic training in 

the sciences than other teams”. The role of the leader and the use of transformational leadership 
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behavior is also emphasized by Bommer et al. (2005), providing evidence, after a longitudinal data 

collection, that certain behavior (identifying and articulating a vision, fostering the acceptance of 

group goals, high performance expectations, providing intellectual stimulation, role modeling, and 

providing individualized support) improve reactions and reduce employee cynicism about 

organizational change.  

 

Considering that the leader automatically knows how to face change, most of the literature has been 

emphasizing the attitude of employees towards change or, at most, described the leader and advised 

some best practice behaviors.  

 

3.2.3 From a single perspective to a multiple view 

 

Another divergence in the literature about attitudes towards change is the scope taken by authors in 

their papers. Indeed, although they tackle different aspects of the change, most of the articles 

mentioned above contain their examination to one aspect (Romanelli and Tushman, 1994; Judge et 

al., 1999; Cunningham et al., 2002; Clegg and Walsh, 2004) often without mentioning the possible 

side effects of other variables. Lewin (1951) was one of the first authors that recognized the need to 

take a more complete view on the subject and suggested that the individual and its environment are 

both a potential source of resistance to change. This statement is reinforced by Burnes and James 

(1995), who showed through two case studies, that the organizational climate influences the 

individual cognition which, in turn, affects the attitude towards change. In an attempt to construct a 

more detailed model of the relation between the personality, the context and the resistance to 

change, Oreg (2006) defines three types of resistance to change: the affective resistance, the 

behavioral resistance and the cognitive resistance, demonstrating the relations that exist between the 

different variables (individual or environmental) and these type of resistance.  

 

Furthermore, because change can affect people’s emotions, the emotional aspects (affective, 

cognitive and intentional) of individuals are considered by George and Jones (2001, p. 419) using 

“a framework that integrates both the cognitive and affective components of individual sense-

making and interpretation, developing a process model that systematically analyses the psychology 

of the individual change process, and, in particular, the sources of resistance to change or inertia” 

(see Figure 3). Their model has been referenced in several other articles and shows a complete path 

on how people deal with change.  
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Figure 3: A process model of individual change in organizations  

Source: George and Jones (2001, p. 423) 

 

Finally, Bouckenooghe and Devos (2007), while calling for more multi-criteria research about 

change have produced a multilevel analysis of two levels of resistance to change (emotional 

involvement and commitment to change), taking into account personality factors, context variables, 

and process variables.  

 

To conclude this part of the literature, it can be seen that although it is commonly accepted that 

researchers cannot take into consideration all the variables that have an effect on change, there is a 

tendency to incorporate as many variables as possible in order to produce models or outcomes that 

are more accurate. Indeed, as the process is complex, it is usually difficult to isolate only a few 

variables.  
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3.3 Relation between perceptions of organizational climate and attitudes 

 

After having explored the literature about attitude towards change, another area of research, which 

is important for our study, is the relation between the perception of the environment and attitudes. 

Although working in the same company, employees have different perceptions of their direct 

environment that have an impact on their decisions and behaviors. Therefore, a number of authors 

have made an attempt to understand the relationship between environment perception (the 

psychological climate) and different outcomes. The description of the principal development in this 

area is addressed below. 

 

“In relation to organizational change, the term psychological climate refers to how organizational 

environments are perceived and interpreted by their employees. Thus, it is an individual rather than 

an organizational attribute, measured in terms of perceptions that are psychologically meaningful to 

the individual rather than in terms of concrete organizational features” (James et al., 1978, p. 786). 

According to Kahn (1990), there are multiple levels of influences (individual, interpersonal, group, 

inter-group, and organizational) that shape people’s personal engagements and disengagements. 

More precisely, founding their investigation on Kahn’s work, Brown and Leigh (1996) showed, in a 

path-analytic framework that perceived psychological climate is related to job involvement, which 

in turn is related to effort. Based on James and James (1989) model, similar results were found by 

Parker et al. (2003), providing statistical evidence that perceptions of the work environment have 

significant relationship with individuals’ work attitudes, motivation, and performance ( Figure 4).  

 

Figure 4: Standardized estimates in final structural model relating psychological climate to 

work outcomes  

Source: Parker et al. (2003, p. 404) 
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Several other authors found a positive correlation between the environment perception and 

motivation or performance (McInthosh, 1995; Pritchard and Karasick, 1973; Schneider and Snyder, 

1975).  

 

However, only a few researchers considered the effect of personal influences along with the 

environment perception. In his paper, Ostroff (1993) investigated the combined effect of the climate 

and personal orientations on behavior and attitudes in organizations, observing that “work responses 

could be explained by a joint, additive function of organizational climates and personal 

orientations” (p. 75). Coralerelli et al. (1987), through a large longitudinal study, found out that 

situational variables (such as job feedback, autonomy, and job context) have more influence on job 

performance, job satisfaction and organizational commitment while personal variables (such as 

cognitive ability, socioeconomic status, and career goal) have more effect on promotability, internal 

work motivation and turnover. 

 

While several authors have been interested in the relation between the perception of the 

environment and the attitude of individuals (through empirical studies and quantitative methods), a 

limited number have been looking at the combined effect of the personal characteristics of the 

individual. However, no research concerning the link between the perception of its environment and 

the attitude of leaders has been found. This could be due to the difficulties to build an empirical 

study on very active and busy people or the difficulty to have access to their confidential decisions 

and behavior. 
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4444. . . . Practical MethodologyPractical MethodologyPractical MethodologyPractical Methodology    

    

This chapter describes the data collection process, semi-structured interviews with entrepreneurs, 

and the data analysis, conducted using a grounded theory approach. 

    

4.1 Data collection 

4.1.1 Methodology choice 

 

When it comes to data collection in qualitative research, a variety of tools are available. The most 

commonly used ones are document analysis, focus group, case study, questionnaire and interviews. 

This section aims to explain the reasons that impelled the authors to opt for the semi-structured 

interview rather than any other method to collect the data. 

 

First of all, it is important to remember that the aim of this research is to explore the attitude of the 

entrepreneur throughout the development of the start-up project. As for an explanatory study, some 

methods suit better than others. When performing a document analysis, researchers tend to rely on 

official and legal documents, as they are a more reliable source of information. However, as 

behavioral aspects are being studied, it is mostly impossible to find such documents directly related 

to the subject, making the use of such a method not appropriate. For this study there are three main 

reasons not to use focus groups either. The first one is the consideration of the time and budget 

constraints related to the gathering of entrepreneurs chosen for particular research, as they are living 

in different parts of the world. Secondly, as entrepreneurs usually have a tight schedule, therefore it 

would be challenging to set up a meeting that is convenient for everyone. Finally, as the number of 

participants is limited (see section 4.3 below), the group effect (only some participants dominating 

the conversation) needs to be avoided in order to have access to a maximum of information from 

each interviewee. The case study could be a beneficial approach, however there are also reasons not 

to use it for this research. The first one is that, again, it is a time consuming method. The second 

one is related to the researchers’ lack of experience. As both qualitative and quantitative data should 

be analyzed from different perspectives, the case study methodology is generally not recommended 

for a first research. Even though most of the authors cited in the theoretical background made use of 

questionnaires for their research, this method would not fit ours, as the subject mostly requires open 

questions. Indeed, this study uses grounded theory (see section 4.2) to interpret the data, meaning 

that the theory should be allowed to emerge from the data whereas a pre-determined questionnaire 

pre-supposes a theory or idea that is being tested. Furthermore, as already discussed in the 
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theoretical methodology section, the researchers using questionnaires in qualitative researches tend 

to overlook the influence of some variables.  

 

Nevertheless, the decision to select the interview as the method to collect data has not just been 

made because of the unsuitability of the other methods but principally because it presents a major 

advantage, its flexibility. Indeed, in order to explore a phenomenon, it is essential for the researcher 

to have the possibility to adapt to the particular situation he/she is facing. According to Bryman 

(2008), there are two forms of individual interview in qualitative research, the unstructured and 

semi-structured interview. As opposed to the unstructured interview where no question is prepared 

in advance, the researcher using a semi-structured interview has a list of questions or fairly specific 

topics to be covered, often referred to as an interview guide. “However, for both of them, the 

emphasis must be on how the interviewee frames and understands issues and events- that is, what 

the interviewee views as important in explaining and understanding events, patterns, and forms of 

behavior” (Bryman, 2008, p. 438). Although the aim of the two methods is similar, the semi-

structured interview has been preferred for the following reasons:  

 

-While not completely restricted, the research area has its boundaries defined. Therefore, the use of 

predefined questions helps to maintain the investigation within its frame.  

