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Abstract

Introduction: This research presents a strategic framework for early-stage entrepreneurial
startups, focusing on navigating uncertainty and optimizing resources to create value.
Integrating multidisciplinary perspectives across four dimensions - entrepreneurship,
opportunity, value, and business model - this research provides actionable insights to
enhance decision-making and increase startup success rates. Methodology: Based on the
research strategy, entrepreneurship is viewed through managerial theories, highlighting the
exploitation of opportunities and resource management as critical to successful
entrepreneurship. Grounded in existing literature and enriched with empirical case studies,
the entrepreneurial framework validates theoretical constructs and demonstrates real-world
applicability. Findings: By expanding the scope of business opportunity, value creation, and
business model, this research provides a strategic entrepreneurial framework for navigating
the complexities of launching new startups. Contributions: This framework contributes to
the field by providing an integrative approach to entrepreneurship that can significantly
enhance the effectiveness of entrepreneurial activities, suggesting actionable approaches for
entrepreneurs to enhance their decision-making processes and increase the success rate of
startups in the early stages. Conclusion: This research offers a robust and practical guide for
early-stage entrepreneurship, enhancing decision-making and increasing the potential for
entrepreneurial venture survival.
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Keywords: strategic framework; early-stage startups; entrepreneurial activity; business
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Resumen

Introduccién: Esta investigacion presenta un marco estratégico para las nuevas empresas
emprendedoras en fase inicial, integrando perspectivas multidisciplinares en cuatro
dimensiones -emprendimiento, oportunidad, valor y modelo de negocio-, para mejorar la
toma de decisiones y aumentar las tasas de éxito de las nuevas empresas. Metodologia: De
acuerdo con la estrategia de investigacion, basada en la bibliografia existente y enriquecida
con estudios de casos empiricos, el marco de emprendimiento valida los constructos teéricos
y demuestra su aplicabilidad en el mundo real. Resultados: Al ampliar el alcance de la
oportunidad empresarial, la creacién de valor y el modelo de negocio, esta investigacion
proporciona un marco de emprendimiento estratégico para navegar por las complejidades
del lanzamiento de nuevas startups. Contribuciones: este marco contribuye al campo
proporcionando un enfoque integrador de la iniciativa emprendedora que puede mejorar
significativamente la eficacia de las actividades emprendedoras, sugiriendo enfoques
procesables para que los emprendedores mejoren sus procesos en la toma de decisiones y
aumenten la tasa de éxito de las nuevas startups en las primeras etapas. Conclusion: esta
investigacion ofrece una guia sélida y practica para el emprendimiento en fases tempranas,
mejorando la toma de decisiones y aumentando el potencial de supervivencia de las
empresas emprendedoras.

Palabras clave: marco estratégico; startups en etapas tempranas; actividad emprendedora;
oportunidad de negocio; creacién de valor; desarrollo del modelo de negocio; gestion de la
incertidumbre; optimizacion de recursos.

1. Introduction

This research aims to develop a comprehensive framework for entrepreneurship, focusing on
creating business opportunities. The framework seeks to understand the dynamics of
entrepreneurial activities, particularly in managing uncertainty and resource optimization to
create value in new business ventures. It synthesizes scientific theories to provide a holistic
understanding of entrepreneurial activities, adopting a multi-dimensional approach and
integrating theoretical and empirical results to explore the essential elements of
entrepreneurship. The study is structured into four main chapters: Entrepreneurship,
examining various academic disciplines and theories; Opportunity, identifying and
classifying market opportunities; Value, focusing on value creation for customers; and
Business Model, conceptualizing business models that create, deliver and capture value.

1.1. Entrepreneurship

The phenomenon of entrepreneurship can be investigated from different disciplines, where
each uses its concepts and operates within its preferred terms (Cornelius et al., 2006; Low &
MacMillan, 1988). In this sense, the theories of entrepreneurship can be classified into four
streams of research (Stevenson & Jarillo, 1990): economic, psychological, sociological, and
business management.

