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Abstract	
 
Social network development is seen as the key activity of entrepreneurs. Applying a pro-
active action strategy to social network development can increase the access of individuals to 
resources. In the early beginning of a new venture –the opportunity recognition, this access is 
important, The action theory of pro-active strategies and the initiative taken by individuals 
have appeared to be related to success in different settings. This means that the personal 
initiative taken by individuals can contribute to actions to develop one’s social network. To 
perform an active strategy a person also needs to possess networking capabilities, that is, self-
monitoring skills. Social resources are crucial to be able to recognize opportunities. This 
research helps to understand the effect of personality on actions that are performed to develop 
the social network, which is extremely useful to implement interventions that are effective to 
change behavior.  
 
The social network can be seen as a dependent and an independent variable. Most research 
has focused on the social network as an independent variable. This thesis investigates social 
resources in both directions in the model, which includes personality, social network styles, 
social resources and opportunity recognition. A qualitative, but still exploratory research, has 
been conducted among 234 university students of the Technical University of Eindhoven.  
 
Consistent with previous research, the social resources can predict the opportunity 
recognition of the students. Information collection, prognoses and planning both steps of 
action theory can increase the access of individuals to social resources. Personal initiative, 
that is, the pro-activeness of a person, increases three of the four action style dimensions of 
the student. Self-monitoring the social skills of an individual is important to be able to plan to 
meet people they do not know yet, but have no effect on other networking actions. 
 
Overall, the findings of this study demonstrate the importance of a pro-active social network 
development strategy. The homogeneity of the sample, which only consists of students, could 
have led to rejecting a part of the hypothesis which would have positive effects in different 
samples. This study shows the importance of behavioral initiative and the actions taken by 
individuals to develop and extent their social network. Further research should focus on the 
individual actions that are taken to develop and extend access to social network resources.  
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Preface	
This master thesis is based on my background, education, social contacts, and experience I 
have developed in my life, forming the basis of my insights and interests. This directed me to 
the subject of opportunity identification which came up during one of the classes of 
innovation management and has made me curious on the part that social network 
development aspect in this matter.  
 
During my mechanical engineering bachelor I participated in the course product 
management. This course made me aware of the management and marketing field. I read 
stories of how products are introduced and adapted to the customers wishes, accompanied by 
examples of failures and mistakes of larges companies like the NS. The interaction between 
markets, customers, decisions and products is a complex, and dynamic process, significantly 
different from other courses. As such, it made me curious. Therefore, I decided to follow a 
premaster program for innovation management at the TU/e. Having learned the basics of 
management, statistics and analytical thinking in the pre-master program, I started the master. 
I followed courses as new product development and focused on the entrepreneurial part by in 
writing business plans for new products. During the exchange program at the University of 
Manitoba in Canada, the Asper school of business I focused on entrepreneurship. In one of 
the courses I wrote a business plan for patented software to scan patient’s consciousness 
awareness level. Meanwhile I followed courses about entrepreneurship, where I got to know 
about great entrepreneurial examples like: Akio Morita (Sony), Howard Schultz (Starbucks). 
I performed a market research for our project and experienced some difficulties in finding the 
right target market. I learned a lot about what can go wrong, and what works in the search for 
the right target market. One of the most important things I have learned, not only from the 
entrepreneurs I talked to, but also from the investors at the jury of the business plan 
competitions we participated in, was that both the management team and the advisory board 
are the most important drivers of the start-up performance. Having the right people in your 
network that complement your skills is critical to convince of the viability of the new venture. 
My focus became more directed to the entrepreneur’s, personality and how this relates to 
different strategies for the development of the social network.  
 
While conducting my literature research at Securaplus I was supervised by several people. 
First and foremost, I would like to thank Christian Koning and Wim Berghuis for their 
guidance at the company, Hanna Doze for her theoretical and personal help and guidance, Ad 
de Jong for all his effort and detailed feedback and Dr. M. Begemann for his input that helped 
me get some deeper insight into the entrepreneurs strategy applied. I also want to thank my 
family, that is, my mother Marijke, who helped me getting the survey online and my sister 
Mirte who helped me to improve my grammar. Last but not least, I want to offer my sincerest 
gratitude to my supervisor Gerrit Rooks for being able to continuously motivate me and guide 
me through the total graduation process. He was always available for questions, even when 
he was on vacation, and was always of great help and guidance to me. 
 
Gabi Janssen 
Eindhoven, December, 2011 
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1. Introduction:	Opportunity	
Recognition	

Economists have since long acknowledged the importance of entrepreneurs in creating 
growth, prosperity and welfare of economies (Acts, 2008). Entrepreneurs are the people who 
find opportunities to put resources into better use to generate profit and act on them by 
starting new ventures (Ucbasaran, et al., 2008). New venture creations generate new jobs by 
bringing new materials, products and services to the market (Lin, 1999). The initial phase of 
starting a business, usually labeled as the opportunity recognition (OR), is often regarded as 
the critical phase in new business development (Gaglio, et al., 2001; Bhave, 1994; Krauss, 
2003; Baron, 2006). In this phase the entrepreneur determines the future evolvement of the 
new business, and key decisions are made during this initial phase (Ardichvili, et al., 2003). 
This is why the OR process deserves further investigation.  
 
The idea for a new venture emerges when pieces and fragments come together from the 
means available to the entrepreneur. The combination of these fragments into a structure, 
simply reflect what the entrepreneur can do at a particular point in time, given their 
knowledge and resources (Dimov, 2011; Baron, et al., 2006). One important source of 
knowledge and resources is the social network (SN) of an entrepreneur. A social network 
consists of individuals and relationships between individuals. Entrepreneur’s SNs bring 
important benefits for the OR process (Edelman, et al., 2010; Elfrink, et al., 2003; Smith, et 
al., 2007; Ramos-Rodrígues, et al., 2010; Stuart, et al., 2005). Entrepreneurs engage in 
interactions and networking in order to produce profit, which can come in the following 
different forms: exchanges of information (Granovetter, 1973; Burt, 2001; Lin, 1999; 
Granovetter, 2005; Coleman, 1988; Hoang, et al., 2003; Dimov, 2010), , developing ideas 
through interacting with the inner circle of friends and family (Ardichvili, et al., 2003), advise 
(Higgins, et al., 2001; Ozgen, et al., 2007), emotional/social support (Ozgen, et al., 2007; 
Brüderl, et al., 1998; Davidsson, et al., 2003), reputation/signaling features (Hoang, et al., 
2003), skills or know-how (Gulati, 1999), resources preserving or maintaining (Shane, et al., 
2000; Portes, 1998; Elfrink, et al., 2003; Ozgen, et al., 2007), influence (Young, 2009; Burt, 
2000), social credentials (Hitt, et al., 2001; Sengupta, 2011), reinforcement (Larson, 1992; 
Gulati, 1999), access to other networks (Elfrink, et al., 2003), legitimacy (Elfrink, et al., 
2003), financial resources (Sengupta, 2011), finding competent employees (Anderson, et al., 
2010), negotiate affordable prices with suppliers (Anderson, et al., 2010), finding potential 
buyers (Anderson, et al., 2010).  
 
Although most research focuses only on the benefits of the SN, the SN may also bring pitfalls 
like: investment of time to build relations (Burt, 2000), expected reciprocity when received 
something from a relation (Larson, 1992), costs of relationship mechanism as contracts, 
monitoring etc. (Larson, 1992; Anderson, et al., 2010), chance on opportunism of other party 
(Dubini, et al., 1991), blindness (Nahapiet, et al., 1998), and over-embeddedness (becoming 
blind to new developments) (Elfrink, et al., 2003). The benefits and pitfalls of the SN are 
called social resources (SR). 
 
An indication of the importance of the SN is the number of articles published in recent years. 
Nowadays 5 out of the top 20 papers published in the Administrative Science Quarterly is a 
network paper (Rivera, et al., 2010). As well as 10 out of the 30 papers from the 15 most 
cited papers in American Journal of Sociology and the American Sociology Review (Rivera, 
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et al., 2010). Social network studies originate in different fields: sociologists, anthropologists, 
mathematicians, economists, political scientist, psychologists, communication scientists, 
statisticians, ethnologists, epidemiologists, computer scientists, both organizational behavior 
and market specialists from business schools and physicist (Freeman, 2004). These research 
groups collaborate investigate individuals’ influences on each other. Different fields use 
different techniques and have different purposes. Entrepreneurs are not stand alone 
individuals that make their decisions isolate. Entrepreneurs are embedded in the SN of people 
around them by which they are influenced, channeled, facilitated or constrained (Brüderl, et 
al., 1998). The SN of the entrepreneur has a far-reaching effect and implications for their 
achievement, beliefs, and outcomes (Rivera, et al., 2010). 
 
Since social networks have been found to be a crucial aspect of entrepreneurship, it has been 
said that entrepreneurship is inherently a networking activity (Dubini, et al., 1991). People 
tend to differ in their ability to derive support from social ties (Anderson, et al., 2010). To 
establish these relationships the entrepreneur needs to be able to “sell”, attractively tell a 
credible story about their opportunity to these actors. It is even one of the key activities of the 
entrepreneur in the start-up phase to convince others to share their beliefs about what the 
organization can, and will become (Baron, et al., 2003). This means that personality plays an 
important role in the development of the social network (Baron, et al., 2000). Mostly 
accepted personality difference proven to affect a person’s social network are: self-
monitoring (Gangestad, et al., 2000; Mehra, et al., 2011; Sasovova, et al., 2010), personal 
initiative (Frese, et al., 2001; Fay, et al., 2001; Thompson, 2005), and self-efficacy (Bandura, 
1993; Ucbasaran, et al., 2008). Not only personality matters in the opportunity recognition, 
but also the intention and actions of the entrepreneur. Multiple studies have proven the 
importance of a well-defined process leads to better focus and higher changes of success 
(Carbonell-Foulquíe, et al., 2004; Westhead, et al., 2009; Gruber, et al., 2008).  

1.1 Aim	of	this	research	
Traditionally social networks have been treated as an independent variable in relation to 
opportunity recognition and new venture performance: the better the network, the more and 
better opportunities are recognized. A smaller part of literature also focuses on the social 
network as a dependent variable, for example the exploratory case studies of Jack (2010), 
Dubini et al. (1991) and Slotte-Knock et al. (2009). Network as dependent variable tends to 
be descriptive rather than predictive (Hoang, et al., 2003). The importance of research in this 
area is indicated in several papers (Jack, et al., 2010; Hoang, et al., 2003; Carolis, et al., 
2009). Following their recommendations this thesis focuses on the role of the SN strategy of 
students and nascent entrepreneurs, using a qualitative method to test the hypothesis of the 
research model described in figure 1.  
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In the process of opportunity recognition the SR play a crucial role. Although many different 
SN structures have been investigated in relation to OR and venture performance the total 
picture including strategy to develop the SN, and the influence of personality characteristics 
has until now not been studied as a whole. This thesis contributes to current literature by 
completing the model by including the strategy applied by the entrepreneur, and the 
personality characteristics in the relation to SR and OR. The social psychology literature on 
entrepreneurial strategies is brought together in this model with the business literature on 
SNs. The aim of this thesis can be formulated as follows: 
 
“To investigate in how far individual’s social network style channels (mediates) the 
relationship between individual’s personality, and opportunity recognition.” 
 