-As two different interviewers will perform the interviews, “in order to ensure a modicum of 

comparability of interviewing style, it is likely that semi-structured interview will be preferred” 

(Bryman, 2008, p. 439).  

-As this is the first time for the researches to perform interviews, a general framework helps to 

structure it and decreases the risk of shifting away from the main research area or passing by 

valuable information.  

 

4.1.2 Questions construction 

 

While open questions are commonly accepted for semi-structured interviews, it is important to 

ensure that they are coherent with the research and exempt of bias. While writing every question, 

the researchers ensured that they cover the area of the research while not being too specific 

(Bryman, 2008). They must stay simple and clear, so that the interviewee understands them 

perfectly. Furthermore, questions should stay neutral in their content and verbalization, that is, they 

cannot be influenced by the beliefs and thoughts of the interviewer. 
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Although the order of the questions may change during the interview, depending on the reaction of 

the interviewee, a certain logic concerning the structure of the interview has been respected and 

relates to Charmaz (2002): initial open-ended questions, intermediate questions and ending 

questions. The table containing the different questions employed as a framework for the first 

interviews is showed below.  

 

1) What influenced you to launch a start-up? 

2) How did you perceived and prioritize the available opportunities? 

3) What where the main unexpected changes that occur during the process? 

4) Did you reach a break-even point?  

If yes, at what point in the project schedule/timeframe did that occur? 

If yes, can you describe how you responded after this point?  

5) How can you describe your learning experience throughout the project?  

6) If anything, what do you think you could have done differently? 

7) How do you perceive this venture as now? 

8) Would you do it all again? 

 

Constructed around the theme of attitude towards change, the researchers gave a logical order to the 

questions, as mentioned above, in order to help the entrepreneur to recall a maximum of 

information. As is commonly done in semi-structured interviews, other questions were added 

during the interview, responding to the direction that the interview was taking. Besides, informed 

by a grounded theory approach we analyzed data sequentially and after completion and analysis of 

the first two interviews, two questions were added to the initial list as they appeared to be relevant. 

 

9) Did social networking help you to overcome changes?   

10) What are your plans to adapt to future changes? 

 

4.1.3 Interview method 

 

When arranging the appointment for the interview, a consent letter was sent to the participant. As 

mentioned by Seidman (1998, p. 87), “although this letter is not legally necessary, it is both 

ethically and methodologically desirable to seek it”. Its intent is to remind the participants the aim 

of the research, the confidentiality and anonymity policy, and the data protection procedure. In 

addition, it informs the entrepreneurs about their right to review the data, ask for portion not to be 
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used, and withdraw from the research at any time. A template of the letter used for this research can 

be found in the Appendix 2. 

 

Considering the cost and time constraints, a telephone interview was preferred to a face-to-face 

interview. Indeed, interviews were not only conducted with people living in Sweden but also in 

Cyprus, England, India and Mexico. The main inconvenience of telephone interviews, compared to 

the face-to-face interview, is that “the interviewer is not able to discern the body language of the 

interviewee such as discomfort, puzzlement, or confusion” (Bryman, 2008, p. 457). Consequently, 

this has to be taken into consideration as a limitation for current research.  

 

According to Sauders et al. (2003), the comments, tone or non-verbal behavior of the interviewer 

can create bias in the way that interviewees respond to the questions being asked. Consequently, the 

authors of the thesis have been very conscious of trying not to impose their own frames of reference 

while asking the questions and interacting with the interviewed entrepreneurs.  

 

4.2 Data analysis 

4.2.1 Methodology choice 

 

When it comes to analyze qualitative data, two main approaches are available: the deductive 

approach and the inductive one. “Operating from a deductive position, the researcher seeks to use 

existing theory to shape the approach that he/she adopts to the qualitative research process and to 

aspects of data analysis” (Saunders et al., 2003, p. 388). However, based on the wish to perform an 

explanatory study, the authors of the thesis have decided not to obstruct the development of the 

research in any direction. By setting up a starting hypothesis, the use of a deductive approach may 

have an effect on the investigation, as illustrated by Bryman (1988, p. 81):  

“The prior specification of a theory tends to be disfavored because of the possibility of introducing 

a premature closure on the issues to be investigated, as well as the possibility of the theoretical 

constructs departing excessively from the views of participants in a social setting.” 

 

Therefore, the selection of an inductive approach, using grounded theory, has been made. Recalling 

that this investigation is the first one for both researchers, this choice has been determined by the 

following. Along with the fact that it is particularly suitable for explanatory research, compared to 

other methods used to analyze qualitative data in an inductive way (data display and analysis, 

template analysis, analytic induction and narrative analysis), grounded theory presents the 
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advantage of being structured and systematic, with set procedures to follow at each stage of the 

analysis (Saunders et al., 2003).  

 

Grounded theory is defined by Strauss and Corbin (1998, p. 12) as ‘theory deriving from data 

systematically gathered and analyzed through the research process’. Note that even if grounded 

theory uses an inductive approach at first, whole process requires a combination of induction and 

deduction. This method is clearly explained by Strauss and Corbin (1990, p. 111): 

“As you have probably noticed, while coding we are constantly moving between inductive and 

deductive thinking. That is, we deductively propose statements of relationships or suggest possible 

properties and their dimensions when working with data, then actually attempt to verify what we 

have deduced against data as we compare incident with incident. There is a constant interplay 

between proposing and checking. This back and forth movement is what makes our theory 

grounded!” 

 

4.2.2 Analysis design 

 

As mentioned above, Strauss and Corbin developed their grounded theory as a set of procedures to 

follow at each step of the analysis. The central process of this analysis, as explained by Bryman 

(2008, p. 542), is called coding. “It entails the review of transcripts and notes as well as giving 

names to component parts of the data”. Most specifically, Strauss and Corbin (1990) distinguish 

three different types of coding, composing the three main steps of the formulation of the grounded 

theory: open coding, axial coding, and selective coding.  

 

“Open coding is the part of analysis that pertains specifically to the naming and categorizing of 

phenomena through close examination of data” (Strauss and Corbin, 1990, p. 62). “The basic 

analytic procedures by which it is accomplished is the asking of questions about data and the 

making of comparisons for similarities and differences between each incident, event, and other 

instances of phenomena” (Strauss and Corbin, 1990, p. 74). To assist the process, Goulding (2002) 

propose the use of memos as notes taken during the data collection which helps to re-orientate the 

researcher at a later date.  

 

After the split of the data into categories, “axial coding puts those data back together in new ways 

by making connections between a category and its subcategories. In axial coding, the focus is on 

specifying a category in terms of the conditions that give rise to it; the context in which it is 

embedded; the action/interaction strategies by which it is handled, managed, carried out; and the 
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consequences of those strategies” (Strauss and Corbin, 1990, p. 97). It is important to note that, 

even if open coding and axial coding are two different tasks, they are interrelated and the researcher 

should alternate between them.    

 

The last part of the coding process, called selective coding, is “the process of selecting the core 

category, systematically relating it to other categories, validating those relationships, and filling in 

categories that need further refinement and development” (Strauss and Corbin, 1990, p. 116). It is 

from this last step that a theory finally emerges. However, considering the time constraint of the 

investigation and the limited number of interviews that have been performed, the researchers have 

preferred to focus on producing a work of quality using the open and axial coding, leaving aside the 

selective coding. Indeed, the authors of this thesis strongly believe that it is better to recognize the 

limitations of their research rather than attempt to build a questionable theory. Furthermore, as 

suggested by Strauss and Corbin (1990, p. 115), the successful completion of the two first steps of 

the examination of the data leads to the development of reliable concepts and theme analysis.  

 

4.2.3 Analysis implementation 

 

When the interview has been transcribed, the analysis of the data can begin with the open coding. 

The first step is to provide information or unit of data with a label (Saunders et al., 2003). It is 

important to understand that those labels or categories, while referring to concrete information, are 

used to conceptualize data rather than simply summarize the available information. Thanks to 

Strauss and Corbin (1990) and their clear practical example, this method has been rapidly 

assimilated by the authors of the thesis. However, the process itself is time consuming as every 

section, sentence or word can be the subject of questioning about what it represent. Multiple parts 

of the interview can be grouped inside the same category. Yet, by defining their properties and 

dimensional range, they can be distinguished from each other. As an example, one category that has 

been defined as “learning experience” (learning from the past experiences) was found (see the 

Appendix 3 for the different categories and sub-categories that have been defined using the 

grounded theory) in all interviews but within different content, time period, frequency or duration.  

