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Preface 
This document, the master thesis report, is the partial fulfillment of the 
requirements for the Master of Science in Innovation Management. This is the 
third document that concerns the whole master thesis project. The first document 
made before this master thesis report is the literature study, followed by the 
second document that is called the research proposal. The former two 
documents combined led to the research that is described in this document.  
 
The research is done on an internal base of the University of Technology in 
Eindhoven (hereafter TU/e). The main subject of the research is developing a 
framework which can be used for developing self-assessments for nascent 
entrepreneurs which makes them aware about strategic decisions they make 
related to entrepreneurial resources, opportunity and environment. The 
foundation of this research lies in the already developed Quickscan which is a 
predefined web-based self assessment tool. The Quickscan is developed by the 
TU/e in association with GITP, Incubator 3+, and Innovation lab. At this point of 
time, the Quickscan focuses on measuring entrepreneurial competencies. Items 
like market and environment are included on a minor scale.  
 
I would like to thank all the people that were involved with the master thesis 
project. First of all there is a first supervisor, the thesis mentor, Mr. Verhoef – who 
put a lot of time and energy in leading me in the right direction to finalization of 
this document as well as giving input to my research based on practical 
examples which he encounters. Also special thanks go out to the second 
supervisor, Ms. Cloodt who gave good insight into how research should be done, 
and which directions I could look for more in-depth information. I would like to 
thank my parents here because they kept supporting me during a long lasting 
research project. And of course thanks to my girlfriend who gave support and did 
keep her patience during times that progress was hard to find.   
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Abstract 
This master thesis report documents the development of a framework which can 
be used to design a self-assessment for nascent entrepreneur that enables them 
to make a well defined choice on which of the four used basic strategies (value 
disciplines) they are most likely to excel at. Based on the sections: 
entrepreneurial resources, opportunity and environment.  
 
 
 



Master thesis report 
H.W. van der Linden – November 2009 

 
5/71 

Management summary 
Recent self-assessment tools for entrepreneurs are mainly focused on the 
entrepreneurial competencies. The literature lacks to provide information about 
self-assessments which include other aspects of entrepreneurship. From the 
literature it is known that success of a new venture is based upon the factors 
strategy, entrepreneur, opportunity and environment.  
 
Research is done to see how the success factors for a new venture can be used 
to form a framework which can be used as guideline for developing self-
assessments which helps nascent entrepreneurs in making a choice related to 
strategy.  
 
First literature is used for further describing the definitions in such a way that they 
would be applicable for the framework. During research multiple meetings have 
taken place with a variety of people that are in someway related to the Quickscan 
or personal self-assessments in general. A case study is done with an already 
operational self-assessment (Quickscan) to develop more insights about 
respondents, data collection, feedback, research implications, and an overall 
view about the points of interest concerning improvements.  
 
A main research objective was established and was divided into 6 research 
questions which are answered throughout this document.  
 
A theoretical framework is developed which consists out of 5 methods concerning 
strategy selection, and three methods for determining risk levels for each of the 
factors influencing strategy selection.  
 
By using the framework to develop a self-assessment on a macro level, more 
insight was generated and used within this document. A part of these findings are 
used directly within the framework itself, others are stated in the practical 
recommendation section (paragraph 7.2) .  
 
Main concerns that were found during the master thesis project are: 

• Overestimation by respondents can be limited when certain terms are met 

• That at a certain moment, the more questions asked the more 
respondents will not complete the self-assessments and will be less 
accurate with giving answers. 

• Strategy can be linked to entrepreneurial resources (capital and leadership 
style) 

• Strategy can be linked to opportunity (value offering and customers’ 
perspective) 

• Strategy can be linked to environment (industry lifecycle stage) 

• Accurateness and validity of the result from self-assessment based upon 
the proposed framework can be increased when; industry specific human 
capital experience increases, leadership experience increases, it is known 
by the respondent that the results will be seen by an appointed coach 
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• Validity of the self-assessment itself (and derived data used for research 
purposes) can be established when validated/tested propositions are used 

• The framework can be used to develop a self-assessment with a focus 
upon strategy selection.  
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1. Introduction 

This report, documents the research project conducted at the TU/e. The focus is 
on developing a framework which will be responsible for improving self-
assessments for nascent entrepreneurs.  
 
The successfulness of startups has been researched extensively in the past and 
it is argued that nascent entrepreneurs are one of the key aspects. These 
nascent entrepreneurs are trained and assessed in order to further increase the 
likelihood of success and chances of survival. However, to know what a nascent 
entrepreneur should be working on to become more successful, they have to be 
assessed. The problem is that psychological tests (among others) are expensive 
when being carried out by professional companies. Therefore self-assessments 
have been developed for those people that want to know how they can improve 
themselves to increase successes.  
 
Self-assessments have been used for a long time in all kind of different 
disciplines. The most common place to use a self-assessment is within 
organizations and filled in by employees. Often the goals of these self-
assessments are improving performance with the feedback generated by the 
self-assessments. Also through identification, reduction of differences between 
self-perception and evaluations by others will give the respondent of the self-
assessment issues to handle for themselves. It helps the respondent to go into a 
learning process in order to improve the “weaker” issues found in the self-
assessment.  
 
Although this kind of self-assessment as described here above is used in the 
entrepreneurial area, it seems that it is not fully developed yet. Researchers see 
that there is growing interest into the area of self-assessments for (nascent) 
entrepreneurs.  
 
When one looks closer to the self-assessments for entrepreneurs, one sees that 
the competencies are measured. Feedback that is generated from the 
entrepreneurial self-assessments tells the respondent whether he/she would be a 
good entrepreneur, and it will tell them how they could improve certain 
competencies to become an even better entrepreneur. 
 
From an industrial engineering perspective the self-assessments of 
entrepreneurial competencies related to success are interesting however they 
feel incomplete. One other issue related to successful exploiting entrepreneurial 
opportunities is related to strategy execution. People starting a business as a 
spin-off from the TU/e have for a large amount a technical/scientific background. 
This means that they have scarce knowledge about strategies, and that makes it 
difficult to make the “right” decision about which strategy to follow.  
 
To increase knowledge about strategies, information has to be in place. 
Information about strategies can be distributed through self-assessments. This 
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strategy related information can be shaped in such a way that it will be 
respondent specific.   
 
Treacy (1995) wrote that three questions needs to be answered for choosing a 
good strategy (paragraph 3.1) in order to become a leader: (1) What do my 
customers want (opportunity)? (2) What are my competitors doing 
(environment)? (3) What strengths do I possess that would give me a natural 
advantage (entrepreneurial resources)? 
 
The main research question that is formed: 
 
How should a framework look like which can be used for developing self-
assessments for nascent entrepreneurs so information and awareness about 
strategy selection relating to the entrepreneur, opportunity and environment is 
communicated? 
 
This results in the following objective for the master thesis project: 
 
Combine strategy selection with entrepreneurial opportunity, 
entrepreneurial resources and environment within self-assessments for 
nascent entrepreneurs. 
 
The main research question mentioned here above is divided into six sub-
research questions.  

• RQ1: Which strategies can be used in order to become successful as 
entrepreneur? 

• RQ2: What are characteristics of entrepreneurial opportunities? 

• RQ3: Which resources does a nascent entrepreneur possess? 

• RQ4: How to include environmental influence? 

• RQ5: What can be learned from the self-assessment “Quickscan”? 

• RQ6: How should the self-assessment look like which is derived from an 
own developed framework? 

 
Within this document three terms are used which can be interpreted in different 
ways. First, “respondents” are people that filled in a self-assessment. Second, 
“subjects” are people that are being studied. Third is the term “propositions”, 
these are questions/statements that are used within self-assessments.  
 
1.1. Report outline 
In the following chapter, the research design of the master thesis project is given. 
It explains that literature is used for giving a foundation for the eventual 
framework and that the Quickscan is used as a case study object in order to get 
more insight into the entrepreneurial self-assessments. Also the research 
questions are described in more detail.  
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Chapter three is for setting up boundaries for the research which is done by 
translating the terms used in the research questions into definitions which are 
then used as underlying theory for the framework. And those definitions can be 
used for the development of the self-assessment itself.  
 
In chapter four the Quickscan is studied. Some statistical tests are done to get a 
feeling with the data collected. Also it is used to get more insight into self-
assessments, not only the sections or themes used, but also procedures for data 
collection, etc.  
 
Chapter five will discuss the framework. First several loose models will be 
explained, and how it could be used for strategy selection. The end of the fifth 
chapter will give a complete overview of the framework. 
 
The sixth chapter will give recommendations about how the framework can be 
used to develop a “new kind” of self-assessments. Practical concerns will be 
mentioned.  
 
The final chapter (chapter seven) will be used to discuss the framework limitation, 
practical recommendation, future research and conclusions.  
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2. Research design 

The research design used during the master thesis project has been built upon 
four layers. Because of the nature of the main research question and the 
objective itself, the choice is made to do an explorative research. The reason for 
this is that a literature gap exists and therefore knowledge about the proposed 
research objective is missing. This makes it impossible to do a descriptive 
research.  
 

Research method

Data information 

gathering

Explorative vs Descriptive

Validation / general 

applicable

 
 

 
Literature is used to setup boundaries for the research, and also for finding the 
different facets of the framework in order to combine strategy, entrepreneurial 
opportunity, entrepreneurial resources and environment.  
 
Another kind of information source was found in the form of persons:  

• Myriam Cloodt, the second supervisor (TU/e), who is involved in the 
development of the Quickscan.  

• Ruurd Dijkman (GITP), which is a professional in the psychology area in 
combination with assessment of people and job functions. He is also 
involved with the development of the Quickscan. 

• Geert Duijsters (TU/e), which is responsible for the content of the 
Quickscan. 

• Egbert Heuvelmans (Turpin Vision), software developer of the Quickscan 

• Jan-Hein van Twist (Innovation Lab), concerned with nascent 
entrepreneurs that enters. Also one of the owners of the dataset from the 
Quickscan. 

• Leo Verhoef (TU/e), a professor in the entrepreneurship theory at the 
TU/e, which is the master thesis mentor of this project. 

• Marnix van der Zalm (van der Zalm BV), Consultancy based on self-
assessments – focus on motivation.   

• Respondents of the Quickscan, evaluated the Quickscan with people that 
filled in the self-assessment.  

Figure 2.1, Research funnel 
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Information and data is gathered from the self-assessment “Quickscan” which 
has been developed for entrepreneurs and therefore will be seen as a case 
study. 
The complete master thesis project will be done in phases. Each phase has its 
own objective. When all the phases are completed the overall objective will be 
reached and the master thesis project can be completed. The phases of the 
master thesis project are summarized in figure 2.2. 
 

 
 
 
 
The five phases described in figure 2.2 will lead to answers to the research 
questions. The research questions will be given in the following paragraphs.  
 
The focus of the master thesis project will be upon the nascent entrepreneur that 
needs to be informed about strategies and can use guidance in order to make the 
“right” decision about which strategy to follow.  

2.1 Research question nr. 1 

In order to link nascent entrepreneurs to strategies, the decision is made upon 
basic strategies. The reason for this is that it will be very difficult to fill in custom 
designed strategies for each nascent entrepreneur that fills in a self-assessment. 
Another reason is that the literature is very convincing about the success of good 
executed basic strategies. 

Figure 2.2, Phases of the master thesis research project 
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The first research question: 

• RQ1: Which strategies can be used in order to become successful as 
entrepreneur? 

