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ABSTRACT 

 
The entrepreneurship is considered as a kind of behavioural management that its identical characteristic is 

the attention to sources, use of the new sources, use of new methods in combine sources, research, exploration, 
identification and pursuing the opportunities. In this manuscript in which a kind of analysis and conclusions is 
provided about the entrepreneurial opportunity recognition process, relevant subjects are discussed using the 
entrepreneurial concepts to state opportunity recognition in entrepreneurship. The literature of the research is 
also been discussed. The analysis of a variety of the theoretical models of recognition, exploration and creation 
of opportunity have been discussed from the view point of different scientists. In this regard, with the study of 
practical findings, it is expressed that opportunity recognition can be the result of the analysis and the result of 
the recognition too; but, even the entrepreneurs that only recognise the opportunity and do not perform 
systematic and objective analyse of opportunity recognition, have especial traits that is named as entrepreneurial 
alertness. The relation with social networks, more attention to information and external organizational events, 
familiarity with the problems, customer needs and market mechanisms in the special field of activity are the 
effective attributes in this developing entrepreneurial alertness. 
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Introduction  

 
Opportunity recognition is one of the key 

components of entrepreneurial process and one major 
factor of organizational survival and success. Despite 
the critical role of opportunity recognition, much 
material is not found in the entrepreneurship 
literature about why and how to identify 
opportunities. This article collects, classifies and 
presents opportunity recognition behaviors for 
entrepreneurs using theoretical literature and 
theoretical models of scholars. By reviewingand 
summarizing these studies,one can find that 
opportunity recognition is not the mere result of 
chance.Opportunity recognition can be the result of 
analysis as well as diagnosis; but even those 
entrepreneurs who only diagnose opportunities and 
do not perform systematic analysis and search to 
identify opportunities have particular characteristics 
referred to as entrepreneurial alertness. Some 
effective factors in creating this entrepreneurial 
alertness include relationship with social networks, 
paying more attention to information external to the 
organization, familiarity with the problems and needs 

of customers as well as familiarity with market 
mechanisms in aspecific activity area.  

In today's rapid and varying world, organizations 
to survive and thrive need to permanently recognize 
opportunities. Opportunity recognition is a key 
component of the entrepreneurial process. Many 
popular and widely used definitions consider 
opportunity as the key to understanding and the main 
component of entrepreneurial process; thus, interest 
and attention to how, why and when people achieve 
an opportunityseems quite natural.  

Opportunity recognitionis the understanding of 
the possibility of creating a brand new business or 
providing a substantial improvement in the status of 
an existing business,which, in both cases lead to a 
new profitability potential. There are two types of 
opportunity recognition. The first type is stimulated 
by external factors. In this type, decision to establish 
a business is made before opportunity recognition. 
Such entrepreneurs are looking for and filtering 
opportunities. The second path is to recognize 
opportunity by stimulating internal factors. Such 
entrepreneurs find a problem for which no solution 
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has been provided or face with an unmet need and 
then they decided to establish a business [1].  

As mentioned above, opportunity is the major 
component of entrepreneurship and it is recognized 
via understanding and diagnosing what other people 
cannot diagnose. But what is the difference causing 
thisopportunity recognition? How do entrepreneurs 
recognize opportunities? Whether they find or 
diagnose them? What information sources do they 
use? Opportunity recognitionhas been paid much less 
attention compared with opportunity evaluation. This 
paper attempts to explain the opportunity concept as 
the key element and essence of entrepreneurial 
process. For this purpose, opportunity definition, 
models to discover opportunity, opportunity 
productive forces and opportunity assessment 
frameworks are studied.  
 
Research Theoretical Basis and Background: 

 
This research reviews the literature relevant to 

discoveringopportunities and developing 
entrepreneurial ideas to recognize theoretical models 
for explaining entrepreneurial idea and opportunity 
and to determine common points and differences 
between them. In general, researchers studying 
entrepreneurial opportunity recognition can be 
divided into two general categories. The first group 
basetheir conceptual and theoretical on 
Kizner'sopinionsand the second group rely on 
Schumpeter. One of the prominent researchers in the 
first group is Shaneand in the second group is 
Sarasvathy.  