 

Following the open coding, the defined categories are linked together through the axial coding. 

“This is done by identifying what is happening and why, the environmental factors that affect this, 

how it is being managed within the context being examined, and what the outcomes are of the 

action that has been taken” (Saunders et al., 2003, p. 400). To give an example of the process, while 
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the categories “interest in the business area” and “definition of the gap in the market” have been 

defined, one entrepreneur explained: 

“… I have been working in this area for several years and really enjoyed my job. I still enjoy it by 

the way…. “ (Interview code 1) and later on: 

“… While working, I noticed that there was a need in the market and that nobody was filling it…” 

(Interview code 1). 

 

Comparing the two parts of the interview, one can easily link them together. Nevertheless, as a solid 

pattern has to be discovered, the link is nothing more than an assumption. Therefore, this 

assumption or hypothesis has to be confirmed by other data. By doing this, the researcher is always 

switching from interview reading to open coding, axial coding and hypothesis formulating before 

finally being able to construct reliable models.  

 

As a conclusion for this section, it can be said that by practicing grounded theory for the first time, 

the two researchers have been experiencing the excitement of discovering as well as the rigor and 

length of this approach.  

 

4.3 Research Sample 

 

The present study aims to explore entrepreneurs’ attitudes towards changes therefore the first 

criterion in selecting interviewees was that interviewees should have initiated their own business. 

Qualitative researchers usually work with small samples of people nested in their context and 

studied in depth - unlike quantitative researchers who aim for larger numbers of context-stripped 

cases and seek statistical significance (Miles and Huberman, 1994). Considering the time 

constraints, the authors tried to approach entrepreneurs through business incubators in Umea 

(“Uminova” and “BIC Factory”) and personal connections in other countries. “Uminova” didn’t 

respond to our requests. “BIC Factory” provided two candidates. Therefore the authors had to 

approach available entrepreneurs in countries other than Sweden in order to achieve reasonably 

satisfactory sample size of seven respondents. This introduced a level of geographical bias across 

the sample. In order to reduce ‘entrepreneurial success bias’ mentioned by Daviddson and Honig 

(2003, p. 304) the present sample includes five entrepreneurs that are currently in the process of 

quite successful own business development and two who had to sell or close their ventures due to 

particular reasons. Again because of time restrictions, we were not able to find equal numbers of 

male and female entrepreneurs.  
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In total there were seven respondents interviewed: two from Sweden, one from UK, one from 

Cyprus, two from India and one from Mexico. The average age of the entrepreneurs interviewed is 

33 years, the youngest one is 25 years and the oldest is 46 years old. Five respondents are male and 

two female. There are four solo entrepreneurs and three who started venture with partners. Only one 

respondent was involved in entrepreneurial activity before. The explored ventures are from several 

months to five years old and work in IT, communication, retail and manufacturing industries. The 

information concerning each of the interviewee is summed up in the table below as in the sample 

there are many variables that will influence the validity of the results: age, gender, locality, solo or 

partnership venture, industry.  

 

Country Age Male/Female Solo/Partner Previous 

venture 

Industry Interview 

code 

Cyprus 46 Male Solo No IT 1 

India 28 Male Solo No IT 2 

India 30 Male Partner No Manufacturing 3 

Mexico 31 Female Solo No Retail 4 

Sweden 35 Male Partner No Manufacturing 5 

Sweden 32 Female Partner No Communication 6 

UK 25 Male Solo No IT 7 

 

Table 3: The interviews sample 

Note: the interview code is used to determine the interviewee characteristics in this chapter, answers in the empirical 

findings chapter, and the categories defined in the Appendix 3. 

 

In summary, we have chosen grounded theory as our research method, using a mainly inductive 

approach to interpretation of the results. Interview questions were semi-structured, leaving the 

opportunity for the interviewees to develop their answer upon the thesis theme and allowing the 

theory to emerge freely. Considering the short timeframe, the interviewees were selected on the 

basis of their availability.  
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5. Empirical Findings5. Empirical Findings5. Empirical Findings5. Empirical Findings    

    

This chapter presents the empirical findings obtained from the conducted interviews with 

entrepreneurs from Cyprus, India, Sweden, UK and Mexico. In the end of the chapter the model of 

the entrepreneurial attitude towards change is developed. 

 

5.1 Reasons for start-up initiation 

 

The very first change faced by the entrepreneur is the decision to launch the venture. Although 

generated by the entrepreneur himself/herself, this choice has a great impact on his/her life. For 

those who were employees before, taking the risk of leaving a secure job to create a new business is 

not a simple decision. As an illustration, you can think about the number of people that once had the 

idea of becoming their own boss but stopped the process even before it had come out of their mind. 

So, why do some people decide to start on a company? What are the reasons behind this choice? 

 

Keeping in mind that the environment as well as the personal characteristics have a vast influence 

on this decision, based on the data obtained from this study the authors found three main reasons 

leading individuals to become entrepreneurs: an interest/work experience in the business area, 

discovery of the market gap and a strong desire to create. 

 

5.1.1 Interest/work experience in the business area 

 

It appears that, for all the interviewees, their interest and previous experience in the domain of their 

company’s business is strongly related to the choice of launching a business. One entrepreneur 

commented: 

 

“Without the job experience, I wouldn’t have done it. I am working in the same business as before. 

Launching my own business had already been giving me enough uncertainty and I felt that my 

previous experience in this industry was giving me more assurance to do it.” (Interview code 6) 

 

It is also important to point out that, while having a direct impact on the decision to launch a start-

up, the interest and more particularly the work experience in the business area is the main source of 

the gap determination in the market. Indeed, the expertise and knowledge of the sector, as expressed 

in the interviews, is the principal advantage that permits the entrepreneur to realize the presence of 

an opportunity in the market. 
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5.1.2 Gap in the market determination 

 

As mentioned above, the determination of a gap in the market is a direct consequence of the 

interest/work experience in the business area. Besides it is also one of the main reasons that 

emerged as a cause to create a new venture. As an example, the following extract of an interviewee’ 

response when asked about the reason why he decided to start his own venture: 

 

“We wanted something with good potential and we evaluated a couple of options. This particular 

one had tremendous potential, mainly because they were only a few competitors in this place and 

the industry was not consolidated yet.” (Interview code 3) 

 

5.1.3 Desire to create 

 

While more difficult to distinguish than the first two reasons, the desire to create/develop something 

new came out as an important aspect in the decision to launch a new company. Undeniably, the 

interest/work experience and determination of the gap are not a sufficient motivation to overcome 

all the obstacles that occur during the development of a new start-up. It has to be backed up with a 

solid personal willingness, as demonstrated during the interviews: 

 

“We have always wanted to do something but we didn’t know what. As we were working in the 

same company, we discovered that we had the same interest and the same goal. It was our dream 

and we realized that we could actually do it… Right now, we are leaving our dreams and I don’t 

think any of us would want to stop.” (Interview code 6) 

 

5.2 Opportunities perception 

 

After deciding to launch its new venture, the entrepreneur will be facing uncertainty and changes. 

But how does he/she perceive the environment as now? What are his/her opinions about the future? 

The findings concerning those questions are presented below, in the market perception and future 

perception sections.  
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5.2.1 Market perception 

 

Whereas entrepreneurs are usually described as risk takers, the data collected throughout the 

interviews seem to emphasize more the rationale behind the decision to launch a start-up. This 

could be due to the fact that interviews were performed after the start of the venture. Actually, for 

most of the interviewees, a solid market research on the opportunity and its potential, based on 

facts, had been completed prior to the implementation phase. An entrepreneur from the IT industry 

revealed: 

 

“I studied the market and found out that nobody was working for the government… Secondly, as 

technology is changing rapidly and the potential competitors were relaxing, it was obvious that we 

had an advantage using the technology… Another thing was that everyone was speaking about the 

2000 computer crash and I knew that all the company will want to update their software. And 

finally, as Cyprus was going to join the European Union, it was obvious that it would generate 

needs for software and consultancy.” (Interview code 1) 

 

5.2.2 Future perception 

 

Despite the fact that the entrepreneurs study the actual market on a rational basis, it appears that 

they tend to overlook the future difficulties and draw a rosy picture at the early stages of the venture 

creation. As an example, all of those that wrote a business plan mentioned an underestimation of the 

costs of the enterprise creation. Moreover, they specifically referred to costs due to delay or 

difficulties that arise in a later stage: 

 

“We underestimated the cost of the project. In fact, when we actually started the operations, we 

were beyond the required capital by almost 40% … We thought that everything would go smooth as 

we planned but it didn’t. At every stage, at every point, we had to spend more than anticipated.” 