The main research question of this thesis than becomes: 
 
“To what extent do social network styles influence the development of an individual’s 
access to resources, channel (mediate) the relationship between an individual’s personality 
and his opportunity recognition?” 

1.2 Structure	of	this	paper	
The structure of the remainder of this thesis is as follow: Chapter 2 provides the reader with 
an extensive literature review coring the extensive literature concerning, opportunity 
recognition, social networks, personality characteristics, and network strategy. Chapter 3 
explains the methodology to analyze the date required from the online survey. Chapter 4 
presents the data collected during this thesis, and the decisions involved. Chapter 5 presents 
the result of the regression analysis for all different hypothesis and scenarios. In addition,  
chapter 6 provides the reader with the conclusion and recommendations for future 
improvements in entrepreneurial education and suggestions for further research.  

Figure 1: Model of 
opportunity recognition 
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2. Literature	review	
This chapter contains an overview of the literature on the model of opportunity recognition 
(OR) including, personality characteristics, and social network style (SNS) to explain the role 
of the social resources (SR) of the entrepreneur in the opportunity recognition (OR) process. 
The literature for this thesis has been searched for using the following sources: 
scholar.google.com, sciencedirect.com, webofknowledge.com and top journals in 
entrepreneurship, SNs, sociology, and  marketing. The search terms that were used where 
opportunity identification/recognition, entrepreneurship, SNs, diffusion, cognitive 
frameworks, development of SN and social resources. The number of citations that depend on 
the year published and the impact number of the journal are used as selection criteria to filter 
the results from the search engines.  
First, section 2.1, explains the research model. The following sections are structured 
according to the different factors in de model. The model is reviewed starting from the right 
side to the left. The second part, section 2.2, contains the description of opportunity 
recognition. Followed by a short description of social resources . Section 2.4 describes the 
relation between these variables. In section 2.5 the social network strategy is described. 
Finally in 2.7 of this chapter follows the description of personality characteristics and their 
relation to social networking styles.  

2.1 The	model	
Most social network research in entrepreneurship literature focuses on the social network as 
an independent variable, providing evidence for the importance of social resources in the 
opportunity recognition. Recently exploratory research has described the social network as a 
dependent variable, extending our insight in actions performed by individuals to develop their 
network. Influences of individuals intentions turned out to be larger than expected 
(Stevenson, et al., 2000). This thesis investigates social networking styles, contributing to the 
theoretical basis in literature. The personality characteristics personal initiative (PI) and Self-
monitoring (SM) are used as determinants to explain difference of SNSs between individual’s 
and thereby contributing to the theoretical basis of social network development. This thesis 
also looks at the consequences of the SNS to access to social resources (SR) to see how these 
different styles are related to the actual SR. Finally to point out the importance of these 
concepts for the entrepreneurial literature, the consequences of access to SR on opportunity 
recognition (OR) is investigated.  

 
Figure 2: Model of opportunity recognition with hypothesis 
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2.2 Opportunity	recognition	
Without an opportunity there is no entrepreneurship (Short, et al., 2009). Therefore 
opportunity recognition is widely seen as a key step of the entrepreneurial processes (Baron, 
2006). There is no general agreement about the definition of an opportunity. In this thesis I 
will use the definition of opportunity given by Smitt et al (2009): “A feasible profit-seeking 
situation to exploit a market inefficiency that provides an innovative, improved or imitated 
product, service, raw material, or organizing method in a less-than-saturated market.” 
(Smitt, et al., 2009 p. 40). In this definition, Smitt points to the notion that markets are not 
using their resources in the most efficient way. Markets change and thereby create new 
opportunities to exploit resources. Finding a more efficient way in the current market to 
exploit products, services, or materials is the source of new opportunities (Eckhardt, et al., 
2003). 
 
One of the main differences between entrepreneurs and non-entrepreneurs is the ability to 
recognize opportunities (Ucbasaran, et al., 2008). Not all opportunities are obvious for every 
person at the same time (Bhave, 1994). An opportunity is not something fixed, but evolves 
gradually (Davidsson, et al., 2003). Constant re-evaluation and adjustment by the 
ego/entrepreneur is followed by actions to evolve the opportunity into a more mature state 
(Dimov, 2010). The ego/entrepreneur is constantly seeking to a better understanding of the 
pursued opportunity, using their social resources for information and advice, to make 
informed judgments (Dimov, 2010; Baron, 2006). Difference in access to information due to 
the SR can make it able for some people before others to recognize opportunities (Mosey, et 
al., 2007). Since the opportunity recognition is an important and difficult process, it takes 
investment of both time and resources to collect information and knowledge that can reduce 
both uncertainty and ambiguity in the entrepreneurial decisions (Dubini, et al., 1991; 
Anderson, et al., 2010). To illustrate complexity, nascent entrepreneurs can spend a year just 
to look for advice how to protect and develop their idea into an attractive opportunity 
(Mosey, et al., 2007).  

2.3 Social	resources	
A social network of an individual (ego) refers to a set of connections (ties) with other 
individuals (alters) (Contractor, et al., 2002). The social resources (SR) of ego describe the 
pattern of friendship, advice, communication or support which exists in ego’s network. 
Network characteristics and their effect can help individuals to improve their entrepreneurial 
capabilities (Elfrink, et al., 2003; Ardichvili, et al., 2003; Baron, et al., 2003; Markman, et al., 
2003; Busenitz, et al., 2003). Therefore entrepreneurs who perform better are often better 
connected (Markman, et al., 2003; Corbett, 2007; Vissa, 2011; Partanen, et al., 2008; Baron, 
2006; Mitchell, et al., 2010; Smith, et al., 2007; Graag, et al., 2005; Larson, 1992; Burt, 
2001).  

“Life is not about what you know but who you know.” 
 
It is common that people look at ego/entrepreneur as an isolated decision maker. This is never 
the case, because the entrepreneur is embedded in the social context. The social network “is 
increasingly seen as a root cause of human achievement, social stratification, and actor 
behavior.” (Rivera, et al., 2010). The social context influences ego by channeling and 
facilitating or constraining the flow of resources (Brüderl, et al., 1998). Thereby the SR 
facilitate the possibility for ego/entrepreneur to use alters to complement their capabilities, 
accessing others information, skills, and resources (Granovetter, 2005; Coleman, 1988; Burt, 
2001). 
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2.4 Relation	between	social	resources	and	opportunity	recognition	
General agreement exists on the importance of SR for the opportunity recognition process 
(Butler, et al., 2010). People with better developed SR are more aware of changes, shifts, and 
overlooked opportunities (Dimov, 2011; Vissa, 2011; Davidsson, et al., 2003; Ardichvili, et 
al., 2003; Hoang, et al., 2003; Burt, 2001; Ucbasaran, et al., 2008). Both a larger and more 
diverse network have been found to contribute to the ability to find opportunities (Ozgen, et 
al., 2007; Anderson, et al., 2010; Burt, 2000). Five main reasons for ego/entrepreneur to 
contact others during idea development processes are: (1) to gain access to information; (2) to 
enhance credibility; (3) to exercise one’s influence; (4) to gain access to knowledge through 
people or objects (Simon, et al., 2011). The most important implication of the SR on venture 
performance is the access to information (Burt, 2000; Hite, et al., 2001; Borgatti, et al., 
2003), advice (Markman, et al., 2003; Corbett, 2007; Vissa, 2011; Smith, et al., 2007; 
Brüderl, et al., 1998; Portes, 1998; Pérez-Luño, et al., 2011; Ozgen, et al., 2007), and 
resource availability (Hoang, et al., 2003; Vaghely, et al., 2010). The exact content of the 
most effective network however can differ among business phases, and industries (Hite, et 
al., 2001). 
 
Previous literature has pointed out the importance of social resources in the opportunity 
recognition process. This leads to the following hypothesis. 
 

Access to social 
resources

Opportunity 
recognition

+

 
Figure 3: relationship social resources and opportunity recognition 

H1: More access to social resources will increase individual’s opportunity recognition 
ability. 

2.5 Social	network	style	
Social network dynamics are important and have been a topic recommended for further 
investigation in various studies (Rivera, et al., 2010; Jack, et al., 2010; Hoang, et al., 2003; 
Higgins, et al., 2001; Anderson, 2008; Earl, 2011; Sousa, et al., 2008; Stevenson, et al., 
2000). Elfring and Hulsing (2003) state: “the network is one of the most powerful assets that 
anybody can possess.”. Entrepreneurship is inherently seen as a networking activity (Dubini, 
et al., 1991). Therefore understanding how individuals develop their network towards a 
purpose can help to improve entrepreneurial actions. 
 
First of all an important understanding, sometimes neglected in research, is that a relationship 
between persons is not a fixed and stable process (Burt, 2001; Greve, et al., 2003; Coleman, 
1988). A relationship can change over time, and can be directed into the most beneficial 
configuration for a certain purpose (Hays, et al., 1986; Doreian, 2006; Ardichvili, et al., 
2003). A relationship cannot only change on content, but also on intensity, length, and depth 
(Freeman, 2004; Sengupta, 2011). Individuals are continually developing their SN by 
establishing, maintaining, and breaking relationship (Slotte-Kock, et al., 2010). Social 
theorists assume individuals are guided by self-interest making choice in order to benefit 
from them (Contractor, et al., 2002). Individuals actively add new ties to their network to 
complement their skills (Vissa, 2011), enhance their status (Mehra, et al., 2011), or for any 
other benefit. The social networking style’s developed by Vissa (2010) describe actions 
performed by individual’s to develop their access to social resources. Vissa (2010) via 
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inductive theorizing developed a measurement of networking styles with the following 
constructs:  

(1) Establishing interpersonal knowledge of new alters  
Extent to which ego finds out more about the new people he meets;  

(2) Time-based interaction pacing  
Extent to which ego paces his relation with contacts based on temporal markers;  

(3) Reaching out to new alters  
Extent to which the entrepreneur/ego takes steps to meet new people to promote his or 
her venture;  

(4) Relational embedding  
Extent to which ego seeks to combine social and business relations with existing 
contacts (Vissa, 2010).  