In the economic theories of entrepreneurship, the economic factors that enhance
entrepreneurial behavior are explored (Simpeh, 2011), trying to find an explanation for the
link between entrepreneurship and firm profits (Terdn-Yépez, 2018). According to
psychological theories, the level of analysis is the entrepreneur as an individual; the
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entrepreneurial stream of this theory emphasizes the personal characteristics that define
entrepreneurship by asserting that certain psychological attitudes and attributes differentiate
entrepreneurs from non-entrepreneurs and successful entrepreneurs from unsuccessful
entrepreneurs (Landstrom, 1998). The sociological theories focus on the social, cultural, and
religious context (Teran-Yépez, 2018); in other words, the analysis level is traditionally the
community's origin, development, customs, and beliefs. Finally, theories of entrepreneurship
from the point of view of business management identify the exploitation of opportunities
and resources as the trigger of the entrepreneurial phenomenon (Simpeh, 2011), ensuring
that the search for opportunities (Stevenson & Harmeling, 1990) and access to financial
resources, social capital and human capital (Davidsson & Honig, 2003) improve the
entrepreneurs' capacity for business management. Empirically, it has been proven that access
to human capital increases the identification of opportunities (Anderson & Miller, 2003), that
access to financial capital allows for more efficient exploiting of opportunities (Blanchflower
et al., 2001), and that social capital increases the possibilities of recognizing opportunities
given in the market (Shane & Eckhardt, 2003). Therefore, there is a strong linkage between
the different perspectives from the point of view of the business management theory.

This research has focused on the theory of entrepreneurship from a business management
perspective. It has led to a strategic framework for entrepreneurial activity focusing on the
origin of Opportunity as the basis for Value Creation, resulting in the development of a
Business Model.

1.2. Opportunity

Creating new businesses in entrepreneurial activity is a process (Lumpkin & Dess, 1996). In
this sense, Bygrave and Hofer (1991) define an individual in entrepreneurial activity as
someone who perceives an opportunity and creates an organization to take advantage of it. Shane and
Venkataraman (2000) present a convincing argument that the recognition and exploitation of
entrepreneurial opportunities are constructs that belong to the unique domain of
entrepreneurship and should be the focus of attention in this field. Identifying and selecting
appropriate opportunities for new business is one of the most critical capabilities of a
successful entrepreneur (Stevenson & Gumpert, 1985). Therefore, explaining the
identification and development of opportunities is a fundamental part of entrepreneurship
research (Venkataraman, 1997).

The theoretical framework for this research on entrepreneurial activity begins by focusing on
the factors that influence opportunity identification. It has been supported by the theoretical
argument on the work of Ardichvili et al. (2003), highlighting the importance of prior
knowledge and asymmetric information (Kirzner, 1997; Ronstadt, 1988), the relevance of
social networks in the entrepreneurial framework (Granovetter, 1973), the personal
characteristics of entrepreneurs (Krueger & Dickson, 1994; Neck & Manz, 1992) and the state
of entrepreneurial alertness (Kirzner, 1973), as the primary keys to opportunity identification
in the entrepreneurial activity framework.

Then, an entrepreneurial opportunity consists of a set of ideas, beliefs, and actions that
enable the creation of future goods and services without current markets for them
(Venkataraman, 1997). An opportunity can satisfy a market need or desire by creatively
combining resources to deliver superior value (Schumpeter, 1983; Kirzner, 1973; Casson,
1982). The review of the business literature appears to include three distinct market
processes as they relate to opportunity recognition (Hills, 2004): detect or perceive market
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needs and inefficiency of the resources employed, detect or discover a fit between market
needs and specific resources and, create a new fit between previously separate needs and
resources in the form of a business.

Thus, three perspectives have been encountered: opportunity as a recognition process,
opportunity as a discovery process, and opportunity as a creation process. Thus, based on
the concept of business opportunity from a market perspective, there are three streams in the
economic literature. These streams represent, respectively, recognition, discovery, and
creation, not simply identification of an opportunity (Christensen et al., 1989; Singh et al.,
1999).