 

2.2 Research question nr. 2 

The self-assessments for entrepreneurs that are used today only test the 
competencies of the entrepreneur. However, the idea that they have for a product 
or service is of big importance in order to succeed in the market place. It will be 
interesting to know what the characteristics are of the opportunity the nascent 
entrepreneur wants to exploit; the characteristics of the opportunity can indicate a 
favorable strategy.  
 
The second research question therefore is: 

• RQ2: What are characteristics of entrepreneurial opportunities? 
 

2.3 Research question nr. 3 

In order to execute a strategy, resources are needed. For startups and SME 
these resources mainly lie within the entrepreneur. Erikson (2002) state that the 
competitive advantage of (nascent) entrepreneurs is within their own capacities. 
Because each strategy needs a different set of resources, it is important to know 
which resources are available. When it is known which resources are available, it 
is possible to see which strategy can be executed for the fullest with those 
resources.  
 
This leads to the third research question: 

• RQ3: Which resources does a nascent entrepreneur possess? 
 

2.4 Research question nr. 4 

Strategy is in many cases being aligned with the environment. When the 
environment and the strategy have a fit, it is argued that this will bring greater 
success compared to situations in which there is no fit. So to pick a strategy that 
fits within the environment, it has to be known how the environment influences 
the strategy.  
 
When we have the framework in mind, the fourth research question becomes: 

• RQ4: How to include environmental influence? 
 

2.5 Research question nr. 5 

In 2005 the Quickscan has been implemented by the Innovation Lab and a 
dataset has been generated. To get more insight into self-assessments for 



Master thesis report 
H.W. van der Linden – November 2009 

 
16/71 

entrepreneurs, the Quickscan and its data will be analyzed. This is done to get 
more insights into entrepreneurial self-assessments. SPSS is used for analyzing 
the dataset. Small statistical tests are made to see if the data is usable for 
research. Conclusions can be made upon the content, structure and feedback of 
the Quickscan. 
 
The fifth research question therefore is stated as: 

• RQ5: What can be learned from the self-assessment “Quickscan”? 
 

2.6 Research question nr. 6 

The first five research questions should have developed a good view on self-
assessments and the elements which should be included into a framework for the 
guidance of developing the future self-assessments that will have a more 
industrial engineering perspective. However, to know if the framework can be 
used in real life, it has to be used first. 
 
This will lead to research question six: 

• RQ6: How should the self-assessment look like which is derived from an 
own developed framework? 

 

2.7 Literature gap 

A product or service which competes on the market place is dependent in terms 
of success upon the strategy that is behind it. The strategy and its success are 
dependent upon the execution. Strategy can only be executed the “right” way if 
the requirements are present. For large established ventures, these requirements 
can be looked for within the organization. However for SME and startups these 
requirements are located within the founder(s). The requirements will be 
translated to entrepreneurial resources, which can be analyzed with a self-
assessment.  
 
In order to do a good 360 degrees checkup with a self-assessment to find a 
strategy that fits with the entrepreneur and other strategy influences, also the 
environment should be include into the analysis. In order to have a competitive 
advantage, the strategy chosen should be for instance different then the 
competitors. This can be established by taking stock of the strategies used by the 
competitors. When the respondent of the self-assessment has high industry-
specific human capital (explained in 3.3.2), an accurate estimate can be made 
about which strategy could create a competitive advantage.  
 
The opportunity of the (nascent) entrepreneur is also interesting to test upon 
several characteristics. A single opportunity would most likely flourish more with a 
strategy that has a certain fit, then when there is no fit to be found.  
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At this moment in time, literature concerning entrepreneurs and self-assessment 
are all focused upon entrepreneurial competencies and therefore exclude items 
like the opportunity, resources and environment. Talents, skills and competences 
are being used by several authors when they write about self-assessments for 
entrepreneurs (Timmons, 1989; Van den Flier, 1990; Nandram en Samson, 
2000; Human et al. 2005; which are all noted within the article of Driessen and 
Zwart, 2006).  
 
Table 2.1 gives a summarization of the internet web-based self-assessments for 
entrepreneurs.  
 
Internet 
website 

Items of 
measurement 

Nr. of 
propositions 

Nr. scale 
items 

Form of 
scale 

Form of 
feedback 

BDC 

Motivation, 
attitude, aptitude 50 4 Agreement 

Extended 
(with bar 
graphs) 

123test Personality traits 16 5 Agreement 
Good 
(textual) 

Bizmove Personality traits 10 3 Best answer 
Poor (score 
items) 

Mazemaster Personality traits 14 2 Yes / no 
Poor 
(percentage) 

MVP Personality traits 13 4 Agreement Poor (score) 

Quickscan 

Personality, 
human capital, 
social capital, 
market, (future) 
organization, 
and 
environment 139 5 Agreement 

Extended 
(visual and 
textual) 

 
 

2.8 Research relevance 

For (nascent) entrepreneurs it is of importance to set out a good strategy. 
Strategies that are executed in the right way can be of big impact for the 
successfulness of a venture. 
  
However, it is important to have the capabilities and capacities (hence: 
resources) in-house to execute the strategy. In especially SME and startup 
ventures these resources are extremely dependent on the founder(s). “Strategic 
orientation is driven either by identifying new opportunities or by the resources 
you currently control” (http://hbswk.hbs.edu, Stevenson, 2000). 
 
Kakati (2003) state this as the following: “It is ultimately the entrepreneur quality 
that impact resource based capability and the strategy the firm select” Kakati (p. 
455, 2003). The assessment can give guidance to the (nascent) entrepreneur 

Table 2.1, Overview of online web-based self-assessments for entrepreneurs 
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when following a certain strategy that fits best with their resources they direct or 
indirect possess.  
 
The nascent entrepreneur is of big importance for the future of the starting firm. 
This is also reported by Korunka et al. (2003), they wrote that the resources in 
the startup process are mainly related to the personal resources of the beginning 
entrepreneur. Littunen (p. 295, 2000) formulates it as “starting up a new firm is 
very much an individual decision, which is why individual’s qualities as an 
entrepreneur are central”. 
 
The creation of awareness of strategies for (nascent) entrepreneurs is 
recognized as being of value. Beach and Mitchell (p. 445, 1978) put it as: “with 
knowledge about the existence of strategies come opinions about their 
appropriateness and their relative likelihoods of yielding a "correct" decision”. 
 
A strategy that brings success is not only dependent upon the natural competitive 
advantage (entrepreneurial resources), but also on the customer and the 
environment (Treacy, 1995). Therefore these will also be included into the 
framework to give good advice about which strategy fits the best with the 
entrepreneur, opportunity (serving customer segments) and environment.  
 

2.8.1 Rigor versus relevance 

The research project conducted at the TU/e should be in good balance when we 
look at the rigor versus relevance scale. In order to find whether a good balance 
is made the eight criteria of Shrivastava (1987) are used (scored 0-5): 

• Conceptual adequacy: This would be medium because no models could 
be used for designing a self-assessment framework. However models 
used within the framework are derived directly or indirectly from the 
literature. [3/5] 

• Methodological rigor: Objective data gathering and analyzes are carried 
out during the case study. Also judgments are made in the subjective 
nature upon several items throughout this document. I believe a good 
balance can be found here which has led to a practical framework, which 
is based on a scientific level. [3/5] 

• Accumulated empirical evidence: Unfortunately, not much empirical 
evidence is gathered to validate the framework itself. Although empirical 
evidence is derived from the Quickscan, but this was not applied directly to 
the framework. [2/5] 

• Meaningfulness: The situation of nascent entrepreneurs is described and 
it has been made clear how strategy decisions can be made. [4/5] 

• Goal relevance: The framework is designed in such a way that people 
that want to use it for developing a self-assessment will be able to do so, 
also clear terms and constraints are given for the development. [3/5] 

• Operational validity: Especially in chapter six explanations are given how 
the framework can be used for developing a self-assessment. Also 
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practical recommendations are given how the self-assessment should be 
implemented and which constraints should be met. This makes it medium 
to high operational valid. [4/5] 

• Innovativeness: The framework makes it possible to develop a new kind 
of self-assessment which is concerned with creating strategy awareness 
among nascent entrepreneurs. This can be seen as new for the 
entrepreneurship research domain. Therefore a medium to high 
innovativeness is scored at this criterion. [4/5] 

• Cost of implementation: Although not extensive described in this report, 
the cost of implementation can be low when regular propositions are used. 
The software structure that is already developed by Turpin Vision in that 
case does not have to be altered. When we look at implementing clickable 
models, the software structure needs to be altered very extensive which 
will lead to high costs. Also the propositions that needs to be established 
needs to be evaluated by experts will lead to significant higher costs. 
Overall a medium level is to be considered here. [3/5]  

 
The first three criteria are related to the rigor side of the analysis; the following 
five criteria are related to the relevance side. A simple calculation is made to see 
where the research stands. 
 

Criteria Score Overal 

Conceptual adequacy 3 [8 scored/15 total] 

Methodological rigor 3 = 53% 

Accumulated empirical 
evidence 2   

Meaningfulness 4 [18 scored/25 total] 

Goal relevance 3 = 72% 

Operational validity 4   

Innovativeness 4   

Cost of implementation 3   

 
 
 
The table 2.2 show that the research is 19% (72% relevance minus 53% rigor) 
more practical useful then it is rigor. This mainly has to do with the fact that the 
research objective was of a practical nature. It was not possible to gather 
empirical data from the framework because no new self-assessments are 
operational. The upside to this outcome is that this document will be reasonable 
easy to use when developing a self-assessment.  
 

2.8.2 Validity, reliability, controllability 

Validity can be distinguished among four types (Graziano and Raulin, 2004). The 
only two types of validity described and discussed here are construct validity and 

Table 2.2, Scores on the Shrivastava’s criteria 
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external validity. Because the master thesis project in this case is explorative, 
internal and statistical validity are not discussed. 
 
Construct validity of this master thesis project has some discussion points. When 
we look to the framework, several tools and methods are used. The question is: 
are these the correct methods and tools used? This is hard to define, and a clear 
answer can not be given before doing further research. However, definitions are 
given and boundaries are made. Relationships are indicated within the 
framework which can be used. The directions of the relationships are known, but 
the magnitude of the influence following from the relationships is not defined. No 
empirical data was used to establish these magnitudes of influence.  
 
When we look to the construct validity of the research design, then one can 
conclude that this is established by the use of the multiple sources of information.   
 
External validity of the outcome of this master thesis project can be increased 
when the environment section is excluded from the framework. This is because 
the risk levels of the industry lifecycle stages are related to a research that was 
focused on starting ventures (hence; nascent entrepreneurs). The self-
assessment which creates awareness about strategy selection is more 
interesting for people that do not have knowledge about strategies, then for 
instance already established entrepreneurs.  
 
Reliability of the research design could be stronger when evaluation meeting 
would have been organized when making a choice about which models to use. 
Now the researcher in question has made his own decisions. Tunnel visions as 
they could occur with researchers is limited by the width arrange of people that 
has been spoken. All these people had a connection with self-assessments and 
all had different perspectives.  
 
Controllability of the research is not very high, because of the already mentioned 
decisions made upon the different levels. These decisions will most likely be 
done different by other researchers. Although the overall framework, with the 
three sections mentioned seems to be all inclusive.  
 