(5) Network preserving  
Extent to which ego acts to preserve all network ties;  

The social network styles however lack the theoretical basis that can describe which action 
style would be beneficial for an individual to reach their networking goals. To understand 
why one of the action styles would be most beneficial for an individual to develop the access 
to social resources the psychological action theory described by Frese (2009) is used. Action 
theory describes the process of how the entrepreneur formulates and implements strategy 
contents (Frese, 2009). Action theory looks at actions by dividing it into four steps:  

(1) Goals  
A goal is the object or aim for an action (Latham, et al., 1991). Goals can vary on their 
difficulty, content, intensity, and specificity (Frese, et al., 2000).  

(2) Information collection & prognosis 
Information collection and prognoses implies that one gets to know the environment 
so that one can act in it (Frese, et al., 2001). In the case of networking, one gets first 
identifies potential new connections. Secondly a prognosis is made if this person can 
add value to ego.  

(3) Planning  
Planning is the development of a sequence of behaviors used to translate an 
individual’s resources into actions. These actions are aimed at achieving particular 
goals (Dimov, 2010). Planning helps individuals to develop a framework and context 
before taking action (Gartner, et al., 2010). Planning helps individuals to focus the 
efforts of activities and provides a benchmark (Gartner, et al., 2010).  

(4) Monitoring & feedback  
Monitoring and feedback of the social network concerns the network governance. 
This is the coordination and understanding of the flow of information and resources.  
Subtle control mechanism can be used to coordinate the social relationships (Slotte-
Kock, et al., 2010; Dubini, et al., 1991). 

Time based pacing of the networking styles is described as measurement of temporal markers 
of contacts. Items measuring this construct can also be described as measurement of an 
individual’s networking goals. When a person is actively working towards a goal of network 
building, this person will contact people most likely for specific reason or specific needs. 
This means this construct and the phase of goal setting of the action theory are very similar.  
To reach networking goals individuals need to know more about potential new connections. 
The construct of Vissa (2010) establishing interpersonal knowledge of alters is similar to 
information collection of the action theory of Frese (2009). This construct describes how the 
ego/entrepreneur finds out more about others. Knowledge about others will generate the 
opportunity to find out how to access alters potential skills and resources. It creates 
possibility to investigate if the entrepreneur/ego will benefit from making an effort to 
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establish a relation with this person. Finding out how this person can benefit from the 
potential relationships. However the prognosis part of the action theory step is missing in this 
construct of Vissa (2010). 
Reaching out to new alters, interacting with strangers and connecting with new people will 
create possibilities for establishing new relationships that can generate social resources. 
Making other people aware of the business can also lead to recommendations of others that 
might be of interest to the entrepreneur. Going to events and interaction with strangers are 
steps taken to reach a certain goal. Steps as going to events require conscious planning to 
meet people. Since networking events have as goal to bring new people into contact. 
Especially the item on the construct consciously setting aside time to perform network 
activities indicates planning of the individual. Therefore this construct is similar to the action 
theory step planning.  
Relational embedding, the extent to which ego seeks to combine social and business relations 
with existing contacts, would have less to do with the action theory. Being able to convert 
relationships from only work related to a more personal relationship can increase the access 
to resources of this person. It could also be seen as a mechanism that is used to develop the 
social relations to be able to access resources of others. Exchange materials and specific skills 
can require a strong relationship. Developing relations into a stronger bond can be part of 
monitoring and feedback, which describes the evaluation of previous actions and adaptions 
for future benefits.  
Network preserving can be part of the control mechanism of Monitoring & Feedback. 
Network preserving, however can be very important for controlling the social network. It will 
not be an important item to measure access to resources. Since these people will not generate 
more access to new resources.  

2.6 Relationship	between	social	network	styles	and	opportunity	
recognition	

“Good” entrepreneurs actively develop exchange relationships to acquire social capital 
(Smith, et al., 2007; Ritter, et al., 2003). The entrepreneur need to constantly change his SN 
to develop the best configuration adapted to the phase and goal of the entrepreneurial 
processes (Jack, et al., 2010). Proactive strategies, featured by strong, long-term goal 
orientation, top-down planning, a broad knowledge base, low situational responsiveness and 
investment of time, energy and finance, has been related to success in many different settings 
(Krauss, 2003). Aldrich and Dubini (1991) point out the importance of the entrepreneur to 
actively develop their social network. The effective entrepreneur needs to view effective 
networking as a crucial aspect for the development of their company. “By controlling his SN 
the entrepreneur can stabilize and maintain their network relations to increase their 
effectiveness and efficiency.” (Dubini, et al., 1991 p. 309). Being proactive in SN 
development also enables the entrepreneur to control social leverage (Slotte-Kock, et al., 
2010). This means that an individual need to actively develop his network into the most 
advantageous position to be able to use the benefits that a SN can provide (Jack, et al., 2010).  
 
Differences in behavior on the four action steps have been proven to influence individual’s 
performance (Frese, 2009). In the first phase, setting challenging goals will lead to higher 
levels of effort and performance (Locke, et al., 2002; Granovetter, 2005). It will direct 
attention to goal-relevant activities and away from goal irrelevant activities (Locke, et al., 
2002). Goals enhance the speed of information processing, can direct attention, mobilize 
effort, increase persistence, and motivate strategy development (Hoegl, et al., 2003).  
In the second phase, individuals can vary in their information search activities. Entrepreneurs 
that think intensely and comprehensively about how they should solve a problem are most 
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likely to become committed to solving it and more importantly, are most likely to take action 
(Frese, et al., 2000). Because of the non-transparent environment of social networks good 
connections are hard to identify. Networking sites as LinkedIn can increase easing the way to 
find out how people are related. An active information collection would likely be needed to 
increase an individual´s performance. Finding out how people are connected and what they 
have in common can help to create tie strength to facilitate information and skill exchanges 
(Vissa, 2011).  
In the third phase, a well-developed plan often requires long-term goals and includes back-
ups for potential problems and mistakes (Frese, 2009). A complete plan is highly developed 
before put into action. Planning in the early phases of the business has already been found to 
increase entrepreneurial performance (Dimov, 2010).  
In the fourth and final phase of the action process the entrepreneur is monitoring the actions 
and improves the strategy with the collected feedback. The effect on action depends on the 
decisions that are made based on the feedback. When getting feedback information people are 
able to improve their goals. Goal setting is not very effective when there is no feedback  
(Locke, et al., 2002). To monitor the social network, new social relations can be searched and 
evaluated to develop the network effectively. Individuals need to monitor their present 
network and distinct between the different characteristics and benefits of ties, in order to 
make investment decisions. Deepening the right relations will can increase the access to 
resources. 
 
This leads to the following hypothesis:  
 
H2: Individuals that have a proactive social network style will have increased access to 
social resources. 

 
Figure 4: Relationship social network style and social resources 

2.7 Personality	
The relationship-constructing process is selective, and the entrepreneurial mind therefore 
plays a crucial role in putting connections into place (Earl, 2011). The ability of a person to 
make new connections is influenced by different personality characteristics. First the ability 
of a person to act in social situations, the self-monitor (SM) ability of the entrepreneur, will 
influence the network strategy. Secondly the personal initiative (PI), will influence the 
strategy applied by the entrepreneur.  

2.7.1 Self‐monitoring	
“Self-monitoring (SM) concerns differences in the extent to which people value, create, 
cultivate, and project social image and public appearances.” (Gangestad, et al., 2000 p. 531). 
Individuals differ in the extent that they are willing and able to monitor and control their self-
expression in social situations (Snyder, 1974; Sasovova, et al., 2010; Gangestad, et al., 2000). 
High and low self-monitors build different kinds of capital. High self-monitors focus on 
constructing social worlds that function as “effective instruments of status enhancement” and 
low self-monitors focus on constructing social worlds that support their reputations as 
“genuine and sincere people” (Gangestad, et al., 2000 p. 547)). High self-monitoring people 
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are better capable to adjust themselves to fit different situations. Low self-monitors find 
situations that fit their personality (Mehra, et al., 2011). 

2.7.2 Self‐monitoring	in	relation	to	social	network	styles		
People high on self-monitoring tend to have friends from different activities, who are part of 
different cliques (Borgatti, et al., 2003). Their choice of friends is based on the activity rather 
than likings (Mehra, et al., 2011). Low self-monitors tend to base their activities on the 
likings of their friends (Mehra, et al., 2011). By forming a bridge between the people from 
different activities, people high on self-monitoring will occupy more central positions. This 
central position creates the possibility to reap the benefits of access to diverse resources and 
information. High self-monitors tend to emerge as group leaders, and are more talkative 
(Mehra, et al., 2011). They create favorable images of themselves in the eyes of their 
interaction partner by using rich information about others, which they tactically collect. 
People high on self-monitoring spend time and effort in emotional help and support of others. 
They are able to attract more ties, and their superior social skills make it easier to overcome 
the discomfort that people typically feel in interacting with relative strangers (Sasovova, et 
al., 2010). Also their friends have more bridge building positions and therefore more access 
to resources (Sasovova, et al., 2010). High self-monitoring people are more influenced by the 
environment and less by their personality. This implies that they will learn more from their 
actions and will take an active goal setting approach to develop their network leading to 
access to more resources. Also they will have a positions that is more between cliques and 
therefore better access to more resources, because they would perform a more active strategy 
with feedback increasing their performances on their network strategy and thereby the access 
to resources.  
 
Behavior is partly influenced by the control of the individual over their behavior, the 
behavioral control, which can be measured by someone’s self-monitoring capabilities (Ajzen, 
1991). Individuals performing better in social situations probably more aware of their social 
network structure and are more likely to participate in events or actions that develop their 
social network. Self-monitoring likely influences the network action in situations that require 
the individual to possess good social capabilities. Example of these activities is when the 
individual needs to connect to new people on events. To be able to connect to strangers an 
individual need to understand how to adjust to the situation and persons on hand. Other 
activities as finding out how people are connected and assessing others on their value will not 
require the same amount of social capabilities. In general the self-monitoring, also described 
as ones skills to develop relationships would probably positively influence the social 
networking styles. This leads to the following hypothesis: 
 
H3: Individuals high on self-monitoring will have a more active social network style.   
 