However, the critical question is not which of the three perspectives is correct, but which
view is most useful under what conditions of uncertainty. Knight (1921) realized the
implications of uncertainty for economic organization. In his seminal dissertation, Knight
distinguished between three types of uncertainties about the future that an economic agent
may face.

The first consists of a future whose distribution exists and is known. Therefore, decisions
would only involve calculating the probabilities of a particular draw and placing resources
based on the analysis. In this case, risks can be reduced by diversification. This assumes all
possible outcome scenarios are equally likely (Opportunity Recognition). The second consists
of a future whose distribution exists but is not known in advance. In this case, the agent must
estimate the distribution through repeated trials and treat it like the first case. Moreover, as
the environment changes dynamically, successful strategies evolve through adaptive
processes, including experimentation and learning. In this sense, although the probabilities
associated with each outcome scenario are unknown, they exist, and their distribution can be
discovered over time (Opportunity Discovery). The third type of uncertainty is what Knight
called true uncertainty since it consists of an unknown and unclassifiable future in which the
probability distribution is non-existent. The economic agent, or entrepreneur in this case,
assumes this genuine uncertainty, receiving a residual market return in the form of profits
once the factors of production have been paid for (Opportunity Creation).

This approach allows us to establish a reasonably simple framework of opportunity in
entrepreneurial activity based on the preconditions for its existence, which depend on
uncertainty. Thus, as Sarasvathy et al. (2002) state, there are three different market
perspectives concerning the origin of the opportunity.

1.3. Value

Some authors have defined entrepreneurship as creating new value (Bruyat & Julien, 2000;
Fayolle, 2008). Value creation is one of the main objectives of the entrepreneurial scenario.
The evolution of the scientific literature on the subject shows an upward trend in the number
of publications and their typology. However, contrary to what is established by the current
entrepreneurial framework, great value propositions do not always start with the customer.
However, they end up with what matters to customers (Osterwalder & Pigneur, 2014).

For this reason, customers should be the starting point for developing a business opportunity
since it allows the establishment of priorities from the outset to create value. In other words,
service, quality, image, and price can determine customer satisfaction, company
performance, market share, competitive advantage, profits, and market position. These
variables create value by satisfying customer needs, wants, and expectations. Notably,
Weinstein and Johnson (1999) approach customer value involving the extraordinary delivery
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of four components of value: service (the intangible value offered to customers), quality
(customers' perception of how well a company's products and services meet their
expectations), image (customers' perception of the company or business with which they
interact), and price (the amount set by the company that customers are willing to pay).
Another approach to achieve this is to use Weinstein's value funnel (VFC), which serves as a
strategic and diagnostic tool to understand a company's business environment and contexts
and the most critical factors involved in designing, creating, and delivering customer value.

Specifically, in the customer value funnel (CVF), companies should pay attention to what
Weinstein (2012) refers to as the value drivers: society (Level I), suppliers and competitors
(Level II), owners and employees (Level III) and customers (Level IV). Both the S-Q-I-P
approach and the Customer Value Funnel (CVF), developed and presented by Weinstein and
Johnson (1999), and Weinstein (2012), are practical tools that companies can use to
strategically create customer value as a foundation for a company's operations, performance,
growth, and success.

For this reason, companies must understand that customers are their most valuable long-
term strategic partners, so in line with the theoretical argument carried out by Ardichvili et
al. (2003), where the authors present a central process of types of opportunities according to
different approaches, we have proceeded to the adaptation of existing literature, establishing
a matrix with two strategic approaches to the creation of a value proposition in which the
value definition or demand needs may be identified (defined) or unidentified (undefined),
and the value development or supply development capability may be defined (known) or
undefined (not known). In other words, the definition of the value or market need represents
the problems and, the development of the value or the development capacity of the offer
represents the solutions, giving rise to the division of four types of scenarios. according to
the strategic approach adopted in the value creation, this theoretical approach to value
creation allows it to present two strategies to be carried out. On the one hand, push strategies
start with a technology or a solution to begin designing the value proposition. On the other
hand, there are pull strategies, in which it has identified a market need and create the value
proposition around it.