(Interview code 2) 

 

5.3 Reaction towards changes  

 

Following the decision to launch a start-up, entrepreneurs have to implement their plan. Since they 

are navigating in the unknown, the reality is never as forecasted and many changes occurring during 

the process forces them to take actions that were not initially planned. In this section, rather than 
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trying to determine the characteristics of an entrepreneur, the researchers aim to define their 

reaction towards unexpected changes. 

 

Once again, as all the businesses and their environments are different, categorising the responses to 

changes that affected the entrepreneurs during the start-up creation process was not simple. Indeed, 

as every situation is unique and involves numerous variables, the reactions are often complex and 

don’t only depend on the situation but on each interviewee’s personality as well. Nevertheless, after 

a careful analysis of the data, the following reactions were identified: adaptation, assistance seeking, 

determination/commitment, and persistence/passion. 

 

5.3.1 Adaptation 

 

Probably the most obvious reaction that was found out is the adaptation of the entrepreneur to the 

new situation. Where some people would react by complaining or being reluctant to change, all 

interviewee-entrepreneurs saw the change as an established fact and a situation that they would 

have to deal with. This adaptation may take various forms but has been, most of the time, defined as 

necessary and sometimes critical, emphasizing its importance by the entrepreneurs. Some responses 

were: 

 

“If you are not flexible, you won’t go far … You know where you want to go but you don’t know 

how you are going to do it and this is not because you don’t have a plan but rather because you are 

aware that, at any time, external circumstances will change the situation.” (Interview code 4) 

 

“One of my friends introduced me to MySpace US and I wanted to create a similar social 

networking website for the UK… While I had been working hard for two months on my project, 

MySpace came to UK. That was pretty big… But, you know, it’s all about evolving the idea.” 

(Interview code 7) 

 

“You have an idea and think how to reach it but six months after you are somewhere different. To 

some extend, you don’t know where you will be but it’s also exciting. When I look back, I can 

almost laugh at myself and see how different is present path and how the initial idea has evolved.” 

(Interview code 5) 
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5.3.2 Assistance seeking 

 

Surprisingly enough, assistance seeking appears to be a common response to change. When 

confronted with an unexpected situation, it appears from the interviews that entrepreneurs tend to 

communicate the problem and seek to find external assistance. Often seen as independent and self-

reliable, it became apparent, during this research, that the entrepreneur can also extensively rely on 

others to achieve his/her goals: 

 

“I was working on my project for about two months when this similar service came on the market. 

As I was not sure how to react, I decided to set up a meeting with my relatives as they were also 

confident and knew almost as much as I about this venture… It was really positive as they could 

give me more ideas on how to develop my product differently.” (Interview code 4) 

 

Another point that emerged from this research and appeared to be connected with assistance seeking 

is the importance and benefits of networking for entrepreneurs. The section 5.7 below is dedicated 

to this factor. 

 

5.3.3 Determination/Commitment 

 

Although it could be viewed as a characteristic that an entrepreneur must have at any moment, the 

attribute of determination/commitment has mostly been emphasized when major changes occurred. 

Entrepreneurs in the sample find it really important to stay committed to the achievement of their 

main goal as a motivation to face unforeseen problems. Two examples that reflect this observation 

are given below: 

 

“I applied for this business incubator but, as I really wanted to develop my idea, I already knew that 

a negative response from them wouldn’t affect my decision.” (Interview code 6) 

 

“When I was just starting my company … I had the opportunity to manage a multi-millions dollar 

government project … I decided to do both … I was working for 16 to 20 hours a day, including 

weekends, for about one year … They were a lot of difficulties but we managed to do it.” (Interview 

code 1) 
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5.3.4 Persistence/Passion 

 

The last reaction to changes that has been illustrated in this research is the attribute of 

persistence/passion. When facing difficulties, people can lose motivation and decide to stop their 

project. However, during this research, we have found that the reactions were usually opposite to 

that. The entrepreneurs in the sample showed a high degree of persistence combined with a real 

passion for what they were doing, especially in challenging situations. One entrepreneur 

commented particularly on this aspect: 

 

“We needed perseverance. At this point of time, we had to keep our heads strait, not being 

frustrated. It was not about us being good or being bad. But we had to beat the system, it was the 

biggest thing.” (Interview code 3) 

 

5.4 Change perception 

 

Surprisingly enough, the interviewees do not see changes that occur during the start-up 

development as negative. Indeed, rather than seeing the change as a threat, in many situations, 

entrepreneurs reported it as an opportunity to make the project evolve, even if it is in another 

direction than planned: 

 

“As the competition was getting tough, rather than lowering our prices and therefore considerably 

decreasing our margin, it pushed us to develop the idea and offer a different service, which had its 

success…” (Interview code 2) 

 

5.5 Learning experience 

 

In general interviewed entrepreneurs tended to emphasize greatness and intensity of continuous 

learning that they acquire during the changes that occur through venture development. Respondents 

tend to reflect a lot about the things that they could have done differently especially on the business 

initiation stage what sure will help them in the future if they decide to launch other ventures. 

 

Some of the entrepreneurs stated that they would not devote too much time for developing a 

detailed business plan and instead of attracting venture capitalist would take a bank loan; the others 

would make sure that the necessary equipment be bought much earlier in order to arrive on time. 

Successful entrepreneurs are very positive about future and talk more about past mistakes from 



 

45 

 

which they learned, while respondents that are not in business anymore underline that they still 

need to learn in order to make their next venture more successful than the previous one: 

 

“I felt that I was not prepared to do the business of my own, this was the first conclusion I drew 

after two years…if you want to be an entrepreneur you have to have some solid knowledge of the 

industry that you want to be involved in, and secondly you need to have a deep pocket to help you 

to survive….. I will not start my own business until I will be very sure what I want to do, 

understand how the system works, know what to do and what not to do.” (Interview code 3) 

 

The other interviewee, who had to sell his business, deeply emphasized the communication issues 

with customers, consultants but especially employees that he underestimated in the beginning, and 

admitted that he learned a lot about it, but still has a long way to go. 

 

 “You have to spend quite a lot of time on communication with people before project 

implementation…. as you can plan design, materials, equipment, everything, but when you come 

and explain it to people they understand half and implement one quarter of what you have told 

them, therefore constant communication is hyper important”. (Interview code 1) 

 

The general pattern about initial financial underestimation of the start-up cost can be followed in all 

conducted interviews. As most of the respondents had their venture as first-time experience, they 

usually were quite positive about the costs and break-even point dates, what also could happen 

because of the lack of financial knowledge and economical environment in general.  

 

“A wake up call was that everything was so expensive and now we have so many expenses to pay 

every month that we have not thought about before.” (Interview code 6) 

 

“The biggest mistake everybody does is underestimating the working capital… now we thought we 

needed to have somebody on professional side to manage finances properly, as none of us had a 

financial background.” (Interview code 3) 

 

Surely the most important issue is that when a person starts his/her own venture, he instantly 

becomes responsible for everything  that goes on in the firm, and not just for the particular 

professional part as in the previous regular job. Therefore knowledge starts to come from all 

possible areas and that makes entrepreneurs happy, though sometimes the learning experience can 

be quite far from positive. 
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“It’s been an enjoyable one [learning experience] but not straight forward, there have been ups and 

downs, but looking back I would do it again and again. What it had taught me made me much more 

focused, goal-driven than never before.” (Interview code 7) 

 

“The great learning experience comes from that now we are in charge of everything what we do.” 

(Interview code 6) 

 

5.6 Actions for the future 

 

Entrepreneurs in most of the cases actively described the changes occurred on the initial stages of 

their start-ups, as the ones they were not ready for. It can be explained by the possibility that 

afterwards they started to perceive even significant changes as something that happens continuously 

and try to adapt without being too emotional about them. The interviews from this research 

suggested that entrepreneurs might try to undertake particular actions at the present moment that 

would help their firm be more flexible in the future and resist negative internal and external 

changes.  

 

“I have read a lot of books on the issue of expansion and what happens when company grows more 

than twenty people, the organizational culture changes, so I am aware of it.” (Interview code 7) 

 

“It’s important to have a view on the 15 next years, know what we want do, what direction are we 

going. I see it as a life commitment; it’s not that like we want to exit in 5 years.” (Interview code 5) 

 

It has been found from the sample that the future success of the company is frequently associated 

with a united team of employees and leaders that will be able to manage venture during the changes 

happening due to expansion and growth. 