 
Figure 5: Relationship Self-monitoring and Social network style 

2.7.3 Personal	initiative	
People purposefully seek to improve their well-being by evaluating between alternatives 
(Burt, 2000). They are also likely to do so in their network, but without a goal, or intention in 
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mind how do we know what is the best alternative? We already know that most of all the 
entrepreneurial intention influences the process, sometimes even more so than environmental 
factors (N. F. Kreuger, et al., 2000; Venkataraman, 1997; Fitzsimmons, et al., 2010; Ajzen, 
1991; Frese, et al., 2000). Intentions are the single best predictor of any planned behavior, 
including entrepreneurship (N. F. Kreuger, et al., 2000; Bandura, 1993; Ajzen, 1991). 
Personal initiative (PI) is a work behavior defined as an individual’s self-starting, and 
proactive behavior to overcomes barriers and achieve their goals (Frese, et al., 2001; Fay, et 
al., 2001; Thompson, 2005; Frese, et al., 1997). Initiative implies that one will deal with 
obstacles actively and persistently (Fay, et al., 2001). The consequences of an active 
approach to problems are a changed environment by the individual. Self-starting implies that 
goals of the individual are self-set and not given or assigned by someone else (Fay, et al., 
2001).  

2.7.4 Relationship	personal	initiative	and	social	resources	
What makes an entrepreneur to base decisions on what might be in the future instead of being 
guided by current affairs? To be able to start a new venture the entrepreneur needs to 
overcome barriers and unavoidable challenges (Markman, et al., 2003). People who are 
proactive are likely to seek ways to construct a social environment conductive for their own 
success. Perceived feasibility of the action to start a business is an important predictor of 
intentions to engage into the action (Dimov, 2010). To be able to start a new venture the 
entrepreneur needs to overcome barriers and unavoidable challenges (Markman, et al., 2003). 
A proactive personality has previously been related to performance and initiative taking 
(Ajzen, 1991). The stronger the intention the more likely the actor will perform the behavior. 
Perceived behavioral control plays an important part in planned behavior. Since personal 
initiative describes personality characteristics that indicate an active person who intentionally 
plans behavior. People high on personal initiative are purposefully improving their well-
being. To do so they construct the environment for their own success. People high on 
personality will most likely perform more actions in the development of their social 
resources, and thereby use an active networking style.  
This leads to the following hypothesis: 
 
H4: Individuals high on personal initiative will have an active social networking style.  
 

 
Figure 6: Relationship personal initiative and social network style 

According to previous descriptions of both personal initiative and self-monitoring it can be 
assumed that both personality characteristics are needed for the SNS. Therefore also an 
interaction effect of the two personality characteristic can be expected.  
 
H5: The effect of an individual’s personal initiative on social network style will be 
stronger, if an individual score’s high on self-monitoring.    



23 
 

3. Method	
This section describes the methodology used in this thesis, with the following aim in mind: 
 
“To test relationships between the variables of the model including personality, social 
network style, social resources, and opportunity recognition.” 
 
This chapter will describe the theoretical background of the methodology that is used to 
establish the answers to the research questions. Taken the lack of quantitative research on 
social network as dependent variable this research focuses on generating a data set to be able 
to test the hypothesis and action scales developed in previous research. First to get a better 
understanding of the strategies applied by entrepreneur in using their network, two in-depth 
interviews that were performed are described in section 3.1. After this a new on-line survey is 
developed to measure the different variables of the model described in section 3.2. 

3.1 In‐depth	exploratory	interviews		
The in-depth interviews with two experienced entrepreneurs provided information from a 
different angle as opposed to the information provided by literature regarding the methods 
applied by entrepreneurs to develop their social network. The interviews have been compared 
with current literature on network development of entrepreneurs to find the similarities, and 
to identify the most important factors to include into the model. This information has helped 
to develop the overall framework of this thesis and to create a better understanding of the 
ideas behind the development used by the entrepreneurs.  

3.2 Survey	development	
An online questionnaire has been developed to collect data to test the hypothesis of in the 
model. Different existing measurement scales that previously have been tested for reliability 
and validity are added with adjustments to fit the specific purpose and sample of this thesis. 
The developed online-survey was first tested in a small test sample of 15 participants. Using 
an online interview means using short questionnaires in order to keep participants attention, 
and bias of mechanically answered questions which reduces the reliability and validity of the 
data (Matzat, et al., 2010). With the feedback of the test participants the questionnaire is 
improved to generate a high response rate of 83.57% valid and reliable data of the 280 
students.  
Since the measurement method is very important to create reliable and valid data, different 
measurements are compared in order to find the best method to measure the different 
constructs in this thesis. Reliability measures are included to test the alertness of participants 
and the validity of their data. This section describes the measurement instrument used, and 
the trade-off between different methods.  
 
3.2.1 Variables	
To test the model, for each of the variables in the model a measurement scale needed to be 
found, or developed. The following variables are included in the model: social resources (SR) 
section Fout! Verwijzingsbron niet gevonden., social network styles (SNS) section 3.2.1.3, 
opportunity recognition (OR) section 3.2.1.2, self-monitoring (SM) section 3.2.1.4.1, self-
efficacy (SE) section 3.2.1.4.3.2 , and personal initiative (PI) section 3.2.1.4.24.3.  

3.2.1.1 Social	resources	
There are different kinds of methods available to measure the social network. However each 
of these methods has its benefits and downfalls. After comparing and testing a decision is 
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made which measurement scale fits the purpose of this study and can generate the most 
valuable data to test the model. There needs to be enough spread in the responses to show a 
pattern of more or less popular items. First choice of social network measurement was to use 
the name generator, this choice was made after consideration and comparing different kinds 
of network measurements as described in Table 1: Social Network measurements. Although 
the name generator method is time consuming and induces high costs, it generates more 
detailed information about the social network. The information includes relationships 
between actors in the network. There exist three kinds of name generators: generators based 
on interaction, generators based on the importance of certain links, and generators based on 
exchanges (Bidart, et al., 2011). These three methods have been compared to select the best 
measurement method for this thesis.  

Table 1: Social Network measurements 

Measuring the network using a name generator is most often carried out using interviews. 
Because this method is very time-consuming there has been decided to use the name 
generator in a simplified matter in an online questionnaire. Although previous research has 
showed that online surveys reduce the quality of the data (Matzat, et al., 2010). This problem 
might be resolved by using phone guidance, or sending the questionnaire by post, though 
both methods are a costly and time consuming project. A simplified online name generator 
has been tested on a small sample. Unfortunately the results where only 5% completed 
responses. Reasons were: boredom, time consuming, and misunderstanding. Even more 
simplification of the test resulted in a list of only strong contacts. Weak ties are generally a 
source of important information that can lead to the opportunity recognition, therefore this 
method will not result in data useful for the research model of this thesis. To be able to 
measure the effect of the social resources both weak and strong ties need to be measured 
(Anderson, 2008). The problematic measurement of the SN using the name generator led to 
the use of a different method: the resources generator, which is easier to use and less time 
consuming. Although less detailed information of the SN can be obtained using this 
measurement, the different resources that have been related to venture performance and 
opportunity recognition are measured accurately. Furthermore, network data derived from 
detailed lists of relevant business resources may have more predictive power than other 
methods (Hoang, et al., 2003). Some of the items of the scale of van der Graag & Snijders are 
used (Graag, et al., 2005). Some of the resources have been adjusted to fit the purpose of the 
thesis, or adapt to fit the sample. The resource generator consists of both expressive actions 
(such as visiting and talking about personal matters) as instrumental actions (connections to 
media, political area, arranging jobs).  
  

Difference Name generator/ Interpreter 
(Marin, et al., 2007) 

Resource generator (Graag, et al., 
2005) 

Position generator (Graag, et al., 2004) 

Method High costs, time consuming Concrete data, administration is quick Easy, simple, economical 
Resource 
collection 

Burden to interviewer and 
interviewee, a lot of data. Consists 
of a set of questions about the 
accessibility of different resources 
(Graag, et al., 2005). 

Easier to use. Ask individuals if they 
know people likely to help them gain 
potential access to particular types of 
resources. 

Using network members to occupation. 
Ask participants if they know someone in 
a particular kind of profession. 

Data Overview of total network, specific, 
detailed info, the resources access 
of individuals.  

With checklist for resources access is 
checked.  

Hierarchically structure though job 
prestige. Not specific.  

Bias People are left out, stronger ties are 
more obvious and remembered 
better, not very specific 

Only measures what comes out, not 
the effort that goes in relationships 

Does not take people without a job, like 
students into account. Underestimation of 
network.  
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3.2.1.2 Opportunity	recognition	
In the relation between the SN and opportunity recognition (OR), the OR is the dependent 
variable. OR is measured using the scale of Nicolau et al. (2009). This scale consist of five 
question measured on a 5-point-likert scale. In the research of Nicolau et al. (2009) 
Cronbach’s alpha was 0.72 indicating a reliable scale (Nicolau, et al., 2009).  

3.2.1.3 Social	network	style	
Starting with exploratory research comparing 15 in-depth interviews with entrepreneur on 
their network development activities several SN building activities have been identified 
(Vissa, 2006). The 18-items derived from interviews are divided under five different 
categories (Vissa, 2010). The questions contain different actions, and are tested for reliability 
and validity on a sample of 75 entrepreneurs (Vissa, 2010). 

3.2.1.4 Personality	
Three personality measurements have been added to the survey: self-monitoring, personal 
initiative, and self-efficacy. 

3.2.1.4.1 Self‐monitoring	
The 18-item self-monitoring measurement scale of Snyder (1985) is used to assess an 
individual’s self-monitoring capabilities. This measurement scale is more reliable and more 
factorial pure than the original 25-item scale. The self-monitoring score, used as a continuous 
variable, indicates the probability that an individual is a high or low self-monitor. 
Accumulating evidence suggests that self-monitoring is a stable personality trait throughout 
one’s lifespan (Gangestad, et al., 2000). The scale consist of a 5-point-Likert scale ranging 
from 1= strongly disagree to 5=  strongly agree. 

3.2.1.4.2 Personal	initiative	
Personal initiative (PI) is measured using a 7-item questionnaire developed and tested on a 
German sample by Frese (1994). The items are measured on a 5-point-likert scale ranging 
from 1= strongly disagree to 5=  strongly agree.  

3.2.1.4.3 Self‐efficacy		
The improved self-efficacy scale developed by Chen at al. (2001) after evaluation of 
reliability and validity of previous scales is used in this thesis. The improved scale resulted in 
a shorter 7-item questionnaire (Chen, et al., 2001). A 5-point-Likert scale is used for each of 
the items ranging from 1= strongly disagree to 5 =  strongly agree.  