This requires a business model that describes a firm's value logic regarding how it creates,
and captures customer value (Fielt, 2014). Firms must balance creating and capturing
(appropriating) value to establish a profitable and sustainable competitive advantage (Mizik
& Jacobson, 2003).

1.4. Business Model

A business model should describe the logic of how an organization creates, delivers, and
captures value (Osterwalder & Pigneur, 2009). Nevertheless, the connections and
interdependencies of the different elements of a business model that contribute to value
creation led to different outcomes for various stakeholders. Therefore, the concept of a
business model contains different sources of ideas, and the depth of each concept differs
from the field in which it is applied (Jansen et al., 2007). In other words, a business model is
oriented towards creating value for all parties involved (Brandenburger & Stuart, 1996). Six
key elements are mainly identified in the conceptualization of a business model (Kujala et al.,
2010): customers, customer value proposition, competitive strategy, position in the value
chain, internal organization, as well as critical capabilities and, revenue generation logic.
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The essence of a business model is how a company delivers value to customers, entices them
to pay for the value delivered, and converts those payments into profits (Teece, 2010). In
other words, the business model relates to how a company generates revenue by delivering
value to customers. It refers to the company's logic from a static perspective, focusing
primarily on opportunity. In this sense, a business model is the company's logic, which
creates and captures value for a market stakeholder and describes the company's activities to
create value for consumers and other relevant parties in the environment (Wikstrom et al.,
2010).

Therefore, a business model could be defined as the set of strategic activities and resources
that transform the company's orientation into a distinctive value proposition, enabling the
company to create and capture value (Svejenova et al.,, 2010). Christensen et al. (2008)
suggested that a business model is a consistent system that should consist of four
interlocking elements that together create and deliver value for customers. As stated in their
research, the authors defined customer value proposition, profit formula, key resources, and
key processes. Nevertheless, Alex Osterwalder (2004), who has developed the complete
framework on constructing a business model, provides the following definition: A business
model is a set of hypotheses. To this end, he established a canvas that is essentially an organized
way of setting out the hypotheses in a coherent manner through the definition of nine
elements: customer segment, value proposition, channels, relationships, key resources,
activities, key partners, cost structure and, revenue streams.

These hypotheses will allow the business model to clearly define what value proposition we
offer to the market, to whom we will sell it, how we will deliver it, and how we will generate
income since a business model has to create customer value by converting market
opportunities into profits (Rajala & Westerlund, 2005). Thus, an integrated approach to the
business model represents an opportunity to unlock value generation processes and predict
business outcomes (George & Bock, 2011), as the business model is an abstract representation
of a company, where all the interrelated elements developed by an organization around its
products or services that the company offers are based on the need to achieve its strategic
goals and objectives (Al-Debei et al., 2008).

Therefore, this research has developed an entrepreneurial framework that applies the
business model as a tool for creating, delivering, and capturing value. This framework
relates to the transition from entrepreneurship to a scenario associated with growth as a
competitive strategy.

2. Methodology

This research strategy has been defined by developing a methodology through a thorough
review of the existing literature and a multiple case study based on six (6) projects launched
in the market (See Appendix 1). The literature review has a multidisciplinary approach
integrating four dimensions: entrepreneurship, business opportunity, value creation, and
business model. The multiple case study approach examined the actual applicability by
launching startup (their MVPs) to verify feasibility in the early stage. The phases of this
methodology carried out are outlined below. The qualitative method has addressed the how
(Findings) and why (discussion) in unexplored areas of research the field (Eisenhardt &
Graebner, 2007) as this chapter has been organized around the research objective: to develop
a strategic framework for launching early-stage startups. The multiple case study method
(Stake, 2006; Yin, 2003) has allowed it to focus on the potential of a strategic framework for
entrepreneurship.