2.9 Research deliverable 

At the end of the master thesis project a framework will be developed which can 
be used for developing self-assessments for entrepreneurs. The framework 
ensures that nascent entrepreneurs will become aware about strategies and get 
insight which strategy would be suited for them on three different levels: the idea 
for the product and/or service, the environment in which they will be operating 
and the resources they possess.  
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3. Defining boundaries 
As Bygrave and Hofer (p. 15, 1991) would say: “Good science has to begin with 
good definitions.” This will be done in this chapter. Here the definitions of the 
objective and the research questions of the master thesis will be discussed. 
These will then be defined and as such be used throughout this document.   
 
Combine strategy selection with entrepreneurial opportunity, entrepreneurial 
resources and the environment within self-assessments for nascent 
entrepreneurs. 
 

• RQ1: Which strategies can be used in order to become successful? 

• RQ2: What are characteristics of entrepreneurial opportunities?  

• RQ3: Which resources does a nascent entrepreneur possess? 

• RQ4: How to include environmental influence? 

• RQ5: What can be learned from the self-assessment “Quickscan”? 

• RQ6: How should the self-assessment look like which is derived from an 
own developed framework? 

3.1 Strategies 

As already described earlier in this document, we will make use of basic 
strategies as they are known from the literature. The choice is made upon using 
the three strategies (also referred to as “value disciplines”) from Treacy and 
Wiersema (1993) because these are widely accepted by researchers and came 
forth by an extensive research. The basic strategies used are: 

• Product leadership 
o “Product leadership constantly works hard to implement innovation 

and renewal. These companies want to amaze customers, push 
limits and discover the unknown. Product leaders surprise 
customers with the newest and best products” Peelen (p. 50, 2005). 
To become product leader in the market, one has to be creative, 
inspired and has many ideas. Speed is also one of the important 
characteristics of becoming successful with this strategy. When 
linked to the strategy determinant “Technology strengths” is of most 
importance.  

• Customer intimacy 
o Customer intimacy is about “tailor and shape products and services 

to fit an increasingly fine definition of the customer” Treacy and 
Wiersema (p. 87, 1993). To do this, is a quite expensive process 
but it should result in loyal customers that are good for the long-
term survival of the company. It is important that employees of 
these companies try to bind the customer to the company at any 
costs, to make sure that each customer gets exactly what he/she 
wants.  
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• Operational excellence 
o “Companies that employ an operational excellence strategy attempt 

to find a combination of price, quality and ease of purchase that 
none of their competitors are capable of matching. They do not 
spend a great deal of time on innovation or one-to-one relationships 
with customers. They offer their customers a guaranteed low price 
and problem free service. The products are of a good quality” 
Peelen (p. 49, 2006).  

A fourth strategy is added to Treacy and Wiersema (1993) concepts.  

• Product enrichment 
o This is best described by a combination of the definitions given by 

Verhoef (2009) and Gerstberger (2007). Product enrichment has as 
a focus on the high quality of the output by perfect internal 
processing. The qualified employees are occupied with surprising 
the customer with a product/service which fulfills the needs and 
demands at a specific moment in time. Companies pursuing 
product enrichment are busy with change and innovating their 
offering. 

 

3.1.1 Strategy structure 

Although the basic strategies are described in the latter paragraph, they can be 
described in more detail. To give a detailed description for each of the basic 
strategies an universal method has to be used. The choice is made upon the 
utilization of a strategy structure.  
 
The strategy structure in this document is taken from Chin and Pun (2000). This 
structure is based upon an extensive study of these researchers which combines 
a wide arrange of strategy literature. The strategy determinants and key 
components of the strategy content are given in figure 3.1. 
 

 

Figure 3.1, Strategy determinants and key components (Chin and Pun, 2000) 



Master thesis report 
H.W. van der Linden – November 2009 

 
23/71 

In order to get symmetry; Speed of innovation is added as a key component of 
technology strength. According Kessler and Chakrabarti (1996) innovation speed 
is seen as a competitive advantage which is needed in the turbulent 
environments of today industries. The strategy structure from figure 3.1 lends 
itself to be fitted upon the basic strategies. Each (basic) strategy can be 
described by filling in the key components. The idea is that within the framework 
each key component will have certain needs from the entrepreneurial resources 
(more details in paragraph 3.3).   

3.2 Entrepreneurial opportunity 

It is not advised to “pick” a strategy without looking for which product and/or 
service it will be used. Each product and/or service will have a different need for 
a certain strategy. For instance a very complex product, which can be 
customized, and is very unique for the market, will probably benefit more with the 
use of a customer intimacy approach then operational excellence would do. 
When we look closer to the idea phase of a product and/or service, one could 
describe that idea as being an opportunity – waiting to be exploited. 
 
Opportunities are according to The Oxford English Dictionary “A time, juncture, or 
condition of things favorable to an end or purpose, or admitting of something 
being done or effected.” An entrepreneurial opportunity, therefore, consists of a 
set of ideas, beliefs and actions that enable the creation of future goods and 
services in the absence of current markets for them (Murphy et al., 2006).  
 
To include the entrepreneurial opportunity into the framework, it will be of 
importance to rate the idea, product and/or service. The idea behind this is that 
each unique idea will have a preference towards a certain strategy. For instance, 
if one has an idea for exclusive swimming pools which are customized it will be 
more wisely to go for instance for product enrichment then for operational 
excellence.  
 
The opportunity is being perceived from different perspectives. In short three 
perspectives are given; the entrepreneur (what are the risks that are involved?), 
the market (which primary and secondary value is offered to the customers?) and 
third the customers perspective (are the product and support (un)differentiated?).    
 

3.2.1 Value offering 

Important issue related to the opportunity is how it will be translated to the 
market. So, what values (primary and secondary) do you offer to your 
customers? It is argued that all market leaders have a clear primary and 
secondary value they offer to there customers. These values can be linked to 
strategy selection. If an entrepreneur wants to offer an unique solution 
(experience level) with high service during development stage (service level) then 
product enrichment will be the most interesting to choose.  
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3.2.2 Customers’ perspective 

The customers’ perspective is another interesting issue to include into the 
framework. They see a certain product with specific core features, and support 
/service that is offered. The customer perspective is wider then the product 
and/or service that are offered by one company, and therefore have an opinion 
whether the product/service and support are differentiated and/or undifferentiated 
which then are linked to certain expectations. For example, a customer sees a 
product and a certain level of support that is not differentiated from competitors, 
then operational excellence would be a good strategy to keep price low so 
customers would see/feel the benefit of buying that certain product and/or 
service.  

3.2.3 Opportunity risk 

Entrepreneurial opportunities are related to risks, one opportunity will carry 
more/less risk alongside, then the other opportunity. Not each person 
(entrepreneur) has the same preferred level of risk they are willing to take. This 
can therefore be of interest to take into account. The question that can be 
answered will be: Does the risk involved with the opportunity fit with the 
willingness to take a certain amount of risk by the entrepreneur?  
 

3.3 Entrepreneurial resources 

Starting a business is all dependent upon the resources one direct or indirect 
possesses. These resources are called in this report the entrepreneurial 
resources and are a key aspect in executing a strategy.  
 
When defining entrepreneurial resources, the literature is used to find the most 
comprehensive description. The choice is made to use figure 3.2 which is 
developed by Ruurd Dijkman from GITP and the usage of literature to give 
extensive definitions that can go alone with the terms used in the table.  
 
Another (human) resource an entrepreneur has, and carries out, is the leadership 
style. Each entrepreneur will have a certain preference towards the leadership 
styles. These preferences follow from the psychological capital and human 
capital one possesses. However, leadership styles will be taken apart from 
entrepreneurial capital (EC) and a different model will be used.  
 

3.3.1 Entrepreneurial capital 

EC is build upon four categories which are economic capital, human capital, 
psychological capital and social capital. These are described in this paragraph. 
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Starting at the far left side, one sees the economic capital and the characteristics 
from which it is constituted.  
 
“Economic capital refers to financial assets of any form that are directly 
convertible into money” according to Firkin (p. 2, 2001). Another quote from Firkin 
(2001) will give a more elaborated view of economic capital: “Economic capital 
can be seen in terms of the equity people will have in their business and the 
borrowings they will make. Likely sources of the latter include the entrepreneur(s) 
and other members of the initial enterprise at start up; friends, family and 
business associates; and institutional arrangements through banks and other 
financial companies, private investors, venture capitalists, stockholders, and 
government agencies” Firkin (p. 3, 2001).  
 
The level of available economic capital will be of importance when a strategy has 
to be chosen. This is also true for the type of product and/or service one wants to 
launch on the market. 
 
Within the EC model, economic capital is followed by human capital. De Bruin 
and Dupuis (p. 59, 2003) state that human capital consists out of “attributes, 
skills, education and experience, as well as the reputation of the 
entrepreneur(s)”. Firkin (2001) mentions a distinction of two specific human 
capitals which are industry-specific and entrepreneurship-specific capital. The 
last of the two is referred to as experience and family background on 
entrepreneurial activities. The “industry-specific human capital is knowledge, 
training, skills and experience related to a particular industry or sector” Firkin (p. 
4, 2001). The industry-specific human capital can be used to involve an industry 
perspective when trying to determine the best strategy for entrepreneur and 
entrepreneurial opportunity. This will be of more importance when the capital is 
higher (a lot of experience) because of the higher accurate responses filled in the 
self-assessment.  
 

Figure 3.2, Entrepreneurial capital (Ruurd Dijkman, 2007) 
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A more elaborated view upon general human capital is given by Madsen et al. 
(2003) which state that the general human capital is characterized by the type 
and length of the education as well as relevant business experience. Further 
along in the article Madsen et al. (2003) also makes the comment that human 
capital can be divided into two categories: general and specific human capital 
(figure 3.3). According to the references used in the article, specific human 
capital consists out of educational and professional experiences. General human 
capital consists out of socio-demographics (age, gender, martial status) and 
person experience.  
 
The third type of capital mentioned in the EC model is the psychological capital. 
This is characterized by three main concepts; personality, values and identity.  
 
While there are many different theories of personality, the first step is to 
understand exactly what is meant by the term personality. A brief definition would 
be that personality is made up by the characteristic patterns of thoughts, feelings, 
and behaviors that make a person unique. In addition to this, personality arises 
from within the individual and remains fairly consistent throughout life.  
Some of the fundamental characteristics of personality include:  

• Consistency - There is generally a recognizable order and regularity to 
behaviors. Essentially, people act in the same ways or similar ways in a 
variety of situations. 

• Psychological and physiological - Personality is a psychological construct, 
but research suggests that it is also influenced by biological processes 
and needs. 

• Impact behaviors and actions - Personality does not just influence how we 
move and respond in our environment; it also causes us to act in certain 
ways. 

• Multiple expressions - Personality is displayed in more than just behavior. 
It can also be seen in out thoughts, feelings, close relationships, and other 
social interactions. 

This text is derived from http://psychology.about.com (2009).  
 
Values are deeply held beliefs about what is good, right, and appropriate. Values 
are deep-seated and remain constant over time. We accumulate our values from 
childhood based on teachings and observations of our parents, teachers, 

Figure 3.3, Human capital (derived from Madsen et al., 2003 and Firkin, 2001) 
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religious leaders, and other influential and powerful people. This text is derived 
from http://personaldevelopment.suite01.com (2009).  
 
Identity:  

• The collective aspect of the set of characteristics by which a thing is 
definitively recognizable or known.  

• The set of behavioral or personal characteristics by which an individual is 
recognizable as a member of a group.  

• The distinct personality of an individual regarded as a persisting entity; 
individuality.  

Text derived from www.aswers.com (2009). 
 