3.2.1.5 Control	variables	
Control variable of gender, self-efficacy and specific education are included into the survey. 
Gender is a dichotomous variable with value 0=male and 1=female. Specific business courses 
has proven to increase entrepreneurial success and are therefore included as control variable 
(Mosey, et al., 2007; Ramos-Rodrígues, et al., 2010; Baron, 2006). Specific education is 
measured using raking scale ranging from 1= no experience to 5= expert on the following 
areas: marketing, financing, entrepreneurship, writing a business plan, and social networks. 
Self-efficacy, is the confidence of individuals that they will accomplish their tasks. It has been 
related to the influence of the opportunity recognition in previous research and is therefore 
added as control variable into the models (Bandura, 1993; Harrision, et al., 1996; Chen, et al., 
2001; Markman, et al., 2003; Ramos-Rodrígues, et al., 2010).  

3.3 Data	collection	and	analysis	
This section contains a description of the sample, data collection and analysis that will be 
used to perform the hypothesis testing.  
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3.3.1 Sampling	
In the determination of the sample group diverse aspects have been considered to attain the 
adequate sample to examine the hypothesis. The first idea of sample was the collection of two 
groups of novice and expert entrepreneurs. Using these two groups would create possibility to 
compare different social networking styles between experienced and inexperienced 
entrepreneurs and thereby examining the influence of experience on social network styles. 
Collecting a sample size that possesses sufficient power to test the hypotheses turned out to 
be a difficult process. Attempts to collaborate with government instances supporting 
entrepreneurs where successful, however although connections with entrepreneurs where in 
place the sample size turned out to be inadequate to realize the accumulated statistical power. 
Especially generating the expert group turned out to be problematic.  
Second method evaluated was the snowball method, using the connections of one 
entrepreneur to identify more entrepreneurs. Downside of this method is the needed time, and 
the uncertainty of size of the sample that can be generated.  
Third method was the convenience sample of students. This method is finally used in this 
thesis. The students participated in a statistical course that a large percentage of students of 
the Technology University of Eindhoven need to follow consisting of 350 participants. This 
sample size consisting of all students with similar backgrounds and education could exclude 
unexpected correlations with mediating variables not included in the survey. When using 
resource measurement scales the data is likely to be more valid within a single-industry 
approach (Hoang, et al., 2003). By using all students the human capital of the participants is 
also kept homogeneous. This generates the opportunity to leave some measurements 
otherwise needed out of the survey. Previous research has shown a relation between the 
human capital and opportunity recognition (Dimov, 2010; Ardichvili, et al., 2003), which is 
similar in our sample of students.  

3.3.2 Data	collection	
Data is collected by an online survey among 280 students form the statistical course at the 
Technical University of Eindhoven. With 234 good responses the response rate was 83.57%. 
Filling in the survey was a compulsory part of the course. To reminders were send to the 
students to generate a higher response rate. The survey started at 7-12-2011. First reminder 
was send on 14-12-2011, and the last reminder on 16-12-2011. However the survey stayed 
open, and 19 responses came after this date. Last finished responded was send on 16-1-2012. 
The average time to fill in the survey was 15 minutes.  

3.3.3 Multivariate	analysis	and	linear	regression	
Linear regression is used to test the relations with variables that only have one construct. 
However, since both SM and SNS have underlying constructs the relations need to be tested 
with a multivariate analysis (Joseph F. Hair, et al., 2006). The model is tested in three steps. 
The first model describes the relation with OR as dependent variable. The second model 
describes SR as dependent variable. The third model describes SNS as dependent variable. 
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4. Data	
For this research two kinds of data are used. First two in-depth interviews are done to get a 
better idea of the entrepreneurial process of network development in the opportunity 
recognition phase. Secondly, an online survey is developed to generated data from students 
and nascent entrepreneurs to test the hypothesis.  

4.1 Interview	data	
Two interviews were conducted. The first interview was done with an owner of a service ICT 
business. The owner has several businesses developed, and the recent started business 
provides a software service. Interesting quote: “Building customer relationships takes a long 
time, at least half a year, since buying a new software system requires a large investment and 
adjustment of the people from the organization. People need to be convinced by previous 
customers, or a trial period.” This quote is consistent with the research of Elfrink (2003) that 
to gain legitimacy strong ties are important. The choice of relationships that are build were 
very important since they require serious amounts of investment time and resources. 
Therefore Wim Berghuis developed specific goals for the number customers to connect to. A 
plan is created about developing new ties, the invested time, and resources, including 
feedback plans. This indicates that Wim Berghuis purposefully develops his social network 
into a specific direction using an action plan and feedback. 
The second interview is done with an medical device developer. Malcom Begemann 
possessed already an extensive network. Not only did he build his work-relationships, but 
also his personal relationship. ‘The require skills and resources needed to start a medical 
instrument business are expensive. I relied on the willingness of my contacts to help me 
without receiving payment, or delivering products for a price far lower than the consumer 
price. These friends could be my fellow sports people, or previous colleagues.’ Strong 
contacts are used to acquire resources below the market price (Elfrink, et al., 2003). Malcolm 
Begemann uses a very structural method to look at the start-up problems. First he created an 
overview of the needed resources, skills and materials. Problem with start-ups is the lack of 
capital to pay for the needed resources. He locates the people that have the most influence in 
their social networks. Especially in health care business it is important to create the right 
contacts and understand who makes decisions, who influences, buys, and who the 
gatekeepers are. So this interview also indicates that Malcom Begemann is intentionally 
managed the social network using goals, actions and planning. 

4.2 Survey	data	
As mentioned, an online survey is developed to collect data to test the hypotheses of this 
thesis. The survey was send to 280 students from the University of Eindhoven who actively 
participated in the mandatory statistics course. 253 complete responses, a response rate of 
83.57%. The average age of the sample varies between 18-33 years. The sample consisted out 
of 194 males and 59 female, and is relatively homogeneous in terms of educational 
background, and age.  

4.3 Evaluation	of	missing	data	
The data is analyzed on number of missing data, and patterns. Total amount of incomplete 
values is low (1,464%), the number of variables (20%) and cases that are complete are very 
small (52,96%). Therefore it is not the best option to delete al cases or variables that have 
missing cases. The total amount of missing data is only 1.464% which is < 5% meaning that 
the kind of method used to replace missing data is not important. No questions have more 
than 10% of the data missing. To test if patterns of missing data influence the variables a t-
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test has been computed. Little’s MCAR test is done with the EM estimates. MCAR test: Chi-
Square = 8606.868, DF = 8461 and the significance, p = 0,131. As the null hypothesis 
conclude that the data is missing completely at random with a p value < 0.05. The EM 
method is used to replace missing cases.  

4.4 Measure	validity		
Six of the variables are measured using a set of items. Factor analysis is done to reduce the 
data and generate the underlying constructs of the variables SNS, SE, PI, SM, and OR. Items 
that have correlations below 0.5 are not displayed and deleted. This section contains the 
factor analysis of social network style, self-efficacy, self-monitoring, personal initiative, and 
opportunity recognition. 

4.4.1 Social	network	style	
The items used to measure SNS are extracted from the article of Vissa (2010). Variables with 
correlations < 0.5 are deleted from the extraction. The factor analysis is done by principle 
components, using a Varimax rotation described in Table 12. Only four factors are extracted 
because of the low Cronbach’s alpha of NP. KMO’s test is now 0.705 significance p < .000. 
The underlying constructs generated from the factor analysis are similar to the ones found in 
the article of Vissa (2010). However one item is placed in a different category. “I assess 
whether my current contacts would be valuable to me in the future.” is placed under EKN 
instead of NP. Also one extra item is added to RO “I consciously set aside time for meeting 
new people.”, slightly increasing Cronbach’s alpha of this factor. The Cronbach’s alpha is 
still low, but for this exploratory social study we can use this scale. Results of the data 
reduction are similar to those of Vissa (2010), however using the theory of action, new factor 
descriptions are used in this thesis. TBP is changed to Network Goals (NG). NG is described 
as to what extent ego has a purpose or goal to keep in touch with people in their personal 
network. EKN is renamed to information collection & prognoses (IP). IP describes to what 
extent ego acts on the action step of information collection and prognoses by finding out 
more about new people in the network and assessing their potential value. RO is renamed to 
planning (PL) this factor describes to what extent ego performs actions to actively plan 
activities to build their network. RE stays relational embeddedness and is the extent to which 
ego embeds current existing relationship into stronger relations that can provide more access 
to their resources. Description of these constructs can be found in Table 3. 
 
Table 2 Item Loadings, Means, Standard Deviations, and Reliabilities of the 
Entrepreneurs’ Networking Action Scale 
Items TBP EKN RO RE NP Mean S.D. 
I find it difficult to keep in touch with my contacts 
without having a specific reason. 

0.797 - - - - 2.85 1.075 

I get in touch with my contacts on a need basis – if I 
do not have a specific need, I do not contact them.  

0.808 - - - - 2.38 0.900 

When one of my contacts move jobs, I lose touch 
with that person.   

0.647 - - - - 2.65 0.919 

When I meet a new person, I find out if he or she is 
connected to people I already know.   

- 0.677 - - - 3.58 0.916 

I make an effort to find out as much as possible 
about a new person that I meet.   

- 0.518 - - - 3.24 1.009 

When meeting a new person, I find out how he or 
she will benefit from our (potential) relationship .  

- 0.689 - - - 2.75 0.977 

I assess whether my current contacts would be 
valuable to me in the future 

- 0.562 - - - 3.10 1.104 

I consciously set aside time for meeting new people.  - - 0.540 - - 2.76 0.976 
When I attend industry forums & other business - - 0.756 - - 3.41 0.874 
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related networking events, I build connections with 
people I did not know before.  
When I attend social events (e.g. alumni meeting, 
rotary club, hobby associations etc.), I build 
connections with people I did not know before .  

- - 0.719 - - 3.68 0.807 

I convert a work relationship in stages to a personal 
relationship.  

- - - 0.599 - 3.43 0.832 

I take actions to build personal friendships with my 
colleagues/fellow students. 

- - - 0.663 - 3.94 0.756 

I socialize with my business contacts.   - - - 0.744 - 3.56 0.867 
I deliberately keep away from some contacts in my 
network.   

- - - - 0.638 3.11 1.008 

I stay away from contacts who make me a "one stop-
shop" for all their needs.  

- - - - 0.785 3.59 0.938 

Cronbach’s alpha .631 .554 .538 .469 .277   

Notes. This table reports data from the theory testing sample. TBP (time-based interaction pacing): This is the 
extent to which ego paces his relationship with contacts based on temporal markers. EKN (Establishing 
interpersonal knowledge of new alters): The extent to which ego finds out more about the new people he needs. 
RO (Reaching out to new alters): the extent to which entrepreneur/ego takes steps to meet new people to promote 
his or her venture. RE (Relational Embedding): The extent to which ego seeks to combine social and business 
relations with existing contacts. NP (Network Preserving): The extent to which ego acts to preserve all network 
ties.  