 

 “It’s all about taking right people in the company who will take care of the changes when they 

happen. So when we hire people now, we pay attention not only on the technical skills that can help 

to develop our software, but we try to get people that fit in our culture and our future plans, that will 

be able to manage larger teams as company going to expand and organizational culture going to 

change.” (Interview code 7) 
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“We have faced the situation when all young IT professionals are going to government 

organizations or banks, instead getting in companies like ours, and we have to blame ourselves, as 

we don’t give opportunity to young people, because when we hire staff we demand 2-3 years of 

experience that graduates just cannot have. In order to try to change this, last week I hired two 

people straight from university. We will see how it’s going to work. But I hope it will be useful for 

our future.” (Interview code 1) 

 

Respondents were also concerned about staying competitive in the future and not losing the success 

they posses now, therefore all present entrepreneurs reported that they try to follow continuous 

entrepreneurial process, and not just manage daily operations, but develop ideas that will permit 

them to stay in the market. 

 

“Right now we are in the very beginning so we just want to make it through, but we are already 

working on the ideas of expansion and differentiation of our business.” (Interview code 4) 

 

 “The main idea is always to be one step in front of competitors, not copy others, because then 

somebody will copy you, but instead try to invest continuously in development of new ideas and 

then you have the chance to win and stay in the market for a long time.” (Interview code 3) 

 

“I want to organize so called free after work education for IT professionals and students. The 

purpose is that when this people will work for another company that will need a software, they can 

refer us and provide us with new clients, the other thing that this will be a great employees base, 

with people already educated for our “way of thinking as a company” and this will eliminate the 

learning curve that we usually have for both experienced and inexperienced personnel that we hire.” 

(Interview code 1) 

 

5.7 Social networking 

 

Usually when answering the question about learning experience entrepreneurs emphasized the great 

importance of social networking as an indispensible resource for the venture development. Some of 

the respondents put it in the first place above all benefits they have received by launching a firm. 

 

“…the number one is networking, because in the beginning we were new to this place, we didn’t 

know people there….after one year we got to know many people, we knew how to pull strings, we 

knew how to move around the system, so it is essential to learn how to network.” (Interview code 2) 
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In one of the interviews the entrepreneur admitted that instead of wasting too much time on 

elaborating every detail of business plan, he should have just made a brief plan and spent more time 

doing presentations of his idea for more potential investors, talking to people and making 

connections in business world.  

 

Entrepreneurs that used the assistance of a business incubator emphasize that the greatest gain is to 

receive direct access to different business contacts and help from professionals in various fields. 

However, in order to be able to use the business incubator and start to receive couching and 

consulting from it, entrepreneurs had to prove their eligibility with quite thorough business plan. 

 

Entrepreneurs that establish their first venture in the similar industry as their previous “regular” job 

or are in process of creating 2nd-3rd start-up have a chance to benefit from the clients, suppliers, 

consultants that they know from their past activities. 

 

“Social networking is a marketing tool. All these people, that I was, let’s say, “serving” before 

while being an employee for another company, had a long-term trust in me and of course many of 

them became my customers afterwards.” (Interview code 1) 

 

“In this industry you had to have good distribution network, it’s a key thing for this. We tried to get 

in touch with this people, than we slowly started to use this people, to find through them 

distribution channels for our product… Once we started networking, we start to know people in 

media industry as well, which meant that we could pull strings in newspapers and PR agencies, so 

that helped us to market our product much better and reach for our customers faster and more 

efficiently.” (Interview code 3) 

 

At the same time entrepreneurs in the sample emphasize that networking is not just a spontaneous 

process but should be carefully planned and be embedded in start-up strategy from its initial stages, 

as it can highly improve and fasten venture development. 

 

“There is a need of socializing by becoming member of a lot of professional organizations. Going to 

dinners, hanging out whole night, though it can be quite tiring, but definitely if you don’t do that, 

again you are lost, you cannot be competitive enough.” (Interview code 1) 
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“It’s good to participate in different entrepreneurial contests, competitions. When I won an award of 

the Top Six Entrepreneurs in the UK this opened doors for me. I got more support from this point; 

people were just calling me and were interested in what I was doing” (Interview code 7) 

 

“Now we put a board of advisors. The purpose is to get knowledge from someone who did it before, 

and get more social network from them. That should definitely be incorporated in the strategy. You 

should plan a list of people you want to attract (potential partners, advisors etc.) and think about the 

ways of when and how to do it.” (Interview code 5) 

 

In spite of interviewing entrepreneurs from various business cultures, respondents from low context 

cultures such as Sweden and UK and respondents from such high context cultures as India, Cyprus 

and Mexico have equally emphasized the importance of personal connections in business world and 

continuous development of social networking activities. Though usually in high-context cultures 

personal relations and long-term social connections are more important than in low-context cultures 

where people give high value to independence from the group and individual achievement. 

 

5.8 Environment perception 

 

The authors are convinced that the perception of the work environment has a great impact on the 

attitudes and behaviours of any employee. Therefore, an attempt has been made to define this 

impact. It has been found in this sample that, while being linked to another attribute, attitude 

towards change, the main source of positive impact for the entrepreneurs is to be in control of their 

choices and destiny.  

 

“You know, being your own boss is a phenomenal feeling. You are the only one that takes the 

decisions and you know that they have a real impact on your future.” (Interview code 4) 

 

Moreover, almost half of the interviewees naturally referred to their venture as their “baby”. This 

strong possessing feeling certainly has a great impact on the motivation for work. One entrepreneur 

explained: 

 

“And I think that doing business is so much connected to all your life, it’s not like that you will go 

to job at nine and go back home at five. It’s your life to some extend so it’s very connected to 

yourself.” (Interview code 5) 
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More generally, the entrepreneurs were really enthusiastic when talking about their job and, in all 

the cases, at the question, “would you do it all over again?” even the out of business respondents 

answered positively. To sum up, it has been observed that the interviewees have a really positive 

perception of their working environment. Furthermore, it has been determined as the main cause of 

determination/commitment and persistence/passion when it comes to attitude towards change. An 

entrepreneur explained: 

 

“I am now in charge of everything I do. I wanted that, to run the business the way I wanted to… 

This is what I wanted to do and I will make everything to make it happen.” (Interview code 6) 

 

5.9 A model of the attitudes towards change throughout the development of the start-up 

project 

 

Finally, the links between all the findings are explained and presented in this section through a 

model (Figure 5 and 6) describing the attitude of the entrepreneur towards change throughout the 

development of the start-up project. 

 

Factors influencing the decision to launch a new venture 

The interest/work experience in the business area, the identification of the gap in the market 

together with the desire to create have an impact on the decision to launch a new venture. 

Moreover, the interest/work experience in the business area appears to have an influence on the gap 

determination. 

 

Factors influencing the launch of the venture 

After making the decision to launch a new business, two other factors appear to have an influence 

on the launch itself, the market perception and the future perception. 

 

Reactions towards change and change perception 

When a change occurs, four attitudes have been determined as a help to overcome it: adaptation, 

assistance seeking, determination/commitment, and passion/persistence. The findings also 

demonstrate that the change is perceived by the entrepreneur as an opportunity to evolve the project.  

 

Support to overcome changes during the all venture creation and development project 

It has been found that future planning, learning experience, networking and control/possession 

feeling are helping the entrepreneur at any change moment of the project.  
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Future planning helps to foresee upcoming changes. The learning experience is a permanent process 

that increases the capabilities of the entrepreneur to face changes. Networking helps to develop the 

possibilities to find external help and is directly connected to assistance seeking. Finally, the 

control/possession feeling enhance the positive view of the entrepreneur’s environment and has also 

a direct impact on the determination/commitment and the passion/persistence.  