The fourth and final type of capital from the EC model is the social capital. “Social 
capital is broadly described by researchers as an asset embedded in 
relationships - of individuals, communities, networks or societies” Liao and 
Welsch (p. 149, 2002). De Bruin and Dupuis (p. 60, 2003) see social capital as 
“relationships and networks – within family, as well as social, ethnic, professional 
and political associations and the like” 
 
Thompson (p. 413, 2002) state that “social capital encompasses things that are 
valuable to communities”. In the study of Zorn (2004) about which elements form 
social capital it was found that personal network, social skills and trust are 
important elements. Davidsson and Honig (2003) use a definition that includes 
the usefulness of social capital. “Social capital theory refers to the ability of actors 
to extract benefits from their social structures, networks, and memberships” 
Davidsson and Honig (p. 308, 2003).  
 

3.3.2 Leadership style 

Although EC will certainly give a direction for the nascent entrepreneur which 
strategy will have to greatest fit with him/her as a person, leadership styles 
should not be forgotten. These will even be of more importance if a person has 
already developed a certain leadership style. According to Gerstberger (2007), 
leadership styles are direct related to the basic strategies of Treacy and 
Wiersema (1993). Gerstberger has done extensive research and found that 
certain characteristics of leadership styles are connected to successful executed 
basic strategies.  Four leadership styles are found and named the following: 
participative, directive, charismatic and standard. These four leadership styles 
are characterized by a set of personality traits which are combined within one 
single concept – in the case of customer intimacy, these concepts of personality 
traits are given the following names: team builder, first among equals, coach, and 
trust builder.  
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3.4 Environment 

Environment and strategy is an important part for giving strategy directions. It is 
argued in the literature that a fit between environmental influences and chosen 
strategy will result in better organizational performance (Venktraman and 
Prescott, 1990; Tan and Litschert, 1994). 
 
Treacy (1995) claims that in an existing market with established competitors, it is 
wise to choose a strategy that is different because there will always be a market 
for and there is less energy needed for competition.  
 
Environment in the form of industry lifecycle is also of influence for startups. Each 
of the four stages (emergent, growth, mature and decline) has different 
characteristics that are related to opportunity and risk.  
 

3.5 Framework 

The latter sections of this chapter have described definitions and models that will 
be incorporated with the framework. However, framework can be seen as a 
rather wide concept and therefore a more narrow description will be given here.  
The definition that describes a framework to the fullest as it will be used in this 
document is: “A set of assumptions, concepts, values, and practices that 
constitutes a way of viewing reality” (The American Heritage, 2009). In order to 
make a framework it is therefore of importance to conceptualize the different 
terms and perspectives described here in this chapter.  
 
From the tools and methods used and developed during this master thesis 
project a framework will take shape which eventually can be used as guideline for 
developing new self-assessments for nascent entrepreneurs. This new self-
assessment makes it possible to give advice upon strategy level which is based 
upon characteristics concerning the entrepreneur, product and/or service, and 
environment.  
 

3.6 Entrepreneurs 

The framework will be made in such a way that a self-assessment can be 
developed which is focused on nascent entrepreneurs. To make the framework 
focused in this direction is twofold. First a focus added to this research is 
necessary because of the already wide scope of main research question. 
Second, testing and informing nascent entrepreneurs seem to be more valuable 
then doing that for established entrepreneurs. However, to give a good definition 
to the nascent entrepreneur and to know for who the respondents will be for the 
eventual developed self-assessment, we start here with giving an elaborate view 
upon entrepreneurs.  
 
Several perspectives on entrepreneurs and their definition are known. The social, 
psychological and economical perspectives are the best known. This has led to 
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numerous definitions about entrepreneurs (Bull and Williard, 1993; Casson, 
2003; Thompson, 2004; Dorf and Byers, 2005). 
  
Because the research is conducted at the TU/e, it will be of interest to look at the 
“technology” entrepreneur. This has to do with the fact that most people from the 
TU/e that start a business have a background in science and/or technology. The 
people from the TU/e that want to start a business will do a self-assessment 
which is known as the Quickscan. There are also numerous typologies known of 
entrepreneurs (Miner et al.,1992; Evans, 1995; Miner, 2000; Zorn, 2004) but to 
narrow the focus down of the master thesis project, starting technology 
entrepreneurs are looked upon.  
 
Technology (Engineering) Entrepreneur: “One who organizes, manages, and 
assumes the risk of a technology (or engineering) business enterprise”. Definition 
from Nichols and Armstrong (p. 135, 2003). 
 

3.6.1 Difference between nascent – and entrepreneur 

Nascent entrepreneurs or beginning entrepreneurs are persons that are not yet 
operational entrepreneurs. Van Gelderen and Jansen (2006) give a description of 
the nascent entrepreneur. They write that the nascent entrepreneurs are people 
that are busy with setting up a business. Someone who is only dreaming of 
setting up a business is seen as a potential entrepreneur. Another comment 
made about the definition of the nascent entrepreneur is the following statement 
“someone who set up a business that is already operational, even though in a 
start-up phase, must be considered an entrepreneur instead of a nascent 
entrepreneur” Van Gelderen and Jansen (p. 26, 2006).  
 
The distinction described above will be used in the framework for self-
assessments. It is important to make this distinction for research purposes, and 
for the feedback generated from the self-assessment.  
 

3.7 Self-assessment 

To develop a framework which should be a guideline for developing a self-
assessment, it is not only wise to determine for who the self-assessment will be – 
nascent entrepreneurs - but also it will be highly important to know what a self-
assessment is, does, and for what reasons it can be used. 
 
Self-assessment is a term that is used in several different disciplines. It does 
seem to be used the most in the quality management area. In the 
entrepreneurship field this is not the case, although Human et al. (2005) sees an 
upward trend in the usage of self-assessments for starting entrepreneurs. “The 
use of self-assessment instruments to determine students entrepreneurial 
characteristics represents a well-accepted practice in entrepreneurship courses, 
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and many professors are only now beginning to embrace web-based 
instruments” Human et al. (p. 443, 2005). 

 
Randall et al. (2000) sees a clear purpose for the self-assessments; which is 
going through a learning process. When evaluating the scores or the results of a 
self-assessment the goal will be at the end to improve the score or results that 
are not yet at the desired level. 

 
When we look at the entrepreneurship area one can conclude that the self-
assessment test is used for a person in first instance to see whether he/she has 
what it takes to become an entrepreneur. But more over, it is important to see 
what qualities need to be improved to become an entrepreneur. According to 
Human et al. (2005) self-assessments for students that want to become an 
entrepreneur are important because it will identify both strengths and 
weaknesses. When knowing the strengths and weaknesses from the feedback 
they can develop strategies (action plans, personal development plans) to 
maximize strengths and minimize weaknesses.  
 
A disadvantage of self-assessments that is mentioned in the literature is the 
honestly of students that fill in the self-assessment tests. Also the accuracy is 
questionable according to some authors (Randall et al., 2000). There are several 
terms that can be met in order to increase accuracy and close the gap between 
reality and respondent perspective of self-assessments and these will be noted in 
paragraph 4.4, and will also be included into the framework.  
 

3.8 Conclusion 

Boundaries are given in this chapter. Four generic strategies will be used as a 
basis. These strategies will be linked to models, methods and tools. The strategy 
structure is determined as having determinants and key components which will 
be filled in differently for each generic strategy. The key components can be filled 
in with entrepreneurial capital.  
 
Entrepreneurial capital is useful for describing entrepreneurs in terms of what 
they got, what they know, what they can do, who they are, what they dare, who 
they know and who knows them. 
 
The entrepreneurial capital enables an entrepreneur to exploit an opportunity. 
Opportunity is an idea for a product and or service an entrepreneur wants to 
bring to the market. Opportunities are related to risks and can be linked to 
strategies when they are evaluated in terms of value offering and customers’ 
perspective. The exploiting of an opportunity will be carried out in an 
environment. 
 
The environment will be analyzed by looking at the competitors who could 
provide information that is useful for strategy selection. When we look at 
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environment in terms of industry lifecycles, the level of risk can be related to the 
different stages of the industry lifecycle (for startups).   
 
The framework that will be developed will capture the concepts, values and 
practices for the development of self-assessments on the entrepreneurial area. 
Sections that will be included are entrepreneurial resources, opportunity and 
environment.   
 
The self-assessment that is based upon the developed framework will be 
designed for nascent (technology) entrepreneurs. The reason for this is derived 
from the focus and the scope given to this master thesis project.  
 
When concluding the whole chapter: Self-assessments are useful tools for 
informing people about what they could do or become from the information given 
by the respondent. This translated towards the entrepreneurship area could 
become a tool which could then give guidance towards making a good decision 
relating to strategy selection.  
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4. Case study: Quickscan 

The Quickscan is a self-assessment web-based tool for entrepreneurs to test 
their entrepreneurial qualities. This tool is developed by the capacity group 
Organization, Science & marketing (now it is known by the name ITEM – 
Innovation Technology Entrepreneurship & Management) from the faculty of 
IE&IS (TU/e) and organization-advisory office GITP. The Quickscan is developed 
in order of Innovation Lab and in close association with the Incubator 3+ 
foundation. The software behind the Quickscan is developed by Turpin Vision in 
2005.  
 
The Quickscan tells the respondent what it is what he/she can and will give 
advice about what aspects of the person can be improved in order to be a better 
entrepreneur. The self assessment is a list of propositions which all have to be 
answered by filling in one out of the five options which are rated 1, I don’t agree 
at all and 5 I totally agree.  
 
In order to develop insights about self-assessments for entrepreneurs, the 
Quickscan is used as a case study object. 
 
 

 

 
The first part of the propositions is based on personality characteristics. Which 
has the title, who am I? This consists out of 27 propositions. The second part of 
the self assessment is about organizational skills. This is then divided into sub 
categories: knowledge and experience, management, strategy, and finance. The 
second part consists out of 28 propositions. The third part is titled: who I know? 
This is then divided into two categories network and support. It consists out of 17 
propositions. The fourth part is about the market. First subdivision is market and 
the second is long term attractiveness. Together it consists out of 24 

Figure 4.1, Web diagram provided by the Quickscan (source: Quickscan, 2005) 
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propositions. The fifth part of the self assessment is called (future) Organization. 
This is divided into three categories which are called: “strategic, tactic and 
personnel”, “culture”, and “structure”. Together they are good for 29 propositions. 
The final part is about environment. These are 14 propositions. When all the 
propositions are rated an: I don’t agree at all – I totally agree then the results are 
reported. This is done in two ways. First the person that made the self 
assessment is given feedback about the test that he/she made by a web diagram 
(figure 4.1) which in an instant gives an overview of the scores (per themes and 
sub themes). In the text that comes along with the feedback report, it is 
summarized which points need attention when someone wants to start his/her 
company. There are three types of text that can be represented to the 
respondent which is dependent on the average score (0-2,5 low; 2,5-3,5 medium; 
3,5-5 high) of a single sub theme.  
 

Personality

Human capital

Social capital

(Future) Organization

Achievement motivation

Risk taking

Innovation driven

Internal control

Sub-themes

Environment

Knowledge and experience

Management

Strategy

Financial

Network

Growth

Support

Attractiveness of opportunity

Long term attraction

Strategic

Employees

Tactival

Culture

Structure

Hard institutions

Regional institutions

Themes

Market

 

 
In short the Quickscan propositions are based on six dimensions: Personality, 
human capital, social capital, market, (future) organization, and environment. 
These six dimensions, also called themes by the developers of the Quickscan, 
also have sub themes. These are categorized as can be seen in figure 4.2. 
 