 
Table 3: New social network strategy construct descriptions 
 Construct Description 
GO Networking goals  To what extent ego has a purpose or goal to keep in touch with 

people in their personal network. 
IP Information collection & prognosis  To what extent ego acts on the action step of information 

collection and prognoses by finding out more about new people in 
the network and assessing their potential value. 

PL Planning To what extent ego performs actions to actively plan activities to 
build their network. 

RE Relational embedding The extent to which ego embeds current existing relationship into 
stronger relations that can provide more access to their resources. 

4.4.2 Self‐Efficacy	
Principle component method, using a Varimax rotation is used on the self-efficacy items. 
Based on the eigenvalue one construct is extracted. All items are correlating > 0.5. Total 
variance explained is 47.04%. Cronbach’s alpha 0.804 indicating a internally consistent scale.  
 
Table 4: Items, loadings, means, standard deviations of Self-Efficacy 
Items SE Mean S.D. 
I will be able to achieve most of the goals that I have set for myself. .648 3.98 .682 
When facing difficult tasks, I am certain that I will accomplish them.  .692 3.62 .813 
In general, I think that I can obtain outcomes that are important to me. .604 3.99 .523 
I believe I can succeed at most any endeavor to which I set my mind. .682 3.92 .736 
I will be able to successfully overcome many challenges. .714 3.98 .523 
I am confident that I can perform effectively on many different tasks. .737 4.01 .560 
Compared to other people, I can do most tasks very well.  .714 3.71 .747 
Notes: This table represents the factor-analysis using principal component method of the items from Chen at al. (2001)  
A Varimax rotation is used. The extracted component describes the construct of self-efficacy.
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4.4.3 Self‐monitoring	
A priori criterion for the number of factors to be rotated is based on the report of Snyder & 
Gangestad (1986) on the nature of self-monitoring. One un-rotated variable is extracted using 
a principal-axes factor analysis according to the analysis of Gangestad et al. (2000). In their 
paper they state that one large underlying factor outperformed all subscales. Total variance 
explained by this factor is 17.72%  KMO’s test .706 significance p < .000. Cronbach’s alpha 
.677, which is acceptable.  
 
Table 5: Items, loadings, means, standard deviations of Self-Monitoring 
Items SM Mean S.D. 
I find it hard to imitate the behavior of other people.       .514 3.46 .852 
At parties and social gatherings, I do not attempt to do or say things that 
others will like. 

.211 3.34 .935 

I can only argue for ideas which I already believe. .331 3.27 1.094 
I can make impromptu speeches even on topics about which I have almost 
no information.  

.570 2.96 1.084 

I guess I put on a show to impress or entertain others.       .376 2.62 .991 
I would probably make a good actor.         .579 2.71 1.040 
In a group of people I am rarely the center of attention.         .482 3.15 .950 
In different situations and with different people, I often act like very 
different persons.         

.076 2.69 1.040 

I am not particularly good at making other people like me.         .466 3.74 .898 
I'm not always the person I appear to be. -.014 2.89 1.038 
I would not change my opinions (or the way I do things) in order to please 
someone or win their favor.         

.044 2.64 1.013 

I have considered being an entertainer.  .441 2.37 1.128 
I have never been good at games like charades or improvisational acting.        .624 3.25 .972 
I have trouble changing my behavior to suit different situations.         .507 3.92 .845 
At a party I let others keep the jokes and stories going.         .484 3.11 .925 
I feel a bit awkward in public and do not show up quite as well as I should.     .606 3.48 1.065 
l can look anyone in the eye and tell a lie with a straight face (if for a right 
end).         

.270 3.16 1.127 

I may deceive people by being friendly when I really dislike them.         -.008 3.07 1.040 
Notes:This table respresents the factor-analysis of 18- items from Snyder (1985). Using the theory of Gangestad et al. (2000) 
to create with principal component method one un-rotated factor.  

4.4.4 Personal	initiative	
A principle component factor analysis is done to generate the underlying factor of the 7 items 
of the personal initiative scale. The KMO’s test is .826 p <.000. Cronbach’s alpha is 0.764. 
The total variance explained 41.6%. Description of the scale can be seen in the table 6.  
 
Table 6: Items, loadings, means, standard deviations of personal initiative 
Items PI Mean S.D. 
I actively attack problems .688 3.73 .806 
Whenever something goes wrong, I search for a solution immediately .612 3.84 .756 
Whenever there is a change to get actively involved, I take it. .762 3.53 .854 
I take initiative immediately when others don’t .705 3.48 .877 
I use opportunities quickly to attain my goal. .681 3.64 .749 
Usually I do more than I’m asked to do. .612 3.32 .907 
I am particularly good at realizing ideas. .591 3.62 .754 
Notes: Varimax rotation with principal component method. 
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4.4.5 Opportunity	recognition	
A factor analysis using principle component analysis is done to generate the underlying 
construct of the items from the opportunity recognition scale. One of the questions in the 
communality table scores < 0.5 and is deleted from the factor analysis. Total explained 
variance is 60.796%. KMO’s test is 0.762 significant with p <0.001. One construct is 
generated by the factor analysis described in the table below Table 7. Cronbach’s alpha is 
.785 which means it is an reliable score.  
 
Table 7: Items, loadings, means, standard deviations of opportunity recognition 
Items PI Mean S.D. 
I enjoy thinking about new ways of doing things. .570 4.12 .705 
I frequently identify opportunities to start-up new businesses (even 
though I may not pursue them). 

.841 3.11 1.105

How many ideas for new businesses did you think of in the past 
month? (none, 1, 2, 3, more than 3). 

.823 2.28 1.149

I frequently identify ideas that can be converted into new products or 
services (even though I may not pursue them). 

.807 3.05 1.091

 

4.5 Correlation	matrix	
The correlation matrix can be seen in Table 8 on the next page. Some high correlations can be 
seen between the social resources, personality characteristics, gender, entrepreneurial 
experience and writing a business plan can be seen on opportunity recognition. A high 
correlation is found between OR and social resources, as expected. Control variables 
entrepreneurial experience and writing a business plan are highly correlated .633. OR and SR 
are also correlated over .4 indicating a relations between these two variables. No extremely 
high or unexpected correlations are found. Personal initiative has significant correlations with 
all other variables, except gender.  



 

 
 
Table 8:  Correlation matrix     
 Mean S.D. (1) (2) (3) (4) (5) (6) (7) (8) (9) (10) (11) 
1. OR - - -           
2. SR 16.45 3.735 .405** -          
3. GO - - .099 -.029 -         
4. PL - - .199* .204** .000 -        
5. IP - - .264** .225** .000 .000 -       
6. MF - - -.020 -.002 .000 .000 .000 -      
7. PI - - .311** .215** -.144* .305** .316** .160* -     
8. SM - - .134* .160* -.229** .217** .119 .122 .327** -    
9. SE - - .312** .173** .-.042 .093 .122 .037 .425** .313** -  
10. M/F .23 0.424 -.237** -.015 -.246** .083 -.113  -.016 .045 -.110 -.121 - 
11. EE 2.24 1.077 .401** .309** -.045 .198* .163* .143* .249** .100 .253** -.094 -

12. WB 2.19 1.087 .383** .310** .038 .145* .152* .097 .178** .087 .149* -.071 .633**

Notes: Number of observations (N) = 253 for all variables.  
† p < 0.10; * p < 0.05; ** p < 0.01 (all two-tailed tests). 

   

	



 

5. Results	
This chapter contains the statistical analysis of the data to test the hypothesis formulated in 
this thesis to investigate the research model and how the different variables are related. 
The model is tested in three steps. In the first step, described in section Fout! 
Verwijzingsbron niet gevonden., the relationship between social resources (SR) and 
opportunity recognition (OR) is tested. Second step, described in section Fout! 
Verwijzingsbron niet gevonden., tests the relationship between social network styles (SNS) 
and SR. Third step, in section 0, tests the relation between the personality characteristics and 
SNS. Finally section 5.4 provides a summary of the conceptual framework. 

5.1 Effect	of	social	resources	on	opportunity	recognition	
To test the first hypothesis “H1: More access to social resources will generate more 
opportunity recognized by the entrepreneur.” A linear regression was performed, including 
the variables gender and business skills, and the other variables of the model as control 
variables. Table 9 presents the results of the regression analysis. Model 1 is the regression 
without control variables. In each of the next models a control variable is added, to see how it 
changes the model. As can be seen adding the control variables in the model increases the fit 
of the model from a R2 of .167 to .343, while SR stays significant p < .001 in all models. The 
assumptions are met. Gender, self-efficacy and writing a business plan of the control 
variables have significant effects. SR has the highest predictive value on OR and stays 
significant when the control variables are added. Thereby this model demonstrates the 
positive relation between SR and OR. This leads to the acceptance of hypothesis H1. Finding 
this relation gives some confidence about the reliability of the sample confirming previous 
research.   
 
Table 9: Standardized Regression Coefficient from Analysis Predicting Opportunity 
Recognition (N=253) 

 

Model  
Independent variable 1 2 3 4 5 6 7 
Social resources .413*** .349*** .333*** .332*** .315*** .314*** .241***

SNS GO  .109† .136* .138* .126* .065 .067 
SNS PL  .128* .073 .072 .089 .112† .083 
SNS IP  .185** .129* .129* .138* .115† .097†

SNS MF  -.020 -.050 -.051 -.041 -.042 -.073 
Personal Initiative   .190** .187** .115 .134† .121†

Self-Monitoring    .101 -.028 -.066 -.054 
Self-Efficacy     .179** .159* .126*

Gender      -.219*** -.198**

Entrepreneurship 
experience 

      .119 

Writing a business 
plan 

    .157*

Model F 47.844*** 13.600*** 13.075*** 11.162*** 11.001*** 11.884*** 12,067***

ΔF 47.844*** 4.348** 8.279** .023 7.592** 13.904*** 9.049*** 
R2 .171 .230 .257 .257 .281 .323 .374 
ΔR2 .171 .059 .027 .000 .024 .042 .051 
Adjusted R2 .167 .213 .237 .234 .256 .296 .343 
Notes: Dependent variable is opportunity recognition. Number of observations (N) = 234 for all 
variables. † p < 0.10; * p < 0.05; ** p < 0.01 *** p < 0.001(all two-tailed tests). 
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5.2 Effect	of	social	network	styles	on	social	resources	
This section tests the relation between the social network styles and SR the hypothesis is: 
“H2: Individuals that have a proactive social network strategy will have increased access to 
social resources.”. Table 10 presents an overview of the linear regression of SNS on SR. 
Expected was relations between all SNS constructs and SR to have positive relation. Model 1 
represents only SNS on SR, in the next models control variables are included. As can be seen 
in table 10 only information & prognoses, and planning are significant and positive related to 
SR. Although in the final model planning is only significant on p < 0.1, demonstrating partial 
support for H2. Only the control variable writing a business plan is also significant, no direct 
relation between the other variable and social resources is found. People that perform active 
information collection and prognosis and actively plan their activities will have increased 
access to social resources. 
 