2.1. Theoretical Design

The overall design of the chapter is demonstrated with evidence from selected sample cases
(Eisenhardt & Graebner, 2007) as defined in Appendix 1. Regarding the study design, it has
been applied a set of measures operationalized enough to avoid subjective judgments based
mainly on what is reflected in the theoretical framework section (See References). In
addition, the multiple sources of knowledge from the literature framework provided during
the research have addressed potential construct validity issues, as they essentially provide
multiple measures of the same phenomenon (Yin, 2003). In this regard, it has been
determined the origin of the business opportunity, the strategic focus on value creation and
finally the business model as a value generation system. This rigorous process ensures the
reliability and validity of the findings presented.

2.2. Empirical Data collection

The selected sample comprises the minimum viable products (MVDPs) of startups created for
market launch (see Appendix 1). Multiple sources of evidence have been applied for data
collection. First, the framework of entrepreneurship literature has been used to guide the
research. Second, customer feedback on the value proposition of each of the startups
launched was used to ascertain the MVP's desirability, feasibility, and viability. Finally, to
ensure the data collection procedure, it has been analyzed the initial phase of each MVP
launched to the market by defining and executing the business model of each of the startups
by studying the outcome of the available use cases of the product or service of each of them
(See appendix 1). The integration of the case studies conducted (MVPS) into the research
methodology to form the entrepreneurship framework is outlined below:

Case Study #1 - Insurance Trader: This MVP addressed a clear market need for a more
efficient, time-saving insurance process. Customer feedback highlighted the demand for
efficiency in insurance contracting, validating the MVP's feasibility and desirability. The
initial phase analysis revealed the MVP's success in saving customers time and reducing
complexity, confirming the strategic framework's emphasis on value creation and
opportunity recognition.

Case Study #2 - Web Makers Hub: Tailored for startup entrepreneurs, this MVP identified a
gap in access to cost-effective, professional website development. Empirical data showed
high customer satisfaction with the affordability and quality of services. This case study
strongly reinforced the strategic framework's focus on recognizing market needs and
developing a value proposition around them, providing a solid direction for the business.

Case Study #3 -People&Talent: This MVP is an educational model that leverages professional
volunteers to mentor university startups. It addresses the need for a results-focused
approach with professional mentorship. Analysis of mentor-student interactions validates
the MVP's value creation strategy. Feedback indicates that structured mentorship
significantly enhances startup success, supporting the strategic framework's principles.

Case Study #4 - Fincalia: This MVP revolutionized homeowners' communities by digitizing
bureaucratic procedures. It addressed a significant market need for digital solutions in
property management, streamlining operations, and saving economic resources. Empirical
data collected from customer feedback confirmed the MVP's ability to meet demand and
significantly improve neighbors' satisfaction, aligning with the strategic framework's
principles.
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Case Study #5 - Gasfy: This MVP offered a comprehensive management model for gas and
heating installations, focusing on cost savings and customer comfort. Customer feedback
analysis validated the MVP's value proposition and effectiveness in reducing costs,
supporting the strategic framework's emphasis on value creation through efficient service
delivery.

Case Study #6 - InvestingSense: This MVP targeted aspiring investors, providing access to
information about financial markets and investment opportunities. It identified a gap in the
market for comprehensive investment guidance and strategic insights. Feedback from users
confirmed the MVP's success in empowering informed investment decisions, reinforcing the
strategic framework's focus on recognizing and addressing market needs.

2.3. Empirical Data Analysis

It has been carried out an analysis strategy based on Yin (2003) to support the significant gap
reflected in the research objective. In this direction, it has been classified the
entrepreneurship initiatives and their use cases resulting from the multiple case studies of
the sample of MVPs launched in the market. On the one hand, it has been used the sample to
analyze the origin of the business opportunity and the strategic focus on value creation. On
the other hand, it has been used the sample to analyze the impact of the executed business
models by stratifying the MVPs according to four main categories (What? How? Who? How
much?). Based on this procedure, a data visualization dashboard has been created to
examine the use cases and tabulate the frequency of early-stage venture initiatives for each
MVP.