Although some researchers have described 
entrepreneurship within organizations since the early 
1970s [2], they did not seriously consider it until the 
early 1980s. By selecting the process approach, 
management scholars describedentrepreneurship 
management and creating the entrepreneurial 
atmosphere and environment in their organizations. 
In this regard, Stoner and Frydefinedentrepreneur as 
follows: someone who understands the market 
opportunity and integrates the required capital for the 
operation [3]. Stevenson and Gumpert [4], believed 
that entrepreneurs have an opportunity-based 
behavior and are not affected by resource investment 
incentives. They suggest that entrepreneurship is the 
process of value creation through forming a unique 
set of resources in order to take advantage of 
opportunities. Since the entrepreneur cannot 
masterall the necessary resources, looking for 
opportunities requires filling the resource gap [5]. 

Peter Drucker[6],introduces decision-making 
power and opportunityrecognition ability as 
important features of entrepreneurs. 
WilliamBaumol[7], argues that entrepreneur is 
someone who understands an opportunity and 
establishes an organization to pursue that 
opportunity, the entrepreneurial process embraces all 
activities related to understandingan opportunity and 

creating an organization to pursue that 
opportunity.Konig[8], link entrepreneurship with 
opportunities and state that entrepreneurs are people 
who take initiative, recognize and create business 
opportunities and offer new combinations of 
resources.  

The necessity and importance of studying 
entrepreneurial opportunity and ideas has been 
emphasized by several researchers. According to 
Eckhardand Shane [9], one cannot fully understand 
the whole entrepreneurship without studying 
mechanisms and factors affecting the emergence and 
development of entrepreneurial opportunities. 
According to Alsos and Kaikkonen[10], 
entrepreneurship is meaningless without opportunity 
diagnosis and therefore, idea and opportunity should 
be placed at the center of research in 
entrepreneurship. This has been highlighted by 
Gartner [11].  

Hills et al[12],tried to examine opportunity 
discovery as a process. His main problem was to 
determine whether opportunity discovery is a 
conscious or unconscious process. The result of data 
collected from entrepreneurs showed that the 
opportunity discovery process is conscious in 90 
percent of the respondents and involves multiple 
stages of testing and learning. Most respondents 
stated that many ideas may come into their minds but 
the more key factor is to evaluate the idea which, in 
turn, is a multi-stage process. A second topic 
discussed by Hills was factors affecting 
entrepreneurs' awareness of opportunities. In this 
case,the social network of individuals, the problems 
of customers, employees, and suppliers of previous 
companies were effective as information resources in 
opportunity discovery. A third issue examined by 
Hills was how entrepreneurs evaluate ideas. In this 
case, most entrepreneurs used intuitive methods and 
several stages for evaluating ideas. In addition,those 
ideas were valuable in their opinions that were 
consistent with their overall strategy and status.  

Anotherstudy by Lumpkin et al[13], investigated 
the entrepreneurial opportunity diagnosis process. 
They tried to measure the distinction between ideas 
and opportunity from entrepreneurs' perspective. The 
results showed that 96 percent of entrepreneurs 
believe that there is a fundamental difference 
between idea and opportunity. The survey results 
showed that: 1. the number of ideas is usually twice 
the opportunities entrepreneurs discover and, 2. there 
is usually a time interval to turn ideas into 
opportunities.This time was between a few months to 
several years in 45% of respondents,between several 
days to several weeks in 37% and no time interval in 
16%[12].  

In a study, Schwartz et al[14],classified the 
wholeprocess into twostages: 
opportunitydiagnosisand taking advantage of 
opportunity. They introduced a temporal and stable 
modelforopportunity recognition. The results showed 
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that first, opportunity diagnosis isa process and 
second, its several stages are consecutive and some 
stages may be invisible in some cases. Another key 
point was the effect of time and variables related to 
the industry in the quality and quantity of passing 
stages by entrepreneurs [14].  

Another important study with new ideas about 
opportunity discovery and idea developmentisa study 
by Craig and Lindsay[15]. They developed a model 
which divides the entire process of opportunity 
diagnosis into two stages:general 
opportunitydiagnosis and contingency 
opportunitydiagnosis. They believe that at the first 
stage, all people will agree that there is an 
opportunity but this opportunitycannot be defined as 
an opportunity for everyone. Only in the contingency 
opportunity diagnosis, opportunity is definablefor a 
certain individual. Thus, it can be concluded that 
several factors contribute to the consistency between 
opportunities with people's conditions[16]. 