Table 10: Standardized Regression Coefficient from Analysis Predicting Social 
Resources  

Model   
Independent variable 1 2 3 4 5 6 
SNS GO -.029 -.014 .001 -.007 -.008 -.005 
SNS PL .204** .173* .162* .171* .172** .124† 
SNS IP .225*** .193** .190** .194** .193** .156*

SNS MF -.002 -.018 -.024 -.018 -.018 -.052 
Personal initiative  .100 .082 .035 .036 .017 
Self-monitoring   .077 .052 .052 .061 
Self-efficacy   .112 .112 .068 
Gender    -.004 .020 
Entrepreneurship 
experience 

    .137 

Writing a business plan      .183*

Model F 5.857*** 5.094*** 4.456*** 4.196*** 3.656** 5.225*** 
ΔF 5.857*** 1.952 1.240 2.464 .004 10.296***

R2 .093 .100 .105 .115 .115 .190 
ΔR2 .093 .008 .005 .010 .000 .075 
Adjusted R2 .077 .081 .082 .088 .084 .154 
Notes: Dependent variable is social resources. Number of 
observations (N) = 234 for all variables.  
† p < 0.10; * p < 0.05; ** p < 0.01 *** p < 0.001(all two-tailed tests).
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5.3 Effect	of	personality	characteristics	on	social	network	styles	
Table 11 summarizes the model of the relation between personality and the social networking 
styles. A positive relation between personal initiative and the social network styles as was 
expected from hypothesis H3. Personal initiative has a highly significant relation to both 
planning, information collection & prognosis and monitoring & feedback. However there is 
no relation to goal setting, it even indicates a negative relation, which is not what was 
expected. The three significant relations give partial support for hypothesis H3. 
Self-monitoring has a highly significant negative relation with networking goals and a 
significant relation with planning. They hypothesis that self-monitoring would positively 
influence all four constructs of social network styles H4 is partially supported. Expect was to 
find that self-monitoring would influence relationship with new people, which is part of the 
planning construct. No significant interaction effect of personal initiative and self-monitoring 
is found on any of the constructs. Therefore hypothesis H5 is rejected.  

 
 	

Table 11: Standardized Regression Coefficient from Analysis SNS (N=253)  
variable Social network style MANOVA 
 GO PL IP MF Wilk’s 

lambda 
Eta-
squared 

F 

Intercept .132† -.070 .087 .033 .976 .024 1.390 
Personal 
initiative 

-.067 .282*** .328*** .151* .817 .183 12.627*** 

Self-efficacy  .031 -.069 -.033 -.054 .990 .010 .581 
Self-
monitoring 

-.242*** .146* .009 .088 .907 .093 5.780*** 

PI*SM .069 .026 -.079 -.084 .972 .028 1.604 
Gender -.610*** .197 -.290* -.043 .905 .095 5.924*** 
R2 .136 .120 .124 .043    
Adjusted R2 .117 .101 .104 .022    
Notes: Dependent variable is social network style. Number of observations (N) = 234 
for all variables.  
† p < 0.10; * p < 0.05; ** p < 0.01 *** p < 0.001(all two-tailed tests). 
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5.4 Summary	
In this model the hypothesis and the results from the models are displayed to give an 
overview of the total model. 

 
Figure 7: Summary of hypothesis 
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6. Conclusion		
Most research focused on the social network as an independent variable. Other scholars 
considered relationship formation as behavioral outcome (Vissa, 2011). Intentions of 
individuals for developing the social network have mostly been neglected, limiting the 
understanding of strategic actions in social network development. One of the persistent 
criticisms in social network research is the neglect of human agency (Sasovova, et al., 2010). 
This has motivated the developed of the research model in this thesis which investigates 
individual’s as strategic actors who intentionally strives to develop their social networks.  

6.1 Conclusion	&	Recommendation	
Results of this thesis confirm previous findings on the positive effect of social resources on 
opportunity recognition (Ozgen, et al., 2007; Anderson, et al., 2010; Burt, 2000). Consistent 
with previous findings this relationship indicates that socially provided information, support 
and resources can indeed be very helpful (Ozgen, et al., 2007; Anderson, et al., 2010; Burt, 
2000). This means that when individuals are looking for business ideas, increasing access to 
social resources can improve their opportunity recognition capabilities. Prior research 
indicated that self-efficacy, the confidence a person has in reaching their goals, might 
influence network dynamics (Sasovova, et al., 2010), however this relation is not found in the 
model of this research. The positive effects of self-efficacy on the opportunity recognition 
process of prior studies is confirmed in the research model (Chen, et al., 2001; Markman, et 
al., 2003). 
 
Previous case studies have indicated that there could be a positive effect between network 
actions undertaken to a specific goal and an individual’s access to their social resources 
(Jack, et al., 2010; Dimov, 2010; Stevenson, et al., 2000). Still, most research has only 
focused on the network as a dependent variable, finding out how different network 
configurations are beneficial in different situations (Granovetter, 2005; Burt, 2000). Dubini 
and Aldrich (1991) have concluded, by performing a literature review, that systematically 
planning and monitoring network activities can enhance capabilities of individuals and 
facilitate changes and growth in competitive areas. The research model of this thesis provides 
to my knowledge the first quantitative evidence on the positive relations between networking 
actions undertaken by students and their access to social resources. The two action steps: 
planning and information & prognosis, improve student’s access to social resources. 
Although expected, the action steps: goals and monitoring & feedback do not influence 
access to social resources in the sample of students. These non-significances might be caused 
by the homogeneous sample of students. The findings of the relation between social network 
development actions and the social resource access indicate the importance of a proactive 
network development strategy applied by individuals.  
 
The research model has taken the understanding of personal initiative to the next level by 
completing the model of personal initiative, self-monitoring, and actions undertaken by 
individuals to develop their social network. Going beyond prior studies, the results of the 
research model suggest that both personal initiative and self-monitoring influence an 
individual’s action strategy. In previous research, self-monitoring was found to have a high 
influence on new relationship creation, and the position of individuals in the network 
(Sasovova, et al., 2010; Mehra, et al., 2011). The positive relation between personal initiative 
and social network styles implies that the social network is purposely developed. Concluding 
to the findings, personal initiative can predict an individual’s social network style better than 
self-monitoring can. These findings are very important for both entrepreneurial and social 
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network theory. Intentionally managed actions performed by the entrepreneur to develop their 
network can have major implications on the ability to reach networking goals, and changes 
the configuration of their network. At the moment the focus of network research lies on fixed 
network configurations. This research highlights that the configuration of the network at one 
point in time is not the only factor that matters. This research reveals that a person can 
purposely change the social network to a certain configuration, matching the purpose of the 
individual. The social abilities of individuals only seem to matter while connecting to a 
previously unknown person in a limited time frame on social events. 

6.2 Practical	implications	
At this point, it should be noticed that these theoretical considerations can also have 
important practical applications. Firstly, it implicates what was already known from previous 
research that individuals should develop their access to resources in order to generate access 
to information that provides the basis for opportunity recognition. But, more importantly it 
sheds some light on the importance of intentionally managing the development of the social 
network. Understanding people’s actions and purposes in network development is extremely 
useful to create interventions to improve their behavior and thereby stimulating opportunity 
recognition (Ajzen, 1991). Previous research already noted that writing a business plan can 
help the entrepreneur in generating direction and goals. In the current environment where 
entrepreneurship is important to create economic growth, it is important to understand how 
new venture ideas arise. This research indicates that improving an individual’s social network 
development strategy and determining clear goals can help nascent entrepreneurs in finding 
new opportunities.  

6.3 Limitations	and	future	research	
There are some important limitations to the present findings. First of all, measurements of the 
different variable of the model were done by self-reports. The survey has used previously 
tested measurement methods and the survey has been tested in advance on a small sample. It 
should be questioned to which extent these self-report measures accurately reflect the actual 
scores. Secondly, all participants in this study are students from a single university, who are 
participating in the same course. Therefore there are no strong grounds to assume that 
individuals in other situations will generate the same results. Thirdly, a limitation is the low 
Cronbach’s alpha of the scale of social network styles. This can indicate a low internal 
consistence. This scale might need some further improvements to be used in future research. 
Future research could test this model using a different (heterogeneous) sample, for example, a 
large sample of entrepreneurs.  
 
The findings in this study indicate an important link between networking styles and social 
resources. Future research can focus on further explanation of differences in actions between 
individuals. These explanations can be found by looking deeper into the social theory of 
action and the implications on social network development. Based on the strategies found in 
action theory, four planning strategies for network building can be distinguished: complete 
planning strategy, critical point planning, opportunistic strategy, and reactive strategy (Frese, 
et al., 2000). Applying these action strategies to networking actions can yield some 
interesting findings on actions strategies applied and their success. 
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Appendix	I:	Survey	items	
 

 Monitoring & Feedback 
Code Network scale 
SN1 Has knowledge about financial matters (taxes, 

subsidies). 
(No, friend, family, 
acquaintance,  Colleague) 

SN2 Has good contacts with a newspaper, radio or 
TV station. 

(No, friend, family, 
acquaintance,  Colleague) 

SN3 Can give a reference when applying for a job. (No, friend, family, 
acquaintance,  Colleague) 

SN4 Is active in a political party. (No, friend, family, 
acquaintance,  Colleague) 

SN5 Can give advice about conflicts (at school/work, 
with family). 

(No, friend, family, 
acquaintance,  Colleague) 

SN6 Knows a lot about governmental regulations. (No, friend, family, 
acquaintance,  Colleague) 

SN7 Earns more than 5000 euro per month. (No, friend, family, 
acquaintance,  Colleague) 

SN8 Has experience in starting a business. (No, friend, family, 
acquaintance,  Colleague) 

SN9 Can discuss economic developments and/or 
business opportunities. 

(No, friend, family, 
acquaintance,  Colleague) 

SN10 Can give legal advice with problems. (No, friend, family, 
acquaintance,  Colleague) 

SN11 Has information about new developed 
technologies. 

(No, friend, family, 
acquaintance,  Colleague) 

SN12 Can develop new products. (No, friend, family, 
acquaintance,  Colleague) 

SN13 Can help locating machines and equipment. (No, friend, family, 
acquaintance,  Colleague) 

SN14 Can help provide legitimacy and a good 
reputation. 