2.4. Interpretation of the MVPs

The purpose of empirically applying this qualitative methodology is explained by the fact
that multiple case studies can richly describe the existence of a phenomenon (Siggelkow,
2007) and provide a more robust basis for theory building (Yin, 2003). Specifically, applying
multiple case studies has allowed it to empirically explore each launched startup MVP by
obtaining feedback from the market, as this type of research method also creates a more
convincing theory, according to Eisenhardt and Graebner (2007). To this purpose, the
complexity of all the interactions of each MVP has been explored, identifying the
relationships between the origin of the opportunity and the creation of value as a
methodological procedure to investigate the definition and execution of the business model
in order to have a central framework to include the captured knowledge with which to build
the strategic reference framework in the section on results and contributions.

2.5. Representation of Results

The representation of the results through the different figures developed makes it possible to
ensure consistency and clarity in the research strategy to maintain validity and reliability
since, according to Stake (2006), the logic underlying the use of multiple case studies is the
same. Therefore, each MVP startup that goes to the market must a) predict similar results
(this is a literal replication) on the origin of the business opportunity, value creation, and
business model as critical stages in the initial phase of a startup, as shown in the Results
section; and b) predict contrasting results for predictable reasons (this is a theoretical
replication) exposing the transformative potential of strategic entrepreneurship framework
through the definition of four approaches to launch a startup depending on the context, as
shown in the Contributions section.
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Research results intended to develop a reference framework for entrepreneurship associated
with the origin of the business opportunity as a basis for value creation. A relevant
theoretical frame of reference but easily understandable and, simultaneously, does not
oversimplify the complex functioning of the entrepreneurial activity.

In this sense, the entrepreneurship framework developed addresses the startup idea from an
adaptive approach (See Figure 1). That is, from an approach where the vision of the business
idea is clearly defined (Business Opportunity), reflecting seriously on the strategic approach
to be established (Value Creation), where the ability to adapt to market demands (Resource
Management) and assume the associated risks in a given context (Uncertainty Management),
will be critical to increase the chances of survival of the entrepreneurial initiative (Growth
Expectations).

Figure 1.

Integrated Structure of the Elements of the Entrepreneurship Framework

Business Opportunity

Uncertainty

xpectat ons Ir ages
pec ions in Early Stag
:

Growth E
Value Creation

Business Model —————— Resources —_—

Source: Own Elaboration (2024).

Based on the empirical findings of the research strategy applied, a strategic framework for
early-stage entrepreneurial startups has been developed, which relates the main criteria with
the approaches of the different contexts (see Contributions section). For this reason, based on
the knowledge of the different currents of entrepreneurship, the research project focused
mainly on the theory of entrepreneurship from a business management field, where the
exploitation of opportunities and resources is primarily identified as the trigger of the
entrepreneurial phenomenon (See Figure 2).

Because identifying opportunities is one of the most critical capabilities of an entrepreneur,
the factors that influence the process are a fundamental part of the entrepreneurial initiative.
These include the knowledge and information available, the social networks in the
ecosystem, the personal characteristics of the entrepreneur, and the state of alertness as keys
to the identification of the opportunity within the framework of entrepreneurial activity. In
this regard, the literature review on the identification of an opportunity for the research
project seems to include three market perspectives: opportunity as a process of recognition,
opportunity as a process of discovery and, opportunity as a process of creation. These
perspectives, or streams, represent the origin of the business opportunity, not just its
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identification. This has allowed it to define a strategic framework of the opportunity in
entrepreneurial activity based on the preconditions for its existence.

This framework does not seek to establish which of the three perspectives is correct, but
rather which process is more valuable, depending on the conditions of uncertainty of the
context, since value creation must occur within a context, and interactions within it affect the
degree and type of value that can be created. The context determines the type of cost and
scope of resources a new startup needs to have available for value creation. It is interesting to
use the customer value funnel (CVF) to achieve this. This strategic and diagnostic tool
establishes four levels of factors that affect the creation of value for customers.