 

 

                                                                  

 

 

Figure 5: The model of the start-up development process 

Control Possession Perception 
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CHANGE

Adaptation
Search for 

assistance

Determination/

Comittment

Passion/

Persistance

Learning experience, Social networking, Future Planning

 

 

 Figure 6: Reaction towards change in the start-up development process (close-up of the 

element “Change” from the Figure 5) 

 

This model shows the attitude of the entrepreneur throughout the development of the start-up 

project as identified during the interviews. It first describes the reasons invoked to decide to launch 

a new venture as well as the influence of the perception of the market and the future on the actual 

launch. As many changes occur during the process, the attitude towards them is described in more 

details, providing four main reactions: adaptation, search for assistance, determination/commitment, 

and passion/persistence. It has also been found that the change is perceived as an opportunity. In 

assistance to the specific reactions, the learning experience, social networking, and future planning 

actions are constantly used during all process as a help to tackle unexpected difficulties. Finally, the 

perception of the environment by the entrepreneur is explained. 
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6. Analysis and D6. Analysis and D6. Analysis and D6. Analysis and Discussioniscussioniscussioniscussion    

    

In this chapter, the empirical data obtained and the elements of the developed model are analyzed 

in relation to the theoretical framework. 

    

6.1 Reasons for start-up initiation 

6.1.1 Interest/work experience in the business area 

 

Although logical, the interest/work experience in the specific business area of the new venture 

creation has been found in this research to be a critical factor that influences the decision to launch a 

new company. Furthermore, as illustrated in the model of the section 5.9, this factor appears to have 

a direct influence on the determination of the gap in the market. The results from this study 

complement a those of a long list of authors that have extensively examined the intentions of the 

entrepreneur in the pre-decision stage and determined that work experience in a certain area has an 

impact on the decision to create a new venture (see, for example Bird (1988), Scott and Twomey 

(1988) or Scherer et al. (1989)). Furthermore, Gartner et al. (1994) argue that, while motivation is 

an important factor, the ability such as the knowledge or skills of the entrepreneurs should not be 

overlooked, as it is a crucial aspect that gives the capacity to create. Contradictory to the work 

experience, the interest has not been emphasized in the literature, as it is usually taken as granted 

(Carland and Carland, 2001). Nevertheless, as the interviewees-entrepreneurs have showed its 

importance, this aspect cannot be neglected in the present study. Finally, the link between the 

ability to find a gap in the market and the interest/work experience that has been found in this 

research to be in accord with the work of Chandler and Hanks (1994) who perceived the same 

relationship. 

 

6.1.2 Gap in the market determination 

 

According to Carland and Carland (2001, p. 6), “it is the perception of the invisible linkages 

between knowledge and experience, fuelled by creative insight, which allows an individual to 

develop a vision of a venture which does not yet exist”. Here again, the link between the 

interest/work experience and the determination of the gap is presented. Finding a new opportunity is 

obviously a compulsory step in the process of new venture creation and has been discussed in more 

details by many authors (Baron, 2007; Kirzner, 1997; Sarasvathy, 2001; Shook et al., 2003).  
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6.1.3 Desire to create 

 

The entrepreneur may have found the opportunity in the market and possess enough interest or 

work experience to find it attractive, if he/she does not have the desire to launch a new venture, this 

opportunity will stay in his/her mind.  

 

Some authors, such as Krueger (1993), make the distinction between the feasibility perception (as 

the interest/work experience and the determination of the gap) and the desirability perception (as the 

desire to create) and argue that it is the combination of the two that lead the entrepreneur to begin 

his/her project. The findings of this research complement this view. Other authors include the desire 

to create in the ‘entrepreneurial drive’, in an attempt to define the entrepreneur psyche (Brodzinki et 

al., 1990; Dungan et al., 1990). But, no matter the form or the perception of previous researches 

about the desire to create, different authors have proved its significance and the current research 

matches those findings.  

 

6.2 Opportunities perception 

6.2.1 Market perception 

 

The analysis of the interviews showed that, for most of the entrepreneurs, serious market research 

has been performed after considering the possibility to launch their own venture. Research, based 

on facts, was carried out to determine the potential of the opportunity discovered. Some 

interviewees also sought external help in order to construct their research. This result contradicts the 

findings of Simon et al. (1999) study, who concluded that high-risk propensity is one of the major 

features that causes entrepreneur to start ventures. Indeed, during the interview, the entrepreneurs 

were all aware of the risks involved and presented themselves as not being big risk takers. 

However, as they still went ahead while being aware of the risks, it is reasonable to assume that 

they were not risk-averse either. One trait that has also to be pointed out in this section is that 

entrepreneurs engage in careful, effortful thought quite often, matching Baron’s (1988) thoughts on 

the subject. Concerning the rationality used for the production of the market researches, this 

observation validates Smith et al. (1988) findings that explain the rational aspect of the 

entrepreneurs. 
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6.2.2 Future perception 

 

Despite the production of a reasonable market research, interviewees tend to admit that, at first, they 

are inclined to overlook the future and make rosy estimations and predictions. Identified as more 

likely due to a lack of experience or overconfidence, this perception has nevertheless been 

determined as one of the requirements for the beginning of the venture creation.  

 

A tendency to make optimistic forecasts has been emphasized by Kahneman and Lovallo (1994) as 

well who argue that entrepreneurs fail to notice the impact of external factors on their decisions. 

The planning fallacy (strong tendency to underestimate the time needed), as described by Baron 

(1998) was clearly noticed in this research as well since entrepreneurs not only underestimate the 

amount of money needed to launch their venture but also the amount of time. Although, as 

mentioned in the market perception section, this study does not acknowledge the high-risk 

propensity as stated by Simon et al. (1999), the effect of overconfidence, also determined by the 

formers, cannot be denied at this stage of the project. Entrepreneurs before the launch of the start-up 

have especially highlighted overconfidence. They appear to base their judgment on more factual 

data after their first wake-up call from the reality.  

 

6.3 Reaction towards changes 

 

As discussed in the theoretical background section, two distinct perspectives are taken by authors 

when analyzing the attitude towards change: the macro-level perspective, which deals with the 

reaction of the company as a whole and the micro-level perspective, which considers the human 

factor. Since the aim of this research is to “explore the attitude of the entrepreneur towards change 

during the start-up development project”, the focus has been made on the micro-level perspective 

and more particularly on reactions and consequences. The four principal findings that have emerged 

from the analysis of the data (adaptation, assistance seeking, determination/commitment, and 

persistence/passion) are discussed below. 

 

6.3.1 Adaptation 

 

More than simply corroborating Schneider et al. (1996) concerning the critical importance of people 

when it comes to change, the findings of this research also match the idea that “if people do not 

change, there is no organizational change” (Schneider et al., 1996, p. 1) as adaptation appeared to 

be of a critical importance when unexpected situations occur for entrepreneur. This result is also 
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validated by Judge et al. (1999) in their paper, as the “openness to experience” dispositional trait 

directly refers to adaptation ability and possess a statistically significant correlation with 

organizational change coping. 

 

Since most of the authors that wrote about the attitude towards change were, opposite to the 

findings of this research, focusing on resistance to change in well-established company, no direct 

comparison can be performed. However, it is interesting to highlight that resistance has been 

determined as one of the major issues faced by today’s managers (Kotter and Schlesinger, 2008). 

Thus, it seems that adaptation is more likely to be an entrepreneur’s reaction towards change while 

resistance occurs more often for employees. One reason for this difference may be that, while 

employees can misunderstand the implications of the change (Kotter and Schlesinger, 2008), 

interviewed entrepreneurs, on the other hand, showed a clear awareness of the importance to adapt 

to the new situation as a way to continue to thrive in their project.  

 

6.3.2 Assistance search 

 

Defined as assistance seeking by the researchers, this reaction was a way for the entrepreneur to 

find external advice or information, helping them to act in response to the new situation they were 

facing. According to Bommer et al. (2005), and Kotter and Schlesinger (2008), communication and 

support facilitate adaptation to changes, providing a rational to the communication reaction.  Once 

again, this observation also relates to those of Schneider et al. (1996) as they emphasize the 

importance of interaction value, both with peers and with superiors when dealing with change 

However, those information disagree with Wanberg and Banas (2000) which didn’t find a statistical 

significance between the social support and reaction towards an organizational change. One 

explanation for this could be the different methods used to collect and analyze data (questionnaire 

and statistical methods), leading to different interpretation of the situation.  

 

6.3.3 Determination/Commitment 

 

It emerged from the interviews that determination and commitment were critical characteristics for 

the entrepreneurs. Moreover, it appeared that, when facing unexpected situations, those were 

common reactions of the interviewees, especially in situations having a negative impact on their 

project. Looking at the literature concerning attitude towards change, nobody really considered the 

subject. The authors of this thesis believe that two main reasons are accountable for this gap in the 

literature. Firstly, as already mentioned in the theoretical background section, little research has 
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been performed concerning the attitude of the entrepreneur towards change. Secondly, deriving 

from the first one, as most of the researches on the subject concern large-scale surveys about middle 

managers in well-established companies, it is very difficult to measure the determination or 

commitment of an employee. Furthermore, the impact of the commitment or determination of a big 

corporation employee is less significant (thus, less interesting) than the one of an under 

development small company boss. Nevertheless, in this particular situation of the company creation, 

this aspect has been determined as a really important reaction towards unexpected changes. 