(No, friend, family, 
acquaintance,  Colleague) 

SN15 Would invest 10.000 euro in you. (No, friend, family, 
acquaintance,  Colleague) 

SN16 Has legal expertise about property rights. (No, friend, family, 
acquaintance,  Colleague) 

SN17 Can function as mentor during your career. (No, friend, family, 
acquaintance,  Colleague) 

SN18 Knows about distributing products or services 
into the market. 

(No, friend, family, 
acquaintance,  Colleague) 

SN19 Can help you get a loan from an financial 
institute. 

(No, friend, family, 
acquaintance,  Colleague) 

SN20 Use benefits from you, but adds little 
him/herself. 

(No, friend, family, 
acquaintance,  Colleague) 

SN21 cannot get rid of and is draining you of energy. (No, friend, family, 
acquaintance,  Colleague) 

SN22 Works at the town hall. (No, friend, family, 
acquaintance,  Colleague) 
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SN23 Is sometimes in the opportunity to hire people (No, friend, family, 
acquaintance,  Colleague) 

SN24 Can find a holiday job for a family member. (No, friend, family, 
acquaintance,  Colleague) 

SN25 Will discuss intimate matters with you. (No, friend, family, 
acquaintance,  Colleague) 

SN26 Who opens doors to a professional career. 
 

(No, friend, family, 
acquaintance,  Colleague) 

SN27 Has a bad reputation you may be associated 
with. 

(No, friend, family, 
acquaintance,  Colleague) 

SN28 Prevent you from expanding by imposing 
commitments on you. 

(No, friend, family, 
acquaintance,  Colleague) 

 
Personality 
 Self-Monitoring Snyder (1974) 
Code Question scale 
SM1 I find it hard to imitate the behavior of other people. (reversed 

scale) 
1-5 Likert scale 

SM2 At parties and social gatherings, I do not attempt to do or say 
things that others will like. (reversed scale) 

1-5 Likert scale 

SM3 I can only argue for ideas which I already believe. (reversed 
scale) 

1-5 Likert scale 

SM4 I can make impromptu speeches even on topics about which I 
have almost no information. 

1-5 Likert scale 

SM5 I guess I put on a show to impress or entertain others. 1-5 Likert scale 
SM6 I would probably make a good actor. 1-5 Likert scale 
SM7 In a group of people I am rarely the center of attention. (reversed 

scale) 
1-5 Likert scale 

SM8 In different situations and with different people, I often act like 
very different persons. 

1-5 Likert scale 

SM9 I am not particularly good at making other people like me. 
(reversed scale) 

1-5 Likert scale 

SM10 I'm not always the person I appear to be. 1-5 Likert scale 
SM11 I would not change my opinions (or the way I do things) in order 

to please someone or win their favor. (reversed scale) 
1-5 Likert scale 

SM12 I have considered being an entertainer.  1-5 Likert scale 
SM13 I have never been good at games like charades or 

improvisational acting. (reversed scale) 
1-5 Likert scale 

SM14 I have trouble changing my behavior to suit different situations. 
(reversed scale) 

1-5 Likert scale 

SM15 At a party I let others keep the jokes and stories going. (reversed 
scale) 

1-5 Likert scale 

SM16 I feel a bit awkward in public and do not show up quite as well 
as I should. (reversed scale) 

1-5 Likert scale 

SM17 l can look anyone in the eye and tell a lie with a straight face (if 
for a right end). 

1-5 Likert scale 

SM18 I may deceive people by being friendly when I really dislike 
them. 

1-5 Likert scale 
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 Personal initiative Frese (1997) 
Code Question scale 
PI1 I actively approach problems 1-5 Likert scale 
PI2 Whenever something goes wrong, I search for a solution 

immediately. 
1-5 Likert scale 

PI3 Whenever there is a changes to get actively involved, I take it. 1-5 Likert scale 
PI4 I take initiative immediately even when others do not. 1-5 Likert scale 
PI5 I use opportunities quickly in order to attain my goals. 1-5 Likert scale 
PI6 Usually I do more than I am asked to do. 1-5 Likert scale 
PI7 I am particular good at realizing ideas. 1-5 Likert scale 
 
 Self-efficacy Chen et al. (2001) 
Code Question scale 
SE1 I will be able to achieve most of the goals that I have set for 

myself. 
1-5 Likert scale 

SE2 When facing difficult tasks, I am certain that I will accomplish 
them. 

1-5 Likert scale 

SE3 In general, I think that I can obtain outcomes that are important to 
me. 

1-5 Likert scale 

SE4 I believe I can succeed at most any endeavor to which I set my 
mind. 

1-5 Likert scale 

SE5 I will be able to successfully overcome many challenges. 1-5 Likert scale 
SE6 I am confident that I can perform effectively on many different 

tasks. 
1-5 Likert scale 

SE7 Compared to other people, I can do most tasks very well. 1-5 Likert scale 
 
 
 Social network style Vissa (2010) 
Code Question Scale 
SNS1 When I attend industry forums & other business related 

networking events, I build connections with people I did not 
know before. 

1-5 Likert scale 

SNS2 When I attend social events (e.g. alumni meeting, rotary club, 
hobby associations etc.), I build connections with people I did not 
know before. 

1-5 Likert scale 

SNS3 I consciously set aside time for meeting new people. 1-5 Likert scale 
SNS4 When I meet a new person, I find out if he or she is connected to 

people I already know. 
1-5 Likert scale 

SNS5 I make an effort to find out as much as possible about a new 
person that I meet. 

1-5 Likert scale 

SNS6 When meeting a new person, I find out how he or she will benefit 
from our (potential) relationship. 

1-5 Likert scale 

SNS7 I find it difficult to keep in touch with my contacts without having 
a specific reason. (R) 

1-5 Likert scale 

SNS8 I get in touch with my contacts on a need basis – (if I do not have 
a specific need, I do not contact them. (R)  

1-5 Likert scale 

SNS9 When one of my contacts move jobs, I lose touch with that 
person. (R) 

1-5 Likert scale 
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SNS10 I assess whether my current contacts would be valuable to me in 
the future. (R)  

1-5 Likert scale 

SNS11 I deliberately keep away from some contacts in my network. (R) 1-5 Likert scale 
SNS12 I stay away from contacts who make me a "one stop-shop" for all 

their needs. (R) 
1-5 Likert scale 

SNS13 I take actions to build personal friendships with my business 
contacts. 

1-5 Likert scale 

SNS14 I socialize with my business contacts. 1-5 Likert scale 
SNS15 I convert a work relationship in stages to a personal relationship. 1-5 Likert scale 
SNS16 I systematically record my contacts' address and personal details. 1-5 Likert scale 
SNS17 I write down a priority list of the things that are most important 

for building my network.  
1-5 Likert scale 

SNS18 Whenever something goes wrong I search for a solution 
immediately.  

1-5 Likert scale 

 
 Opportunity recognition (Ozgen, et al., 2007) 
Code Question scale 
OR1 I enjoy thinking about new ways of doing things. 1-5 Likert 

scale 
OR2 I frequently identify opportunities to start-up new businesses 

(even though I may not pursue them). 
1-5 Likert 
scale 

OR3 How many ideas for new businesses did you think of in the past 
month? (none, 1, 2, 3, more than 3) 

1-5 Likert 
scale 

OR4 I frequently identify ideas that can be converted into new products 
or services (even though I may not pursue them). 

1-5 Likert 
scale 

OR5 I generally lack ideas that may materialize into profitable 
enterprises (reverse scored). 

1-5 Likert 
scale 

 
 

 Demographical variables 
Code Question scale 
D3 Age Numeric 
D4 Gender Male/Female 
D7 Which study do you follow? (Automotive Technology,  HBO-minor 

Innovation Management,  HBO-
minor Operations Management and 
Logistics,  Minor Human-Technology 
Interaction,  Schakelprogramma 
Operations Management and Logistics,  
Schakelprogramma Human-
Technology Interaction,  
Schakelprogramma Innovation 
Management,  Schakelprogramma 
Innovation Sciences,  Technische 
Bedrijfskunde,  Technische 
Bedrijfskunde voor de 
Gezondheidszorg,  Technische 
Innovatiewetenschappen, other) 

D8 Select to which extent you have Yes/No 
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experience, followed education, or 
training in the following areas: Ranging 
from 1 (no experience), 2 (some 
experience), 3 (experience), 4 (much 
experience), 5 (expert) 

Marketing, Financing, 
Entrepreneurship, Writing a business 
plan, Business strategy, Social 
networking) 

 Have you taken, or are you planning to 
take, any steps to start a business? 

Yes/ 
No 
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Appendix	II:	Survey		
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Appendix	III:	Constructs	of	social	
network	style	

 
Table 12 Item Loadings, Means, Standard Deviations, and Reliabilities of the 
Entrepreneurs’ Networking Action Scale 
Items GO PL IP MF  Mean S.D. 
I find it difficult to keep in touch with my contacts 
without having a specific reason. 

.796 - - - - 2.85 1.081 

I get in touch with my contacts on a need basis – if I 
do not have a specific need, I do not contact them.  

.791 - - - - 2.36 .902 

When one of my contacts moves jobs, I lose touch 
with that person.   

.649 - - - - 2.65 .909 

I consciously set aside time for meeting new people.  - .591 - - - 2.80 .965 
I write down a priority list of the things that are most 
important to reach my goals. 

- .532 - - - 2.84 1.172 

When I attend industry forums & other business 
related networking events, I build connections with 
people I did not know before.  

- .739 - - - 3.41 .880 

When I attend social events (e.g. alumni meeting, 
rotary club, hobby associations etc.), I build 
connections with people I did not know before .  

- .684 - - - 3.68 .818 

When I meet a new person, I find out if he or she is 
connected to people I already know.   

- - .681 - - 3.61 .916 

I make an effort to find out as much as possible 
about a new person that I meet.   

- - .488 - - 3.23 .996 

When meeting a new person, I find out how he or 
she will benefit from our (potential) relationship .  

- - .726 - - 2.61 .953 

I assess whether my current contacts would be 
valuable to me in the future 

- - .617 - - 3.12 1.077 

I take actions to build personal friendships with my 
colleagues/fellow students. 

- - - .736 - 3.97 .748 

I socialize with my business contacts.   - - - .748 - 3.60 .847 
Cronbach’s alpha .631 .583 .554 .480    
Notes. This table reports the adjusted factor-analysis of the items from Vissa (2010).  
GO (network goals) the extent to which an individual sets networking goals. PL (Planning): The extent to which 
ego plans networking activities. IP (information search and prognosis) the extent to which ego finds out more about 
alters. MF (Monitoring & Feedback): The extent to which an individual uses subtle control mechanisms to further 
develop their relationships.  
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