Importance and necessity of opportunities in 
entrepreneurship: The entrepreneurship research 
mission is the continuous and systematic search for 
factors affecting individuals'ability in searching and 
creating opportunities, and the main purpose of 
entrepreneurship education is nothing but 
empowering people to search and create 
opportunities.  

A prominent feature of today's economy is rapid 
change. In such an economy,countries succeed that 
can adapt to these changes. Countries with higher 
rates of entrepreneurial activity can gain a better 
position in the world economy due to the nature of 
entrepreneurship in adapting to changes. In the 
General Entrepreneurship Monitor (GEM) 
consortium research which annually examines 
entrepreneurial activities and their effects in different 
countries,this result was obtained that economic 
growth rate has a significant relationship with the 
level of entrepreneurial activity in any country.  

One of the outstanding characteristics of 
entrepreneurs is to recognize and hunt opportunities 
to develop a good idea for entrepreneurship. The 
entrepreneur converts the idea into a new service or 
product during a certain process. To discover 
opportunities, entrepreneurs should be exposed to 
different industrial, agricultural and service 
information [17].  

Many researchers believe what distinguishes 
entrepreneurship research from different study fields 
such as management is the emphasis on studying 
about the opportunities discovered by entrepreneurs. 
However, many efforts have been made by 
entrepreneurship researchers to clear further aspects 
of this concept. So, the opportunity concept in the 
entrepreneurship literature is anevolving concept and 
this evolution is the result of discussions presented 
from different perspectives by numerous researchers 
[18].  

Since opportunityis considered one of the most 
important aspects in entrepreneurship,paying 
attention to the opportunity discovery and creation is 
one of the pillars of becoming an entrepreneur. 
Entrepreneurs exploit available resources and 
opportunities in order to achieve several purposes. 
Awareness of the business environment and knowing 
its rules are the secret to organizational survival and 
growth. Opportunities are based on the dominant 
paradigm. To understand the correct interpretation of 
business opportunities,one must know dominant 
rules and this will refer to paying attention to and 
interaction with the environment. In fact, 
entrepreneurship can be regarded as the discovery, 
evaluation and use of opportunities to produce goods 
and services presentable in the future. In other words, 
entrepreneurship means the study of opportunities 
[19].  
 
Resource of Opportunities: 

 
Opportunity creation resources can be divided 

into seven major groups. Although there is overlap 
between them,any resource for creating innovative 
opportunities can be seen in at least one of them. 
These seven resources areas are as follows: 
unexpected events, mismatches, process 
requirements, market or industry changes, 
demographic changes, and changes in insights and 
new knowledge. Among these resources, the first 
four items fall in a particular industry and the last 
three items are quite general irrelevant to a specific 
industry or field. 

- Unexpected events: Unexpected events are 
one of the richest opportunity-developing resources. 
No other resource can provide lucrative, effortless 
and low-risk opportunities as much as unexpected 
events. Unexpectedevents are not only often 
neglected but also their opportunities are often 
activelydisagreed by managers.  

- Mismatches: Mismatch is a difference or 
discrepancy between what is and what should be, or 
in other words, between what is and what everyone 
thinks is. Mismatches are more qualitative then 
quantitative and therefore they usually do not 
manifest themselves in the statistics and reports 
senior managers receive and consider. A mismatch is 
an opportunity and like unexpected events, it signals 
a change that has occurred, or can occur.  

- Process requirements: No generalization and 
confusion exist about "process requirements." This 
statement is quite clear. Some process requirement-
based innovations use mismatchesand some use 
unexpected events. Unlike other innovation 
resources, process requirement-based innovation 
does not begin with an event in the environment. In 
such innovations, everybody is aware of the need, 
but nobody responds. When innovation occurs,it is 
rapidly accepted as an axiomatic and soon it becomes 
a standard.  
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- Changes in market or industry: These 
changes create exceptional opportunities which are 
quite clear and predictable for those outside the 
industry. But those inside the industry see the same 
changesmainly as a threat. Therefore, those outside 
the industry who innovate using this opportunity can 
control a major segment of the industry quickly and 
with little risk.  

- Demographic changes: Among external 
changes, demographic changes which are defined as 
changes in population size, its age structure, 
demographic composition, employment status, 
education and income status are considered the 
clearest change. There is no ambiguity in them. They 
can be predicted quite reliably. Our fundamental 
assumption about population issues for this time 
period should be as follows: population-related 
issues are inherently unstable and are affected by 
sudden and rapid changes. Since many people 
neglect these opportunities, those who regularly 
review these changes and trends and benefit from 
them will get great rewards in return for this 
attention.  