.
Figure 2.
Strategic Entrepreneurship Framework for Start-Ups
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This approach to value creation indicates two strategies to be carried out. On the one hand,
push strategies start with a technology or solution to begin designing the value proposition.
On the other hand, there are pull strategies, in which we identify a market need and create
the value proposition around it. In other words, in a push approach, it is a solution in search
of a problem. On the contrary, in a pull approach, it is a problem searching for a solution.
Opposite concepts in creating value in search of the same result. For this reason, a matrix has
been developed with two strategic approaches to value creation in which the needs of the
demand (value definition) may or may not be identified and, where the supply development
capacity (value development) may or may not be defined. In the matrix established in the
entrepreneurial framework, the definition of value represents the problems, and the
development of value represents the solutions, giving rise to the division of four types of
scenarios according to the strategic approach adopted in the creation of value. Nevertheless,
the strategic approach to creating value requires a business model that describes a company's
value logic in terms of how it creates, delivers, and captures value for customers
(Osterwalder & Pigneur, 2009). The connections and interdependencies of the different
elements of a business model that contribute to value creation result in different outcomes
for various stakeholders.

Consequently, it is relevant to introduce in the strategic framework an integrated approach
to entrepreneurial activity that includes two perspectives: a business perspective based on
the actions of identifying opportunities and, a strategic perspective based on the actions of
seeking competitive advantages for value creation. Thus, the business model relates to how a
company generates revenue by delivering value to customers, referring to the business logic
in the market from a static perspective, focusing mainly on opportunity. In contrast, a
competitive advantage is necessary for survival. It contains a differentiating factor,
complementing the business model from a dynamic perspective in the entrepreneurial
activity, giving it a strategic direction and focus as a value generation system.

4. Contributions

The importance of adequate management of uncertainty and optimization of resources
depends on the scenario where the entrepreneurial activity is implemented. These scenarios,
which will be developed below, must be understood as possible paths consisting of a series
of steps leading to the end. In other words, they should be understood as systems that
minimize exposure to risk through the optimal allocation of resources throughout the
process. All approaches for the contexts have their origin in the business opportunity, which,
by adopting a strategic approach to value creation, will allow the implementation of the
business model as a system for creating and capturing value (See Figure 3).

Context A: In this approach, the sources of supply and demand exist in an obvious way, so
the opportunity to bring them together must be recognized so that entrepreneurs can
identify a need in the market, or an inefficiency in the resources used to solve it. Once the
value proposition has been established, the entrepreneurs have identified the market need
(value definition) and have defined the development of the offer (value development); that
is, in this scenario, the customer's problems have been identified, and the solutions to solve
them are known. Therefore, the business model can be implemented as a system for
delivering and capturing value with an already available product (supply) in a market
(demand) that has also been identified.

Context B: This is an approach in which only the existing supply is known, so the demand
must be discovered to create to an opportunity. In this case, entrepreneurs can discover a
new fit between specific known resources and particular undiscovered market needs. Once
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the value proposition has been established, entrepreneurs have defined the development of
the solution (value development) but have not been able to identify the needs of the market
(value definition); that is, in this scenario, customer applications have not been identified, but
possible solutions, in the form of products or services, are known. Therefore, the business
model can be implemented as a system for delivering and capturing value with a product
(supply) already available in a market (demand) that has not yet been identified.

Context C: This is an approach in which only existing demand is available, so supply must
be discovered to create an opportunity. In this case, the entrepreneur can discover a new fit
between the market needs to be known and the specific resources yet to be discovered. Once
the value proposition has been established, the entrepreneurs have identified the market
needs (value definition) but have not been able to define the development of the solution
(value development); that is, in this scenario, the possible solutions, in the form of products
or services, are not known, but the customers' problems have been identified. Therefore, the
business model can be implemented as a system for delivering and capturing value with a
product (supply) that is not yet available to a market (demand) that has already been
identified.

Context D: This approach is a scenario in which neither supply nor demand exists in an
obvious form, so one or both sources must be created for the opportunity to exist. In this
approach, the entrepreneur has to create a new, previously unknown fit between supply and
demand in the form of a business idea. Once the value proposition has been established,
entrepreneurs have neither identified the market needs (value definition) nor defined the
development of the solution (value development). In this scenario, both customer problems
and possible solutions are unknown variables. Therefore, the business model can be
implemented as a value delivery and capture system with a product (supply) not yet
available in a market (demand) that has not yet been identified.