 

6.3.4 Persistence/Passion 

 

For similar reasons as those influencing determination/commitment reactions, and despite the fact 

that Baum et al. (2001) describe persistence and passion as commonly encountered phenomena 

during the entrepreneurship process, these attributes have barely been mentioned in the literature 

concerning change management.  However, as for the qualities of determination and commitment, 

being persistent and passionate about their project was explained by interviewees as a very natural 

and useful attitude towards changes. As explained by Baron (2007), the fact that entrepreneurs 

operate in unpredictable and rapidly changing environment may be the cause of their stronger affect 

to the project than for routine operations. Furthermore, Baum and Lock (2004, p. 588) argue that 

“to cope with changes, entrepreneurs have to genuinely love their work and be tenacious about 

pursuing their goals”. This last sentence particularly describes the feeling that the interviewees were 

expressing during this research. 

  

6.4 Change perception 

 

As described above, entrepreneurs have to respond to the changes that occur during the 

development of their project. The authors of this research found interesting to study the perception 

of the changes by the entrepreneurs. From this, it became apparent that the interviewees perceive 

the changes as unavoidable but rather than seeing it as a threat, they see it as an opportunity to 

develop the newly created venture. We believe that this behavior makes one of the main distinctions 

between the middle manager of a well-established firm and the entrepreneur.  Indeed, when it 

comes to changes, most of the research that can be found about the subject focus on the problem of 

resistance to change (Bommer et al., 2005; Kotter and Schlesinger, 2008; Vakola et al., 2003). 

Moreover, Georges and Jones (2001), in their model that analyses the individual change process 

describe six different types of resistance that can occur during the process. Unfortunately, there is 
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no direct evidence of the perception of the change by entrepreneurs in the literature and this subject 

is therefore suggested for further researches. 

 

6.5 Learning experience 

 

The aspect of learning experience was highly emphasized by the respondents, but strangely it is 

addressed neither in the entrepreneurship nor in change literature, possibly because it is considered 

as a self-evident consequence of entrepreneurial activity.  Another reason might be that every 

entrepreneurial learning experience is unique and it can be quite challenging to draw up certain 

conclusions. But at the same time it is hard to explore learning while conducting quantitative 

surveys which doesn’t allow studying this aspect in depth of details. Therefore authors think that 

some models of how entrepreneurs develop and apply a learning curve to further activities can be 

elaborated in the future  research by using such qualitative methods as interviews, observations etc. 

 

6.6 Actions for the future 

 

Buttner and Gryskiewicz (1993) classify entrepreneurs on innovators and adaptors using the Kirton 

Adaptation-Innovation theory, and state that adaptive entrepreneurs continue to operate their 

businesses over the long term, and innovative entrepreneurs usually don’t like to get involved in the 

depths of administrative issues and so they sell their business in order to start a new one.  

 

However to start a first venture individual should already possess innovative thinking (Swayne and 

Tucker, 1973; Stewart et al, 1998; Mathews, 2008) and as this is not a temporary quality, 

innovativeness following entrepreneur through all his/her career. Our study suggests that 

entrepreneurs are always in the process of elaborating innovative ideas which either will help to 

improve their business, make it more flexible and adaptive to future changes. Interviewees state that 

they are able to do it by gathering great team of professionals and managers, by adding new 

products and services, by expanding in new markets, adapting organizational culture. Successful 

entrepreneurs had further ongoing plans for managing their company in long-term, but while 

becoming deeply involved in day-to-day operations they are not just concentrating on current 

benefits but always trying to keep themselves on innovation path because they understand that it is 

crucial for company’s future. Respondents who sold their companies did so not because they were 

too bored with administration routine and wanted continue to create new businesses, but because 

they were not ready to deal with the changes that appeared and decided to gain more knowledge and 

skills in order to start a new one. 



 

59 

 

Regarding the subject of growth, as it was understood the interviewed individuals want to remain 

“Kings”(Wasserman, 2008) and continue to manage the company while it is going to expand, 

because they like the feeling of doing something by themselves in a different way, managing their 

“babies” and being their own boss. In accordance to Wiklund et al. (2003) when facing a growth 

issue entrepreneurs on the first place consider their employees well-being, influences on 

organizational culture,  firms capability to survive any negative changes and as mentioned above, 

ability to keep operations under control. The financial gains in this case could be considered as 

well, but were not mentioned in any of the interviews. 

 

6.7 Social networking 

 

One of the main things that entrepreneurs were giving importance to is social networking. 

According to Ozgen and Baron (2007) social capital and network can be a great resource for 

entrepreneurial ideas, however the findings of this research showed that entrepreneurs acquire 

opportunities from somewhere else, but start to understand  the significance of networking for 

development of the business later, and therefore begin to elaborate both informal and formal 

channels of social capital. These variables should not be underestimated by entrepreneurs, but the 

view of Aldrich (1986) that venture success depends just on them without considering the 

entrepreneurs’ personal characteristics and skills is one-sided. As still the most important features 

for venture success mentioned by respondents are passion and commitment to it, along with other 

skills that help businessmen deal with day to day problems. Therefore social networking here is not 

the essential reason but a consequence of entrepreneurial communication strategy, which further has 

a positive influence on start-up development. 

 

In accordance to Byers et al. (1997) and Baron (2007) entrepreneurs agree that social connections 

are quite important in receiving external start-up funds both for business incubator and 

interdependent firms. The issues about entrepreneurial social networking that are not particularly 

addressed in literature (though could be accepted as something natural) are that it is not just a pool 

for ideas and financial resources but it often acts as a marketing tool and that it should not be a 

chaotic and spontaneous, but accurately planned process which should take its respected place in 

venture strategy. As social networking is more or less equally significant for entrepreneurs of 

different contextual cultures, this variable can be generalized to entrepreneurial phenomena 

irrespectively to geographical context. 

    

 



 

60 

 

6.8 Environment perception 

 

It has been found that, during the development of their new venture, entrepreneurs showed a feeling 

of control over their environment as well as a strong possession sentiment concerning the company. 

In addition, those two feelings appear to have an impact on their positive view of their 

surroundings. 

 

Mathews (2008) defines the locus of control as a generalized expectancy that pertains to the 

perception of causal relationships between behaviors and environmental contingencies and 

incorporate it to its model of the entrepreneurial syndrome. The importance of this feeling, which 

has been particularly found in the present research, is also recognized by Wasserman (2008). 

Wiklund et al. (2003) also emphasize the positive effect of the entrepreneur’s control feeling. 

According to them, this has a direct impact on the perception of the venture and its growth 

expectations. Concerning the possession feeling, it has not been specified in previous researches. 

The authors of this thesis believe that it is because the research methods were not adapted to this 

kind of observation rather than a non-observed factor. Finally, the relation that has been found 

between the environment perception (control/possession) and both the determination/commitment 

and passion/persistence is in accord with Parker et al. (2003) model (see Figure 4  in the theoretical 

background part). 

 

6.9 A model of the attitude towards change during the development of the start-up project 

 

As the links with the literature have been detailed above individually for all the factors described in 

the model of the section 5.9, the present section is focusing on the whole model, its limits and its 

relation with the past literature.  

 

Taking Gartner’s (1988) point of view, the authors of this research have made an attempt to 

determine the attitude and behavior of the entrepreneur, rather than his/her characteristics. We 

believe that studying the entrepreneur without taking into consideration his/her environment is a 

mistake and therefore we have made a particular effort to try to understand it as well. In that aspect, 

this model aligns with Lewin (1951) and Burnes and James (1995) view. Although we tried to 

consider as many variables as possible, we must also acknowledge the limits of this model. Clearly, 

summarizing a complex procedure involving a multitude of variables in one graph cannot represent 

the exact reality. Some factors, as the cognitive and affective aspects found in George and Jones 

(2001) model (see Figure 3) have not been explored or at least, not at this degree of details. The 
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personality factors have not been explored either as in Bouckenooghe and Devos (2007). What we 

simply did here, is try to find patterns and relations, using a tested and recognized method. 