- Changes in insights: The two statements 
"the glass is half full" and "the glass is half empty" 
describe the same phenomenon, but they have a great 
semantic difference. Changing attitudes from half 
full to half empty provides great opportunities. 
Changing attitudes will not change facts but their 
meaningsand it does not take much time necessarily. 
What makes people see the glass half full or empty is 
more fashion than reality; but this attitude change is 
not mysterious or intangible. This change is clear;it 
can be defined, measured and tested, and it can be 
utilized as an innovation opportunity.  

- New knowledge: Knowledge-based 
innovations are different from all other categories in 
terms of the time required, failure rate,predictability 
and the challenge facing entrepreneurs. The use of 
these opportunitiesrequires extensive research and 
effort which incurs a high cost and will nothave a 
significant yield for a long time. Thistype of 
opportunities has the longest conversion time. It 
usually takes a long time from the emergence of 
knowledge and itsconversion into a usable 
technology. After this time, it takes another long time 
until this technology appears on the market as a 
product, process or service. In general, 
thisemergence time is about fifty years. Over time, 
this figure has not changed significantly even in the 
twentieth century. [1]. 
 
Opportunity Theories:  

 
Generally,there are two perspectives on 

opportunities in the entrepreneurship literature. The 
first states that opportunities are natural events 
previously existed in the world and then they are 
discovered and exploited by entrepreneurs. 
Proponents of this view include Kizner[2], 

Drucker[6],Singh [20], Singh [21], Singh [22], 
Shane[22], Kickul[23] and Krueger [25]. In contrast, 
the second view states that opportunities should be 
considered as thought in concepts that entrepreneurs 
are seeking to create risks in a world that basically 
depends on their mentality and actions for 
development. In this view, opportunities are not 
discovered before operation but they are considered 
as creative and social processes. Proponents of this 
view include Corbett[26], Ucbasaran[27] and 
McCline[28]. In the meantime, some other 
researchers have attempted to link these two 
conflicting views under broader theoretical 
frameworks. Some psychological issues on creativity 
suggest that both discovery and creation aspects are 
special cases from more general processes. 
Psychological models generallymention five steps in 
creativity: preparation, incubation, insight, evaluation 
and description. Among the scholars of this topic,one 
can point to Lumpkin, Hills and Schrader [29].  

For many years, opportunity diagnosishas been 
considered as a key step in entrepreneurial processes. 
It can be considered as a cognitive process during 
which individuals recognize opportunities. Of course, 
this is only an initial step in an ongoing process 
which is distinct from detailed feasibility 
assessments of opportunities and turning them into 
reality. Baron'sstudy aims to apply perceptual and 
cognitive theories within the opportunity diagnosis 
area. Accordingly,the author has made hypotheses 
for achieving results. First, opportunities come out of 
complex models and chance (luck). For example, 
chances in economic, political, social, technological 
and conditions and so on. The second hypotheses is 
based on that opportunity recognition is dependent 
on the individual's cognitive structures; structures 
that are the result of past experience in the life. These 
structures help certain individuals understand the 
relationship between seemingly unrelated changes or 
events. In fact, understanding these relations 
constitutes the core of opportunity recognition [30].  
 
Opportunity RecognitionModels:  
 

If opportunities are the result of changes in 
technology, market, society, economy, and so on, 
then one can logically state that they involve 
complex models which are considered potentially. 
Whether or not these models are discussed,they are 
an important itemin the opportunityrecognition 
process. Studies present perception as a cognitive 
model which is a process different from unrelated 
models. In fact, they are considered as detectable 
continuous practices. The alternative cognitive 
modelstresses that the importance of special 
sciences,apart from being ideal, are stereotyped. 
Some of these models state that when people are 
faced with new situations or events,they compare 
them with concrete examples of the related concepts 
stored in theirmemory. For example, when the 
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business opportunity concept arises,it can be 
perceived in the individual's mind due to the 
combination of multiple business opportunities faced 
with in the reality. Perception is always a 
probabilistic process.While some drivers in the 
external world are so transparent that are recognized 
by everyone, many drivers are weaker and thus their 
recognitionoccurs with more uncertainties. On the 
other hand, sensitivity towards events has changed 
over time so that the individual can understand a 
driver at a specific time but not at other times.  