Figure 4.2, Themes and sub themes Quickscan 
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4.1 Dataset Quickscan 

418 records (started sessions) were in the dataset of the Quickscan. After 
cleaning up the database 259 subjects were usable for data analysis (excluding 
missing values on age).  
 
Subjects that were excluded from the data analysis are the ones that not filled in 
the whole nine sections. Also double filled in questions by subjects – people that 
made the self-assessment for the second time – are excluded. Outliers are 
deleted like the people that filled in the whole test one single answer to all 
questions.  
 
The gender is determined at the hand of the first name used, or when a prefix in 
the form Mr. or Ms. was used. People that did not use a first name, or the first 
name is not particular used for one type of gender is filled in with unknown. 
 
Whether a subject had started a company was not easy to find. Usage was made 
from the companies’ names that were filled in at the Quickscan, or email/internet 
addresses. Also my own knowledge (as being linked to Incubator3+, Innovation 
Lab, during the course Entrepreneurship, doing the Certificate Technology 
Entrepreneurship program and other external entrepreneur training programs) 
helped with determining whether a company was established by a certain person.  

Figure 4.3, Database structure (source: Turpin Vision, 2005) 



Master thesis report 
H.W. van der Linden – November 2009 

 
35/71 

4.2 General analysis 

General information about the dataset can be found in table 4.1. Most of the 
subjects that filled in the self-assessment are male. This composition of the 
population is not strange because of the influence of the TU/e which attracts 
mostly male students.  

 
  

 
Notable to see is that women that filled in the Quickscan, 56% are entrepreneur. 
For the male subjects it is much lower, 37% are entrepreneur. 193 Subjects filled 
in their age and the mean is about 30 years.  
  
It is obvious that the most subjects have an academic background (figure 4.4). 
This has to do with the fact that the Quickscan is used by an entity aligned with 
the TU/e. The access to the Quickscan is easier for students, or old students 
from the TU/e.  
 

 

Table 4.1, General overview subjects Quickscan 
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Figure 4.4, Backgrounds of the Quickscan respondents 
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4.3 Entrepreneurial differences 

When we look at the differences in educational backgrounds between 
entrepreneurs and non-entrepreneurs we see that the on average entrepreneurs 
have followed less education (figure 4.5). Again here it has to be noted that 
students following courses at the TU/e have filled in the Quickscan. One clear 
example is that people that follow the Entrepreneurship course get access to the 
Quickscan.  
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It is tried to see if there are clear differences between entrepreneurs and non-
entrepreneurs. 
 
When visual checking the difference between the scores given per question, it 
became clear that most questions were scored some what the same for the 
entrepreneur, and the “not” entrepreneur. From the 139 questions, 81 of them 
were categorized as equally scored.  
 

 

Figure 4.6, Box-plot variable 125 

Figure 4.5, Educational levels (non)-entrepreneurs 
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The remaining 56 questions were mainly scored higher by the subjects that 
owned a company. 49 questions to be precise were scored higher when one 
examine the box plots (figure 4.6). From the 49 questions only 9 were scored 
eminent higher. Most of those questions included ratings about experience level 
about specific subjects. A clear example is the level of knowledge and 
experience on the financial level.  
 

From the Quickscan, seven questions were scored higher by the “not” 
entrepreneurs compared to the established entrepreneurs. Those questions were 
about research and technology. The reason for this seems straight forward by 
arguing that the fact that the Quickscan is mostly filled in by people studying at a 
University of Technology gives them a head start on those subjects. 
 
It seems that the females that do have a company seem to have more 
experience years (high specific human capital) behind them on average when 
compared to the males (figure 4.7). Still there is of course an uncertainty factor 
because of the unknown gender. Although one logical explanation of the high 
experience mean for females is that this would decrease the feeling of taking 
risks when they start a business within an industry which they are already familiar 
with.  
 

 

 

Figure 4.7, Experience years divided in company owner and gender 
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When we look at the means of the sections of the Quickscan (figure 4.8) we see 
that one section is scored higher by non-entrepreneurs compared to 
entrepreneurs (Long term attraction). When looked at the questions that 
comprise the section it can be seen as an environmental scan. One argument 
can be given that this section is scored higher by the non-entrepreneur because 
they are not operating in a specific market and therefore do not see the 
difficulties that are in that market such as harsh competition. The entrepreneurs 
on the other side do have a lot of knowledge about the market they operate in, 
and (this could lead that they) therefore are less positive about the market they 
are in.  
 
The sections of the Quickscan can be used for analyzing purposes. However, the 
dimensions (themes and sub-themes) used for building the self-assessment are 
of more relevance because these are derived from the literature. Also the 
feedback that is generated is based on these dimensions. In figure 4.9 the 
average scores of the non-entrepreneurs and entrepreneurs are given. Almost on 
all the dimensions the entrepreneurs scored higher then the non-entrepreneurs. 
But one dimension is scored higher by the non-entrepreneurs which is hard 
institutions. It is argued that this has to do with the facilities offered by the TU/e 
that this is scored higher by students. The entrepreneurs seem to have the 
feeling that they have less access to hard institutions. This could be that they are 
more realistic and know from experience that it is difficult appealing to those hard 
institutions (they could be known by entrepreneurs but to benefit from the hard 
institutions is another story).  
 

Figure 4.8, Average scores per section 
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4.4 Conclusions 

Although the usable subjects within the Quickscan is still rather high (62%) it can 
be even higher. It seems that a lot of respondents did not finalize the whole self-
assessment because of the number of questions involved. Most people that 
stopped filling in the Quickscan came to that decision after completing only one 
section. 
 

Filled in sections Number of people 

1 91 

3 6 

4 1 

7 1 

8 3 

 
 
The data that is now being generated with the Quickscan cannot be used for 
sound research purposes. It is unclear what the motivation was from the 
respondent to fill in the Quickscan, for instance it is not known which respondent 
is indeed a founder of an already established company. Also it is not clear what 
the gender is. 
 
Validity of the output (genuine answers) from the Quickscan (and other self-
assessments) is questionable. In general; people overestimate themselves when 
they have to judge their own controllable traits like for instance; level of 

Figure 4.9, Average scores per dimension/themes 

Table 4.2, DNF sections Quickscan 
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cooperativeness and self-discipline. Overestimation will less likely occur at 
uncontrollable traits like creativity and lively (Dunning et al, 2004). 
 
Another way to increase validity of the output is excluding traits that are seen as 
personal and internal because these also tend to be overestimated by people 
(like their own emotions). However, external traits like aggressiveness and wordy 
are less overestimated by people that fill in self-assessments (Dunning et al, 
2004). 
 
Within the Quickscan there are 94 propositions which are categorized as being 
controllable and internal traits. From the total of 149 propositions it means that 55 
propositions tend to be over estimated by the respondents.  
 
Self-assessments’ validity according to Fox and Dinur (1988) is not high but is 
significant when a term is met. This term is that the respondent that fills in the 
test knows that his/her results are reviewed by for instance peers. When we look 
at the Quickscan, upfront it can be mentioned that the results will be reviewed by 
a coach that will be appointed to the nascent entrepreneur.  
 
Several self-assessments are looked at by me and the Quickscan in particular 
because it was possible to get all the necessary information needed for sound 
analyses. What became apparent to me is that almost all the self-assessments 
try to measure only entrepreneurial competencies. This is indeed interesting for 
giving personal feedback to the entrepreneur. The self-assessment Quickscan is 
however different then most assessments because it also includes for instance 
environmental issues.  
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5. Theoretical Framework 

Unfortunately there are not clear development methods/processes for self-
assessment, for self-assessments in the area of entrepreneurship not even one 
method can be found. On the one hand this makes it harder to validate the 
outcomes and the process of developing the framework; on the other hand there 
is more space for creativity. 
 
The framework will have three main parts: the entrepreneur, the opportunity and 
the environment. One side track is added because it seems to be of importance 
when we look in terms of risks towards the entrepreneur, opportunity and 
environment.  

5.1 The entrepreneur’s resources 

The entrepreneur’s resources are measured at the hand of two models in order 
to find a fit with a certain strategy; a third item is added to take risk into 
consideration.  
 
First we look at the entrepreneurial capital and see if this leads to a specific 
direction for the choice upon one of the four basic strategies. The second model 
is to describe the leadership style that fits the best with an entrepreneur which 
has a direct link with the basic strategies.  
 
The third item is the risk level an entrepreneur is willing to take. This is not a 
model, but an item which can be measured by using propositions.  
 

5.1.1 Entrepreneurial capital 

When we want to make a fit between entrepreneur and strategy we need to take 
apart the entrepreneur and the strategy so we can make pairs and compare 
those. As already described earlier on in this report; strategy can be taken apart 
into smaller pieces as described by Chin and Pun (2000). The same goes also 
for the entrepreneur when we describe him/her in terms of entrepreneurial capital 
like Ruurd Dijkman from GITP has done.   
 
First the foundation of the framework is anchored into the four determinants of a 
strategy: 

• Corporate strengths 

• Marketing strengths 

• Technology strengths 

• Operational strengths 
The basic strategies that are used in the framework are: 

• Product enrichment 

• Customer intimacy 

• Product leadership 

• Operational excellence 
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The first strategy; enrichment is from Gerstberger (2007). The last three 
strategies are from Treacy and Wiersema (1993). The strategy of Gerstberger 
(2007); enrichment is altered by Verhoef as being “Product enrichment”.  
 
When overlaying the literature from Chin and Pun (2000) with the latter 
mentioned literature from Gerstberger (2007), Treacy and Wiersema (1993) one 
sees that the focus of the basic strategies are one-on-one with the strategy 
determinants. This then translate into the following list: 

• Corporate strengths – Product enrichment (control the internal 
organization for maximum output) 

• Marketing strengths – Customer intimacy (know what your customers want 
and redefine products to the needs) 

• Technology strengths – Product leadership (develop innovative products) 

• Operational strengths – Operational excellence (operational process 
optimal efficient) 

 
In the article of Chin and Pun (2000) also the key components per strategy 
determinant are given. See figure 5.1 here below for a clear overview of all 
linkages between definitions used in the latter texts.  
 

Corporate strength

Marketing strength

Technology strength

Operational strength

Management commitment

Company’s mission and policies

Availability of funds and capital

Key components

Market positions

Company’s reputation

Product and service quality

R&D and innovation capabilities

Information techology and systems

(Speed of innovation)

Company’s location

Workforce skills and abilities

Cost of production/operations

Strategy determinants Basic strategies

Product enrichment

Customer intimacy

Product Leadership

Operational Excellence

 
 
 
 
Figure 5.1 shows how the focus of each basic strategy is linked to a strategy 
determinant because this is of the biggest importance for that specific basic 
strategy.  
 
These relations are made upon the definitions describing the four basic strategies 
given in paragraph 3.1. To summarize these relations, parts of the definitions of 
paragraph 3.1 are used: 

Figure 5.1, Four basic strategies with focus on determinants (derived from Chin and Pun, 2000) 
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• Corporate strength related to product enrichment: Product enrichment has a 
focus on the high quality of the output by perfect internal processing – This 
means that key components: management commitment (upon internal 
processing), mission and policies (making unique products to surprise 
customers) available funds and capital (cash flows are hard to control 
because of the project based revenues) should be guarded within the 
strategy.  