Figure 3.

Approach to the Contexts in the Entrepreneurship Reference Framework

Business Value Business
Opportunity Creation Model
' —_—
Opportunity Solution Defined Available Supply
Context A RECOGNITION Problem Identified Identified Demand
 —————————

- .
Opportunity . .
E— Solution Defined Available Supply
Context B D%lg;]{?;n Problem Not Identified Unidentified Demand

Opportunity
Context C DISCOVERY
{Demand)

Solution Not Defined Not Available Supply
Problem Identified Identified Demand

Opportunity Solution Mot Defined Not Available Supply

Context D CREATION Problem Not ldentified  Not Identified Demand

"

Source: Own Elaboration (2024).



.
p European
{ Public's Social
L Innavation
Review 13

Therefore, the possible scenarios in the entrepreneurship framework have been developed
based on three main criteria in the Conceptual Structure of the Entrepreneurship Reference
Framework (See Figure 4).

Figure 4.

The Conceptual Structure of the Entrepreneurship Reference Framework

Business Model

Value Creation
Product

Opportunity

Source: Own Elaboration (2024).

The origin of the business opportunity, according to the market perspective, is that the
opportunity has been established as a process of recognition, discovery, and creation based
on the sources of supply and demand.

The strategic approach adopted in value creation is where value definition represents the
problem in the form of demand (customer needs), and value development represents the
solution in the form of supply (products or services).

The business model is a system for delivering and capturing value, where classification has
been established according to the relationship between the entrepreneurial activity's
situation and the available knowledge of the product (supply) and the possible identification
of the market (demand).

5. Conclusion

This research develops a strategic framework for early-stage entrepreneurial startups,
emphasizing the importance of navigating uncertainty and optimizing resources to create
value. Integrating multidisciplinary perspectives across four primary dimensions-
entrepreneurship, opportunity, value, and business model- this framework provides
actionable insights that improve decision-making processes.

The entrepreneurial framework addresses opportunity as a fundamental axis for
entrepreneurial activities and is explored through three main perspectives: recognition,
discovery, and creation; recognition involves identifying existing market needs and
matching them with available resources; discovery refers to uncovering latent market
demands through innovative combinations of resources; and creation involves actively
generating new market opportunities through business innovation and strategic foresight.
Value creation focuses on delivering products and services that meet or exceed customer
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expectations through quality, service, and pricing strategies. Innovative business models and
strategic market positioning facilitate value creation. The business model is conceptualized
as a system for generating and capturing value. It integrates the value proposition and
revenue mechanisms to provide an overall framework for implementing business strategies,
ensuring alignment with overall business objectives.

As a result, the research not only validates the theoretical constructs by combining existing
literature and empirical case studies but also emphasizes the adaptability of this framework
in the real world. A critical aspect of this framework is aligning business models with market
opportunities, which is crucial in a dynamic and uncertain business environment. By
recognizing, discovering, and creating opportunities, entrepreneurs can strategically position
their businesses to meet and exceed customer expectations, thereby facilitating the creation
and capture of value in launching their startups.

Contributions suggest that a holistic approach to entrepreneurship, which includes the
entrepreneur's active role in identifying and seizing opportunities, effectively managing
resources, and continuously adapting to market changes, provides strategic guidance as a
robust and practical tool for entrepreneurs. This approach offers a pathway to navigate the
complexities of launching new startups, placing the entrepreneur as a key participant.

In conclusion, this research underscores the vital role of an integrative approach in the early
stages of entrepreneurship. By expanding the scope of opportunity creation, value
generation, and business model development, this framework provides definitive guidance
for entrepreneurs aspiring to succeed in uncertain times.

The insights derived from this research are not only valuable, but also highly adaptable,
resulting in applicability in a variety of business contexts and providing entrepreneurs with
a sense of confidence in launching start-up ventures.
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