It is clear that some people recognize 
opportunity better than others. Some results indicate 
that some distinctions can have a key role in the 
success of new risks. First, people who are highly 
successful in opportunity recognitionmay have more 
developed stereotypes about opportunities in their 
minds which may increase their ability to recognize 
opportunities. Second, recent results in cognitive 
science show that working memory is a cognitive 
system in which individual's knowledge and 
experience interact with new information.This 
memory may playa key role in the performance of 
many complex tasks. As a result, one should say that 
the cognitive view can provide valuable insights 
about opportunity recognition [30]. Next, some 
opportunity recognitionmodels are presented:  
 
-Proactive Search Model: 
 

 Shane is the main developer of this idea. In this 
model, opportunities exist objectively in the 
environment but theyare discovered subjectively by 
entrepreneurs. Shane tries to list external parameters 
and variables which make opportunities appear in the 
environment. Schumpeter believes that these factors 
include technical innovations, social, political, and 
administrative factors and macroeconomic 
developments.Druckerbelieves that these factors 
include unexpected events, conflicts between 
expectations and realities, process requirements, new 
knowledge, changes in the industry and market 
structure, demographic trends, and changes in 
preferences and tastes. Whythe opportunities created 
in the environment due to the said factors are 
discovered only by few people is believed to be due 
to the opportunity recognition modelcaused by non-
uniform knowledge distribution between individuals. 
This difference in knowledge is in part due to 
experience and education and in part due to 
individuals' temporal and spatial circumstances in 
social networks. Further,how the received data is 
processed in the entrepreneur's mind is also a major 
factor in the difference between people in 
opportunity recognition. Another point emphasized 
in this modelis that detailed planning is required to 
take advantage of opportunities. Developing a 
complete business plan allows the entrepreneur to 
protect the idea against competitors while acting to 

supply resources and establish the exploiter 
organization [23].  

Advocates of this modelare as follows:  
- Drucker believes that most innovations are 

the result of conscious and purposeful search.  
- In a study onhigh-tech entrepreneurs, 

Zietsma[31]showed that 52% of entrepreneurs have 
foundopportunities through active search. It seems 
that actively searching for opportunities is more 
prevalent in the intra-organizational 
entrepreneurship, and independent entrepreneurs less 
act to actively seek opportunities [18].  

- Problemistic Search Model: - The 
problemisticmodel is a search that begins due to 
facing a problem or failure. Compared to the 
proactive search, this search is more limited and 
focused in terms of search scope and its results have 
also less variation [32].  

- Fortuitous Discovery: Kizner[2],is generally 
known as the originatorof opportunity discovery and 
idea development theoretical frameworks. According 
to Kizner, opportunities are discovered by those who 
are conscious about environmental changes. He 
believes that opportunity discovery occurs without 
conscious search because it is impossible to search 
for unknown things. Empirical evidence of fortuitous 
discoveryshows that fortuitous 
opportunitydiscoverycan also lead to the 
development of successful businesses. The fortuitous 
discoverymodel was extended by Ardichvili et al 
[33].Inthis mode, the individual performs searching 
but this search is completely unconscious and exists 
mainly due to previous experience and education 
[18].  

- Opportunity Creation: Schumpeter is the 
originator of the fourth model. In this model, the 
entrepreneur first creates the opportunity in his/her 
mind and then convinces customers to use the idea 
by interacting with them. In this model,human 
creativity and potentials playa major role in 
opportunity creation and the environment forms after 
the entrepreneur's creative act. In this model whose 
main developer is Sarasvathy [34],opportunity is 
considered the result of daily activities of individuals 
and groups. In this approach, entrepreneur starts with 
very limited resources but a hopeful vision of the 
future.The content, identity and direction of the 
established company and business are determined in 
interaction with other entrepreneurs and 
organizations. The entrepreneur tries to create an 
atmosphere in which his/her skills, capabilities and 
experience lead to economic balance and stability.  
 
Opportunity recognition and hunting opportunities:  
 

Generally creativity, innovation and opportunity 
recognition are the main components of 
entrepreneurship definition. Timmons [35], believes 
that "entrepreneurship is the process of creating and 
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pursuing opportunities regardless of currently 
available resources."  