• Marketing strengths related to customer intimacy. Customer intimacy is 
about tailor and shape products and services to fit an increasingly fine 
definition of the customer. This means that key components market positions 
(ranking of product/service, brand and firm should be higher then 
competitors), companies reputation (keep expectations of customers high), 
product and service quality (fit an increasing fine definition of the customer) 
should be looked after within the strategy.  

• Technology strength is related to product leadership. Product leadership 
companies constantly work hard to implement innovation and renewal. They 
are forced to keep innovating and cannibalize their own product in order to 
stay market leader. This means that the key components R&D skills and 
innovative capacity (skilled people that are able to push limits and discover 
the unknown are employed by the company), information technology and 
systems (should be in house to support innovations and be used to be kept 
up to date), speed of innovation (in order to stay on top of the market, the 
innovative products should succeed each other in a high pace) should be 
looked after. 

• Operational strength is related to operational excellence. Operational 
excellence companies are busy with optimizing operational processes in order 
to keep prices low but at the same time, reliability (of any aspect of the 
business) does not suffer. Key components to do this are company’s location 
(centre of incoming and outgoing processes), workforce skills and abilities 
(skilled enough employees that are able to optimize operational processes), 
cost of production/operations (should be lowered to increase margins). 

 
When we link the economic capital categories and sub categories into the whole 
picture then we get figure 5.2. The key components are linked to the categories 
and sub categories of economical capital to give a clear direction how these 
should be filled in when using propositions. Paragraph 6.2.1 shows how this 
model can be used. In appendix A, a table is given which shows what the 
motivation is for linking EC categories and sub categories to the key components.  
 
 



Master thesis report 
H.W. van der Linden – November 2009 

 
44/71 

 
 
 
 

5.1.2 Leadership styles 

In the article of Gerstberger (2007) the four strategies are described with a link to 
leadership styles. These will be included one-on-one within the model. This is an 
addition to the strategy link with entrepreneurial capital (EC). 
 
In short the following links are made: 

• Product Enrichment is linked to a Charismatic leader 

• Customer Intimacy is linked to a Participative leader 

• Operational Excellence is linked to a Directive leader 

• Product Leadership is linked to a Standard Setter leader 
 

 
 
 
 
Although EC is included into the model of Gerstbeger (2007) – identity and 
personally – the model will be used separately to determine which strategy fits 
best with the entrepreneur’s leadership style. The leadership styles are divided 

Figure 5.3, Leadership styles and attributes linked to strategies (source: Gerstberger, 2007) 

Figure 5.2, EC (categories and sub categories) linked to strategy (determinants and key components) 
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into attributes that leads to a single leadership style that fits with a certain 
strategy (figure 5.3). 
 

5.1.3 Entrepreneurial risk 

Entrepreneurs are known to be risk takers. However, not every entrepreneur is 
willing to take the same amount risk then another entrepreneur. This is therefore 
interesting to know how large the risk then would be for an entrepreneur. Here I 
would propose to handle this simple by just asking some risk related questions 
(see EC: Psychological capital - What I dare). Then the average can be 
calculated, and be used to see whether the person related risk is in accordance 
with the opportunity- and environment related risks.  
 

5.2 Entrepreneurial opportunity 

The entrepreneurial opportunity as is used here can be seen as an idea that is 
developed into a product and/or service which then will be offered to customer 
segment(s). Two methods are used to link opportunity to the basic strategies. 
The third method is used to establish the risk level of the opportunity. 
 
Value offering to the customers is one way to look at the opportunity. In other 
words, in which of the values that can be offered to customers’ lies the 
opportunity? This will be done by determining the primary and secondary value 
the entrepreneur is going to offer. 
 
The previous method of including opportunity into the framework is from the 
entrepreneur’s perspective. The second one will be used to crawl into the skin of 
the customer, which is done by asking the entrepreneur how the customer will 
see the core product features and the support offered.  
 
Because opportunities come along with risks, and not each person (or 
entrepreneur for that matter) has the same intentions towards risk taking, this will 
also be included into the framework with a third model.  
 

5.2.1 Values offered to customers 

According to Dorf and Beyers (2005) leading firms have a clear first and 
secondary value they offer their customers. The values here are derived from 
Dorf and Beyers (2005) and altered so that they fit with a certain strategy. These 
values can be used to see what the respondent finds important, and match that 
with a strategy. In figure 5.4 the values are represented and linked to strategies. 
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5.2.2 Support and core product features 

Customers have their own perspective towards the product and support they buy. 
According to John (1999) derived from Mathur and Kenyon (1997) there are four 
views. The system buy, product buy, consulting buy and commodity buy. 
Although it has been applied for the facility management area, this can also be 
related to strategy choice. It makes the user of this tool aware how customers 
look at products and support, besides that it can be linked to strategies (figure 
5.5).  
 
For instance, a group of potential customers see a product along with the offered 
support as undifferentiated. When those potential customers become customers, 
they will see that as a “commodity-buy” which means they will not pay a premium 
and do not want extra advice or support when they buy the product. This is where 
operational excellence is the most suitable strategy.  
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Figure 5.4, Values offered to customers linked to strategy 

Figure 5.5, Offering from a customer’s perspective (derived from: John, 
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5.2.3 Risk of opportunity 

The assessment will also include the risk of the opportunity. This is done 
because it will be interesting for the respondent to know to what extend their 
opportunity will carry risks. This can be translated to what extend the opportunity 
fits with the respondents in terms of competencies; is the respondent a big risk 
taker, then a high risk opportunity is most likely to fit with him/her. A note here 
has to be made: if the perceived risk of the opportunity is lower then the nascent 
entrepreneur is willing to take, a “feeling” of fit is likely to occur.  
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Figure 5.6 shows how risk can be evaluated in a simple and clear manner. The 
perspective taken here is straightforward. If for instance the way the product is 
sold/brought to customers (approach) is new, more risk is involved then when the 
approach is existing. 

 

Figure 5.6, Risk indexing of an opportunity (source: Dorf and Beyers, 2005) 

Figure 5.7, Level of risk related to opportunity 
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In figure 5.7 the eight outcome possibilities are given, and then related to a risk 
level which will eventually be comparable with the risk level associated with the 
entrepreneur and the environment. In short, if none of three dimensions 
(approach, products, and customer) is new then low risk is involved. If one of the 
dimensions is new, then low/medium risk is involved. When two of the three 
dimensions are new then medium/high risk occurs. And eventually, when three 
dimensions are new then high risk is involved. The X in figure 5.7 indicates the 
nature of the situation.      
 

5.3 Environment 
As already stated earlier on in this document, the competitors of the (nascent) 
entrepreneurs are also of influence about which strategy will have the biggest 
impact on the industry. To get an accurate score here, it is important that the 
respondent has a high industry-specific human capital. The higher this human 
capital the more accurate the outcome will be. This does not influence the weight 
of the outcome, but can be reported in the feedback session of the self-
assessment.  
 

5.3.1 Competitors 

As Treacy (1995) stated: it is important to know what the competitors are doing 
because if you have a strategy that is different then there will be a market for it.  
 
So it is important to take stock about the strategies that the competitors are 
using. This will give insight whether it will be interesting to do thing differently. 
Because when in a certain industry one single strategy is being used, the other 
three are worth considering. 
 
To get more insight into the market situation of the respondent, propositions can 
be used  which could look like the following: 

 
 

Figure 5.8, Propositions for competitors’strategies 
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5.3.2 Industry 

To determine the risk level for the startup in an industry context, the lifecycle 
stage of the industry is of importance. Eisenhardt and Schoonhoven (1990) give 
an elaborated view upon the influence of the lifecycle stage environment for 
startups. The article is summarized into figure 5.9. Risk, opportunity and profit 
potential are taken into consideration and will be transferred to the framework.  
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Innovation and marketing differentiation are more necessary in dynamic and 
uncertain markets. During maturity and declining stage most existing 
organizations will be focused on optimizing efficiency of business processes.  
 

Figure 5.9, Industry lifecycle divided into four stages related to risk, opportunity and profit potential 
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5.4 Framework overview 

The seven models/ tools described in this chapter together will form the 
framework. This framework is visualized in figure 5.10. The models are organized 
within the three main subjects: Entrepreneurial resources, opportunity and 
environment. As already described in this chapter are there five ways to see 
which strategy would fit the most with the three main themes; entrepreneur, 
opportunity and environment, and three models that relate the amount of risk with 
those main themes.  
 
From the EC the psychological and human capital also influence other parts of 
the framework. The psychological capital is related to leadership style, and 
human capital (industry specific) is related to the method of analyzing 
competitors.  

 
 
 
 
The risks levels related to the three themes will be mutual compared. This can be 
included within the feedback to tell the respondent which theme needs attention 
because the risk “seems” to be higher then desired by the entrepreneur. This 
means that the risk that comes forth from the psychological perspective upon the 
entrepreneur is central.  
 

Figure 5.10, Framework overview with underlying relations 
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6. Practical application 
Although we now know how the different tools can be used within the framework, 
the question is how the content of the self-assessment could be arranged. A 
practical insight is given by figure 6.1. This figure has a black line, which shows 
how the different subthemes are related to the criteria for finding a fit for a certain 
strategy or risk level. The blue lines show how weights are influence of the 
strategy choice when a comparison within a main theme is made. The red line 
shows how the subthemes are sequenced when the self-assessment is walked 
through.  
 
The four numbered section will be discussed in the following paragraphs.  
 

 
 

 
Figure 6.1, Self-assessment design based upon framework 
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6.1 Start self-assessment 

To increase validity of the outcome of the self-assessment it is important to know 
that the answers given by the respondent are genuine. This can be done by 
letting the respondent know that his/her answers will be communicated to a yet 
appointed coach (in case of potential or nascent entrepreneurs). Information 
should be given to the respondents before starting with the self-assessment. 
 
At the start of the self-assessment some general information from the respondent 
is gathered. This is done for research purposes, and for the influence upon the 
strategy determination related to section two and four. For instance the amount of 
leadership experience is of influence upon the weight of the strategy choice 
based upon the preferred leadership style when compared to the strategy 
determination from entrepreneurial capital. The idea behind this; when someone 
has no experience in leadership, he/she will probably wont have developed a 
certain style and therefore it will be hard to measure. When someone has 
experience years behind him/her it is suggested that the more years of 
experience, the more a certain leadership style will fit with that person and 
therefore will be accurate to measure and will be more difficult to change. This 
will be discussed in more depth in the following section.  
 
Another important data to know from respondents is what the occupation is. This 
can be used in order to adjust the feedback text. And also this occupation is 
interesting to know for research purposes. Five categories are given; nascent 
entrepreneur, potential entrepreneur, entrepreneur, student and none of the 
above. These categories need short explanation so the respondent knows which 
category fits the best with him/her.  
 
For research purposes it will be interesting to ask more directed questions which 
are triggered by the answer given to the status of their occupation. For instance if 
the respondent is an entrepreneur it can be asked how many employees he/she 
has. If the respondent indicates to be a nascent entrepreneur the question could 
be asked in which stage he/she currently is located as described by the Bell-
Mason “Four stages of growth” theory: Concept, seed, product development, and 
market development stage.  Other question could concern planning, for instance: 
how many employees do you expect to have in about one year? These are 
interesting for research purposes.  
 

6.2 Entrepreneurial resources 

6.2.1 Entrepreneurial capital 

First model used in figure 6.1 related to entrepreneurial resources is the 
entrepreneurial capital model.  
 