Although we don’t consider this model as the unique system and the perfect description of the 

reality, we believe that it is a valuable one that sums up relevant information. And if it helps to 

understand even a small percentage of the attitude of the entrepreneur towards change during the 

start-up project development, then we would have achieved our goal. 
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7. Conclusion7. Conclusion7. Conclusion7. Conclusion    

 

This chapter provides the main conclusions, theoretical and practical implications together with the 

research limitations. In the end, the recommendations for future research are given. 

 

7.1 Presentation of the main findings 

 

The aim of this research was to explore the attitude of the entrepreneur towards change during the 

start-up elaboration process. Our research suggests the following:  

 

-The interest/work in the business area, the definition of the gap in the market as well as the desire 

to create all have an influence on the decision to launch a new venture. Furthermore, the 

interest/work in the business area also has an influence on the definition of the gap in the market. 

 

-Before the actual start of the business, the entrepreneur engages in a careful evaluation of the 

market, based on fact. Conversely, she/he tends to overlook the future difficulties.  

 

-When a change occurs during the process, four different reactions have been pointed out: 

adaptation, search for assistance, determination/commitment, and passion/persistence. Moreover, 

the learning experience, social network, and future planning are a precious help used to prevent or 

overcome changes.  

 

-The change is seen as an opportunity to make the project evolve and the entrepreneur feels in 

control/possession of the entire process.  

 

However, we must stress that it is impossible to generalize results from such a small sample. Most 

of these findings support other from the literature. Others surprisingly do not: the experience in the 

business area, the determination/commitment, the change perception, and the learning experience. 

We believe that this is due to two reasons: the use, in the literature, of different research methods 

(mainly large scale surveys) that were not appropriate to point out those findings and the targeted 

group of the literature concerning the attitude towards change (middle managers of established 

companies) which experience very different situations compared to the entrepreneurs. 
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7.2 Theoretical implications 

 

As mentioned in the introduction section, and in accord with Gartner´s (1988) opinion, this research 

was more focused on the “how” aspect of entrepreneurship rather than on the “who”. Therefore, the 

present paper contributes this aspect to the understanding of the attitude and behavior of the 

entrepreneur during the start-up project development. More specifically, the model developed adds 

to the understanding of the motivation and perceptions behind the decision to start a new venture. 

Concerning the reactions towards changes of our interviewees, as the focus is on the entrepreneur 

rather than on employees of well-established firms, it also brings a different perspective about the 

human adaptation capabilities in his/her work environment to the present literature (see the second 

section of the theoretical background). Finally, it also supports the findings from the literature 

concerning the perception of the working environment (third section of the theoretical background), 

emphasizing the positive benefits of the control/possession feelings on the perception of the 

environment.  

 

7.3 Practical implications 

 

Practically, this research has two main implications, one for the future entrepreneurs and one for the 

current entrepreneurs. 

 

Concerning people desiring to become an entrepreneur, this research may assist them in the 

understanding of what actions and reactions an entrepreneur usually performs. In that sense, it may 

help them to decide if they want to follow this path or not.  

 

For the current entrepreneurs, the present research is an excellent opportunity to look back, review 

her/his own experiences and compared them with the model that has been defined. Indeed, as a way 

to improve the future reactions, an external viewpoint on the process can help to enlarge the picture 

and determine what were the proper and incorrect attitudes that were used.  

 

7.4 Limitations 

 

Every research has its implications, positive and negative. And the negative ones are not less 

important than the positives as they also help to define the validity and boundaries of the research.  
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The first limitation is the sample size of the interviews. Indeed, we made a lot of effort to contact as 

many entrepreneurs as possible but achieved seven interviews only. There are two main reasons for 

this. The first one, obviously the most influential, is the very limited amount of time that was 

available to carry out this research. The second one is that entrepreneurs are usually very busy 

people and it was therefore difficult for them to find the time and motivation to respond to our 

request. Concerning the implications of this limitation, the limited amount of data that was obtained 

may give the research less validity. Nevertheless, the themes obtained in the analysis were clearly 

identified from the data.  

 

A second limitation, still related to the sample, is the fact that the entrepreneurs interviewed are of 

different genders, come from different countries, and are from different industries, as mentioned in 

the section three of the practical methodology. This may again have a negative impact on the 

generalizability of the data, as these variables are not able to be controlled for. Only a very large 

study would be able to control these variables.  

 

A third limitation is the use of the English language for the interviews. As it is the mother tongue of 

neither the interviewees nor the interviewers. This certainly has an impact on the richness of the 

communication and the clarity with which respondents could express their reflections. 

 

Already mentioned above, the limited amount of time available to carry out the research cannot be 

denied. It is always possible to improve the different sections of the research but, as the deadlines 

were fixed, we sometimes had to move on even if we were not totally satisfied with the result. 

Nevertheless, it made us learn the difficulties and obstacles of research conduction.  

 

Finally, we thought it important to mention that social science is not an exact science. What we are 

trying to describe in a simple model is a complex reality, made of an impressive number of 

variables. It is therefore impossible to take all variables into consideration. For example, as 

mentioned in the section nine of the data analysis, the cognitive, affective, or personality factors of 

the entrepreneurs have not been taken into consideration, being beyond the scope of this research. 

 

7.5 Suggestions for future research 

 

Considering the shortcomings mentioned above, it would be interesting to carry out similar research 

projects with larger samples. We would also recommend the formation of study sample group, 

depending on the gender, industry or country of origin to avoid possible bias. Finally, although the 
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authors of this thesis believe that the use of the semi-structured interview is particularly relevant for 

this type of research, it would also be interesting to examine the attitude of the entrepreneur towards 

changes using a different approach, for example, a case study method.  
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Appendix 1 

 

 

 

  Characteristics of adaptors and innovators 
   Source: Butner and Gryskiewicz (1993, p. 24) 
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Appendix 2 
 

Letter sent (e-mailed) to interviewees 

 

(name) 

(position) 

(company) 

(address) 

(date) 

 

Dear Mr/Ms, 

 

Thank you for agreeing to participate in this student research project.  

As we discussed by e-mail/on the telephone, the purpose of this study is to investigate the 

attitude of the entrepreneur towards change throughout the development of the start-up project.  

Thank you also for agreeing to be interviewed in your role of entrepreneur. 

We guarantee that confidentiality will be assured for all participants. Once collected, data from 

interviews will be stored in a secure place until the research report has been finished, after 

which all interview and other data will be destroyed. 

At any moment, you have the right to review the interview material, ask for portions not to be 

used or withdraw from the research.  

No names of organizations or people associated with the project will appear in the final report. 

As planned, the phone interview will be perform the (date) at (time). 

 

 

Yours sincerely, 

 

Ekaterina Matina and Melchior Colmant 

Master in Strategic Project Management 

Umea University 

 

 

 

 

 



 

74 

 

         Appendix 3 

   Categories and sub-categories that emerged from the data analysis: 

 

Interest/work experience in the business area 

Interest in the business area (Interview code 1,2,3,4,5,6,7) 

Work experience in the business area (Interview code 1, 2, 4, 6) 

 

Definition of the gap in the market (Interview code 1,2,3,4,5,6,7) 

 

Desire to create 

Need to do something on the own (Interview code 2,3,4,5,6) 

Innovation desire (Interview code 1,5,6,7) 

 

Market perception 

Short market research (less than 1 month) (Interview code 4) 

Medium market research (1 to 3 months) (Interview code 1, 2, 5, 7) 

Long market research (more than 3 months) (Interview code 3,6) 

 

Future perception 

Financial needs  overlook (Interview code 2,3,6) 

Overlook of future difficulties (Interview code 3,7) 

 

Opportunity perception (Interview code 1,2,4,6,7) 

 

Adaptation (Interview code 1,3,4,5,6,7) 

 

Search for assistance (Interview code 4,6,7) 

 

Determination/Commitment 

Determination (Interview code 1,2,6,7) 

Commitment (Interview code 1,3,4,5,7) 

 

Passion/Persistence 

Passion (Interview code 1,2,3,5,7) 

Persistence (Interview code 1,3,6,7) 
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Learning experience 

Negative feedback (Interview code 3) 

Positive feedback (Interview code 4,5,6,7) 

Human resources management (Interview code 1,3,7) 

Financial management (Interview code 3,6) 

 

Social networking 

Use of the social network (1,2,3,4,5,7) 

Importance recognition of the social network (1,2,3,5) 

 

Future planning 

Innovation promotion (Interview code 1,3,4,5) 

Human resources development (Interview code 1,2,7) 

Long-term vision possession (Interview code 1,4,5,7) 

 

Control/possession perception (Interview code 3,4,5,6,7) 

 

 