Using the EC strategy model; per EC subcategory linked to a key component a 
question can be asked (related to one strategy) and the respondent will answer 
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whether they agree, or don’t agree. Another possibility could be that they should 
choose one out of four statements that fit the best with their opinion and/or 
preference.  When we look at the first row of the model (from paragraph 5.1.1. 
which is displayed in figure 5.2) we see the following line as in figure 6.2. 
 

 
 
 
 
Example questions/statements could be: 
PE: My management team needs to be experienced so they can make solid 
project plans and stimulate the employees to develop unique products which will 
fulfill my customer needs?  
OE: My management team needs to be capable to analyze business processes 
and optimize them? 
PL: My management team needs to be very open towards new ideas and should 
be able to filter out the good ideas which could be commercial viable?  
CI: My management team should be able to stimulate the employees to work 
hard for our customers, and make sure that the “warm” relations with customers 
are established? 
The answers of these questions need to be quantified so it is possible to 
calculate which strategy is preferred when we use the EC model. Also the 
numbers generated with the model makes it possible to give additional weights 
within the model when the strategy focus is used. As in the example given here 
above, the answer (and generated number) will have a higher outcome when 
compared to that of for instance OE because the focus of PE should be on 
corporate strength. When the answers are given a conversion will be done and 
each basic strategy will be rated [2A] and a result is generated.  

6.2.2 Leadership styles 

Continuing to the second model used: the leadership styles. This is also 
connected to experience years with leadership. The more leadership experience 
(years) the more weight to the eventual result will be generated [2B]. This is done 
because someone who has no leadership experience will most likely have 
preferences or skills developed that are more easily to be influenced/changed 
then someone who has “tons” of leadership experience.  
 

Figure 6.2, Direction guide for developing propositions 
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The model (as described in 5.1.2) can be used in various ways. The most 
straightforward way to use the model is by asking the respondent which attributes 
fits the best with him/her. Figure 6.4 shows how one could fill in four questions 
about which of the terms used would fit the best with his/her own characterizing 
of their leadership style.  
 

 
 
 
 
In the case of figure 6.4 customer intimacy would fit the most with the 
respondent. With two out of four this is not highly convincing but certainly gives a 
good direction.  
 

6.2.3 Risk related to respondent 

This part of the assessment [I] is used to determine the risk level that the 
respondent is willing to take. The risk level is categorized into four sections: low, 
low/medium, medium/high, and high. In this part of the assessment simple 
questions can be asked which then can be averaged to get one result which 
therefore can be linked to one of the four risk levels. In figure 6.5 an example is 
given how this can be done. First three questions are answered, and then the 
average is calculated therefore linked in this case to a medium/high risk level.  
 

Figure 6.3, Relation between leadership experience and weight factor example 

Figure 6.4, Leadership styles constituted from selectable personality concepts 
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6.3 Entrepreneurial opportunity 

6.3.1 Value offering 

The first model related to entrepreneurial opportunity is the value offering. The 
model for value offering is described in paragraph 5.2.1. Five categories are used 
and for each category four attributes are given which are linked to the basic 
strategies [3A]. The model can be used as Dorf and Beyers (2005) intended it. 
This means a clear primary and secondary value has to be chosen. The 
disadvantage of that way of “picking” the value offering is that two values are to 
less to make a good strategy selection. Another way to use the model is by 
choosing one value for each of the categories (experience, access, price, 
service, product). In figure 6.6 an example is given. 

 
 

 

Access Effort is needed

Product
Features/novelty

Price

Service

Experience

Customer driven Complies with specific customer needs Standard

Premium because of features High because of image/marketing Relative high because of unique projects Relative low because of low costs

Easy to reach Hard to come by Reasonable effort needed

High end product Fulfillment of needs Unique solutions to specific problem Right product for right price

Normal after sales High service during selling stage High service during development stage Overall good service

Customer intimacy Product enrichment Operational excellenceProduct leadership

Figure 6.5, Psychological capital directed propositions related to risk levels 

Figure 6.6, Selectable value offering related to the opportunity 
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Each respondent gets to see the five categories and then will be asked which 
value they want to offer their customers per category. In figure 6.6 on can see 
that product enrichment is picked twice. This would indicate that the value 
offering would fit the best with the latter mentioned strategy. Also a combination 
can be made with the primary and secondary value. The respondent can be 
asked what their primary and secondary value could/should look like and then 
link those to a weight factor. This weight factor will then be used to calculate 
which of strategies fits the best with the value the respondents want to offer their 
customers.  
 

6.3.2 Customers’ perspective 

Potential customers will look at the product/service that is offered and they will 
compare them to already existing products. They then make a conclusion 
whether the product/service is differentiated in terms of service/support and the 
core features. This can be seen in close relationship with strategies [3B] as 
described in paragraph 5.2.2. Two ways to implement this model, first: the 
respondent can point out in which quadrant the product is within, second: 
questions can be asked whether the services/support and core features are 
differentiated.  

 
 
Figure 6.7 shows an example of the model used and pointed out by someone. In 
this example, one sees that the fourth quadrant is chosen. This is related to the 
OE basic strategy.  
 

6.3.3 Risk of opportunity 

Risk of opportunity is the second way to determine the risk level, this time it will 
be related to the opportunity [II]. It is argued that the newer the opportunity will be 
to customer, market and the way to sell and bring the product and/or service, the 
more risk will be involved. Again four risk levels are used which later on can be 

Figure 6.7, Clickable customers’ perspective model  
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related to the other two risk assessments. The model can be easily implemented; 
again two obvious methods can be used. One is by asking three questions for 
example: do customers exist? Is the market new? Is the approach (distribution 
channel) new? The second can be done by letting the respondent point out which 
quadrants fits the best with his/her opportunity.  
 

 
 
 
 
In the example case of figure 6.8 a low risk would be related to the opportunity 
because all three dimensions (approach, products, customer) are existing.  
 

6.4 Environment 

6.4.1 Competitors 

This method in determining which strategy would be best to follow when 
information about competitors is known will become more accurate when the 
respondents have an increased number of industry specific experience years. 
First it needs to be established whether the industry in which the opportunity will 
be exploited, also the industry is in which the respondent has experience years. If 
this is established, propositions need to be answered. First it needs to be known 
whether the competitors have a high level of homogeneity among their strategies 
they carry out. So the respondent will be asked for instance: how high would you 
rate the similarity of strategies among your competitors? Three options are for 
now included; low, medium, high. When high, then it will be more interesting to 
know what the competitors are doing, and therefore try to find a strategy that is 
different. When the answer is low, then it will become less interesting. The 
answer here can be used to influence the weight of the outcome (4A).  

Figure 6.8, Two-fold clickable opportunity risk model  
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6.4.2 Environmental risks 

For starting ventures the stage of the industry lifecycle is of big influence upon 
uncertainties that one encounters. According to an article of Eisenhardt and 
Schoonhoven (1990) each stage of an industry lifecycle can be linked to 
uncertainties. These are here related to one of the four risk levels already several 
times described here in this report [III]. The most simple way to use this tool is by 
letting the respondent point out (visual or via propositions) which industry he/she 
will enter and at which stage that industry is.  
 

6.5 Generating feedback 

Feedback is crucial in self-assessments and therefore has to be done extensive. 
Textual and visual feedback is recommended. In figure 6.9 an example for a 
feedback report is shown. Each result from a method or tool to determine a 
strategy fit or risk level is displayed. Also an overall feedback section is include to 
show what the self-assessment would advice to the respondent.  
 

6.5.1 Strategy selection 

It is possible to let the self-assessment calculate one single strategy that would fit 
best with the respondent. However, it seems more valuable to give the 
respondent feedback upon each selection that is made and rate in which degree 
the basic strategies are fitted to the answers/input given by the respondent.  
 
If we take the example of figure 6.9 we see that on the entrepreneurial level PE is 
the most suited strategy to follow. However, when we look at the opportunity, it 
seems that customer intimacy and operational excellence are the far more 
“better” strategies. When compared to the environment we see again that PE is 
the most interesting strategy to follow. In an overall conclusion, the respondent 
would be best suited with PE as first strategy driver, but the second strategy 
driver would be operational excellence.  
 
It would be of more value when respondents would make their own conclusions 
when determining which strategy would fit with the best with him/her. Each 
respondent has its own preferences of what he/she finds important. These 
preferences can be included into the framework, but I belief that a single answer 
does not say that much. In the case that feedback is given per model used then 
the respondents can make their own judgments about the strategy they want to 
follow and therefore have a more “richer” learning moment. The textual feedback 
will then tell the respondent why a certain strategy would fit (per model) and if 
that strategy would be chosen, it can point out what could be done to get the 
ultimate fit with that strategy. 
 
Of course an overall conclusion feedback section can be included to provide the 
respondent a summarized perspective of how the self-assessment would 
recommend which strategies to follow. Information should be given that the 
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respondent should not blindly follow one specific strategy, but to focus on one to 
be able to excel at and the others should be on a reasonable level.  
 

 
Figure 6.9, Example of a feedback report  
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6.5.2 Risk levels comparison 

Within the framework three types of risks are included. Each type is related to 
four risk levels. In the case of strategy it is hard to determine which theme 
(entrepreneur, opportunity, environment) would be most important. In the risk 
levels comparison case the entrepreneur will be determinant. So the risk level of 
the entrepreneur will be compared to the other two risk levels (II, III). If the risk 
level of the opportunity or the environment is higher, then a mismatch is found. If 
the risk levels are the same or lower then a match is established.  
 
The respondent should be notified whether the risk levels are indeed matching or 
mismatching. This is done textual in figure 6.9 in the “overall conclusion” 
subsection “risk levels”. 
 
This chapter gives the reader more insights about how the framework can be 
used, and how a developed self-assessment could look like. More practical 
recommendations will be given in the following chapter. Also other terms which 
could be included within the self-assessment are written down.  
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7. Finalizing the research 
The report concludes with four paragraphs which are framework limitations, 
practical recommendations, future research and conclusions.  

7.1 Framework limitations 

Mission and vision is included within entrepreneurial resource section, however 
this is questionable because entrepreneurs have different views when setting up 
a business. There are entrepreneurs that want to make a business and sell it 
within five years. Others are building a business for family purposes and yet 
others see their new found business as their live work. The vision and mission 
asked within the propositions should be done on business level, not on personal 
level. 
 
Because the framework is not yet implemented for developing a self-assessment, 
it is hard to validate whether the framework will work. However, a practical 
examination is done and explanations are given how the framework could be 
used. This has led to a design of a self-assessment that seems usable. The 
features of this self-assessment are innovative compared to other entrepreneurial 
self-assessments and will give respondents other and improved insights about 
strategies. This is seen as an added value compared to the conventional 
entrepreneurial self-assessments.  
 
Although it is not known how the developed self-assessments that are based 
upon the framework will be perceived by the respondent. It does make it possible 
to keep the self-assessment rather short, which increases the likelihood that they 
will finish the complete test. This is positive for research purposes. Also, the 
directions that the framework gives for people that design the self-assessment 
are able to ask pinpointed questions to the respondent. These questions will be 
perceived as valuable by respondents. Another advantage of the framework is 
that not only propositions have to be used, but the models could be used one-on-
one by letting respondents click within the models. This increases the ease of 
use of the self-assessment for the respondents.  
 
Relations made within the framework are known to exist in the real world. 
However, it is not known how these relations should look like and how the data 
and model are influenced by the relations other then the direction the relation has 
(e.g. more years industry experience leads to a more accurate assessment of 
competitors). In the future these relations maybe figured out by researchers, 
when this is the case these could be implemented at a later time.  
 
The framework does not propose that a respondent should follow one single 
strategy, or that only one strategy will be the best one. It gives the respondent 
knowledge about what strategies are, and what can be used to base a decision 
on when choosing a strategy. The sections used in the framework (entrepreneur, 
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opportunity, environment) are based on literature (as are the models) and 
therefore useful.  
 
The focus of the framework is upon technology nascent entrepreneurs. Although 
the models used within the framework are not all specific for technology nascent 
entrepreneurs. The framework will be less interesting for developing self-
assessment for established entrepreneurs that have a clear vision about which 
strategy to use. But for the entrepreneurs that “just” started their business and 
never clearly thought about strategies could use the self-assessment based on 
the proposed framework, to see if they are on the “right” path. Another possibility 
is that entrepreneurs use a self-assessment derived from the framework to see if 
a new business opportunity fits with their current business strategy, markets they 
operate in, and with their own entrepreneurial resources. However one note has 
to be made here: environmental risks are based within the framework upon 
starting ventures.  
 
The proposed way to communicate feedback to the respondents is very basic. 
The reason for this is twofold. First, to draw up the content of the feedback was 
outside the scope of this research project. Second, the basic feedback makes it 
easier for the respondent to get insight into strategies and triggers them to think 
about how the strategy is related to the answers given in the self-assessment, 
hence; strategy decision awareness is created.  
 
Most of the time new ventures are started from an entrepreneurial team. The 
framework is based upon a single person. However, with small adjustments it is 
possible to include multiple respondents. This will be further explained in the 
recommendations.  
 
The framework and therefore the self-assessment that will be developed will be 
used as a tool to gather information at a certain moment of time. Some parts of 
this information will change over time. Therefore the feedback and possible the 
preferred strategy will change. How to handle this is excluded from the 
framework but will be further discussed in the practical recommendations.  
 

7.2 Practical recommendations 

At the beginning and perhaps at the end of the self-assessment information 
should be given to the respondent. Information that should be communicated to 
the respondent are: 

• Answers and results are available for research purposes 

• Answers and results are available for coaches 

• The self-assessment is designed to create awareness about strategy 
selection 

• Answers to questions can not be wrong or right 

• It is good to excel at one basic strategy, but the other three should be at 
an acceptable level. 
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For research purposes it can be interesting to know what the motivation is why 
someone started a business. These can be included as an open question at the 
start of a self-assessment.  
 
The people that are going to design a new self-assessment should read this 
report thoroughly to understand how the propositions should look like. Terms and 
definitions used and described in this report are crucial. The directions that are 
given by the models used within the framework are clear enough to develop the 
propositions, and in case of for instance the customers’ perspective model, it can 
be used one-on-one.  
 
The length of self-assessments should be considered. If the self-assessment is 
too short, the accurateness of the outcome will suffer. When a respondent wants 
to finish the self-assessment but becomes impatience, they will loose 
concentration which results in a decrease in the accurateness of the answers 
and/or outcome. Another scenario concerning the length of the self-assessment 
is that if a respondent thinks that the self-assessments takes up to much of 
his/her time the likelihood that the self-assessment will not be completed 
increases. A good balance has to be found. Solutions like including clickable 
models within self-assessments saves the respondent time and the variations 
and creativeness in the methods of gathering data from respondents will create 
the feeling that the time needed to complete the self-assessment is not as long 
as it is in real life.  
 
When a self-assessment is implemented with the use of software, some 
parameters should not be fixed. Relations between data and models in the 
framework could change over time, or more information could become available 
and therefore usable within the self-assessment. However, it should be clear for 
the “keepers” of the database generated by the self-assessment that this should 
only be applicable for feedback purposes. The way that information is translated 
into data that is uploaded into a database should not be changed; otherwise 
valuable data for research purposes is lost.  
 
If the self-assessment is implemented and data is generated, it is important for 
research purposes that clear procedures are developed. Examples of procedures 
are for instance to let respondent take the test at T0 but also at T1. If an email 
address is given, an automatic email could be sent after x months to the 
respondent with the question whether he/she will be kind enough to fill in the self-
assessment for the second time. Also a note can be made that this is also 
beneficial for the respondent because when certain aspects are changed, 
strategy preferences/fit can also change over time.  
 
Although it is mentioned several times throughout this report that the data can be 
used for good research, it will be important to know before making the self-
assessment operational what the goals are for that research. The self-
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assessment is an easy tool for gathering data, but it can become much more 
valuable if the right data is gathered and therefore specific information of the 
respondent has to be targeted and collected. An example of interesting research 
could be based upon expanding literature about which basic strategies are 
proven to be more successful at the different industry lifecycle stages. Although 
this is included into the framework, the eventual strategy that is executed by the 
person that moved from nascent entrepreneur to entrepreneur is information that 
is missing and should therefore be collected at a later moment in time.  
 
When considering nascent entrepreneurs as respondents of a self-assessment. It 
is important when a coach is appointed, to show the coach the results of the self-
assessment. The coach can give better support to the nascent entrepreneur and 
give more clear guidance. Also the answers of the respondent on personal level 
will be closer to the truth when they known the results are assessed by an 
“outside” party.  
 
To increase the validity of the self-assessment, questions/propositions from 
validated lists should be used.  
 
Respondents should have an option to overlay (digital) the feedback results from 
other venture team members to see if there is a level of similarity among them or 
if they are complementary.  
 

7.3 Future research  

Before implementing the self-assessment that is developed with the guidance of 
the framework it should be tested on a sample population (including potential 
entrepreneurs, nascent entrepreneurs, entrepreneurs and students) in order to 
see if the results are desirable. The self-assessment should be evaluated by the 
people that developed it, and by the respondents that filled in the test. From this 
evaluation more insights should be generated which can be used to further fine 
tune the self-assessment. 
 
It should become clear what kind of research goals can be reached by using the 
self-assessment that is derived from the proposed framework. To get insight what 
could be(come) valuable research data, more research needs to be done what 
the needs of the researchers are in the area of entrepreneurship. 
 
Because filling in the self-assessment with propositions was outside the scope of 
the master thesis project, research has to be done to see which tested and 
validated question/proposition lists are available. These lists needs to be 
analyzed to filter out which propositions can be used within the self-assessment 
that is developed based upon the framework. This helps future researchers for 
doing good research and helps to make the self-assessment more general 
applicable. 
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7.4 Scientific contribution 

More in depth information is provided about self-assessment in relation with 
entrepreneurship. This information is used for taking on a new perspective upon 
entrepreneurial self-assessments. The literature only shows self-assessment for 
entrepreneurs with the focus on competencies.  
 
Where the literature lacks to combine several tools and methods for making 
strategy selection, this research has shown a path that can be taken for 
combining tools and methods. Further more, the framework can be used to 
develop self-assessments for nascent entrepreneurs that does not only give 
respondents advice, but also will create awareness among those respondents. 
This can help them in the future when making important decisions relating to 
strategies.  
 
Self-assessments based upon the proposed framework enables researchers to 
gather new data from nascent entrepreneurs which could be used in the future to 
find answers to new research questions. These research questions could be 
related to strategies and starting ventures. For instance: what is the most 
successful strategy for a starting venturing related to the industry lifecycle stage? 

 

7.5 Conclusions 

Within this document which reports the master thesis project, the main research 
question is answered: 
How should a framework look like which can be used for developing self-
assessments for nascent entrepreneurs so information and awareness 
about strategy selection relating to the entrepreneur, opportunity and 
environment is communicated? 
 
The framework is formed during the master thesis project and it consists out of 
three main themes: entrepreneurial resources, entrepreneurial opportunity and 
environment. The first theme, entrepreneurial resources, takes a look at the 
entrepreneur by using a tool to determine the level of entrepreneurial capital one 
possesses and the preferences one has towards leadership styles. The second 
theme is about rating the entrepreneur’s opportunity. This is done by asking what 
kind of values they want to offer to the customer, and to view the opportunity from 
the customers’ perspective. The third theme, environment, is to see whether a 
certain strategy would be more interesting in an industry in which established 
competitors have a level of preference towards strategies.  
 
Within the framework which is developed, also a risk level section per theme is 
included. The risk levels can tell the respondent whether he/she indeed fits with 
the opportunity and environment risk levels. These risk levels can be of 
importance for nascent entrepreneurs if they see that a mismatch occurs. They 
then can figure out how to reduce risks related to opportunity and environment.  
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For the information and awareness part of the main research question 
concerning strategy selection: the feedback section is included into this report. By 
showing respondents which strategy and/or the level of a certain strategy fits with 
them based upon the themes and subthemes (both visual as textual) information 
is provided and therefore awareness is created.  
 
The six sub research questions are used as a guideline for giving a complete 
answer to the main research question. The answers to the sub research 
questions are summarized here below: 

• RQ1: Which strategies can be used in order to become successful as 
entrepreneur? 

o Four basic strategies are used: product leadership, operational 
excellence, product enrichment, customer intimacy 

• RQ2: What are characteristics of entrepreneurial opportunities? 
o These are described as value offering, and how customers perceive 

them.  

• RQ3: Which resources does a nascent entrepreneur possess? 
o Entrepreneurial resources are divided into entrepreneurial capital 

and as leadership style 

• RQ4: How to include environmental influence? 
o Environmental influence concerning strategy selection is based 

within the framework upon the strategies executed by competitors. 

• RQ5: What can be learned from the self-assessment “Quickscan”? 
o Certain aspects should be included within self-assessments in 

order to use the generated data for research purposes. Also length 
and content (of propositions) are important for accurateness and 
validity of self-assessments.  

• RQ6: How should the self-assessment look like which is derived from an 
own developed framework? 

o This report shows the terms and constraints that should be used 
when developing a self-assessment which is derived from the 
proposed framework. 
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Appendix A: Linking EC to strategy structure’s key components 

Key components 
Entrepreneurial 
capital focus Sub categories Motivation for linkage 

Management 
commitment Human capital Experience/Competencies 

To have management commitment: experience and competencies are 
needed. 

Company's mission and 
policies 

Psychological 
capital Values/beliefs Missions and policies are formed true values and beliefs. 

Availability of funds and 
capital Economical capital Resources Funds and capital are available true resources. 

Market positions 
Psychological 
capital Personalit/identity 

The personality and identity of an entrepreneur determines what and/or 
how the market position should look like. 

Company's reputation Social capital Bridge relations 
The nascent entrepreneur represents the company in the public eye and 
there the reputation about the company is formed.  

Product and service 
quality Economical capital Methods and Techniques 

Methods and techniques should be developed in order to test and 
guarantee product and service quality. 

R&D and innovation 
capabilities 

Human and 
Economic capital 

Knowledge and People 
and Resources 

R&D and innovation capabilities are formed by knowledge and people and 
have to be supported by specific resources.  

Information technology 
and systems 

Human and 
Economic capital 

Knowledge and People 
and Resources 

Knowledge needs to be present to understand how people and resources 
can be utilized to use and install information technology and systems. 

Company's location Economical capital Resources Resources are needed to establish a favorable location for a company. 

Workforce skills and 
abilities 

Social and 
economical capital 

Circular and bridge 
relations, people and 
resources 

Resources are needed to employ people, and it is important to make 
circular and bridge connection to keep the workforce on a desired level. 

Cost of 
production/operations 

Human and 
economic capital 

Knowledge, methods and 
techniques 

Knowledge about processes needs to be present in order to use methods 
and techniques to control/monitor costs of production and operations. 
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