In their study, Chandler et al[36] found that 
entrepreneurs are people who can see and evaluate 
business opportunities, gatherrequired 
resources,reach its resulting evaluation and do right 
actions to achieve success. According to the 
entrepreneurship definition,it can be said that the 
entrepreneur does not wait for the government to 
invest and create jobs. He/sheprovides facilities with 
a proper understanding of opportunities and the use 
of stagnant capital. Then, he/she realizes his/her 
ideas by the organization and proper management of 
resources [5].  
 
The process of opportunity recognition and 
exploitation:  
 

The fact is that there is no special and unique 
process to correctlyrecognize opportunities and 
competitive advantage factors, butone should rely on 
the managers' insight of the business environment; an 
insight which is the result of their true recognition 
and understanding of the environment and business 
rules. So one should try to discover newer and more 
effective ways to meet customer needs, truly 
interpret environmental changes and utilize new 
opportunities. Opportunities are always created and 
destroyed in the environment and understanding and 
interpreting them require reviewing and 
understanding organizational environment and the 
rules governing it. Given that many opportunities 
exist in our environment, organizations must have 
mechanisms in their ongoing programs to evaluate 
and explore the environment and discover strategic 
opportunities.  

Today, the task of entrepreneurs has changed 
from opportunity discovery to alertness. In this view, 
entrepreneurs act as an intermediary for opportunity. 
In opportunity creation theories, entrepreneurs do not 
become aware of new business opportunities by 
recombining knowledge in new ways, but they create 
previously absent knowledge for activity. Then 
theyreceive market responses for theseactions, learn 
from them and then act again. On the other hand, 
according to discovery theories, the discovery and 
exploitation of opportunitiesoften require 
entrepreneurs to recombine old and new information 
in new and innovative ways [19].  

In Gartner's analysis, the entrepreneurial 
process,as opportunity recognition and exploitation, 
indicates the following:  

- The entrepreneur finds a business opportunity. 
- The entrepreneur gathers resources.  
- The entrepreneur produces the product or 

service and releases it. 
- The entrepreneur establishes an organization. 
Given above, Gartner believes that the 

entrepreneurial process involves all activities that 1) 
originate from the entrepreneur and 2) lead to the 

release of a product or service to the market. For 
more detailed explanation of entrepreneurial 
behavior, Gartner [11]listed five entrepreneurial 
activity categories as follows:  

- Opportunity discovery and explanationinclude 
9 different activities such as setting business goals, 
planning and competitor analysis.  

- Resource mobilization includes 15 different 
activities such as search and determination of capital 
resources, receiving loans, legal and technical advice.  

- Setting up and operating a business involves 5 
different activities such as negotiation with 
distributors and daily management of business 
activities.  

- Determining customers and sellingto them 
includes 5 different activities such as sales and 
management of sales channels.  

- Dealing with issues outside of business 
activities such as dealing with family problems.  

In an overall classification,the set of theoretical 
efforts on explaining the entrepreneurial process can 
be divided into two categories as follows: A)The first 
group of researchers has attempted to explain the 
characteristics governing the entrepreneurial process. 
B) The second group of researchers has attempted to 
separate different stages of the entrepreneurial 
process [18].  
 
Factors affecting the opportunity recognition and 
exploitation: 

 
Recognizing entrepreneurial opportunities is a 

multidimensionalphenomenon and researchers have 
paid special attention to factors affecting it in recent 
years. Why, when and how some people discover 
and exploit opportunities seems to be a function of 
personal and environmental variables. In past 
years,entrepreneurship researchers have always 
focused on determining factors affecting the 
opportunity recognition and exploitation by 
entrepreneurs. The results of some studies are 
presented in this section.  

In a study, Berglund[37]tried to examine the 
factors affecting the opportunity recognitionand 
entrepreneurial idea development process. In that 
study, four sets of personal and environmental 
factors affecting the opportunity recognition and idea 
development process were examined. These factors 
are as follows: entrepreneur's personality 
characteristics such as creativity and self-confidence, 
social network of the entrepreneur, entrepreneur's 
prior knowledge and alertness. Moreover, in Kasof's 
model on factors affecting the opportunity 
evaluation, entrepreneurs' self-confidence is 
considered as the most important factor to evaluate 
opportunities and make decision on whether or not to 
follow it by the entrepreneur[30].  

Inspired by Woldieet al[38], this modelclassifies 
entrepreneurs' knowledge in three areas of technical 
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knowledge, human relations knowledge and 
entrepreneurship knowledge. 

The entrepreneur's self-confidence concept 
isseparated into two components:technical self-

confidence and entrepreneurial self-confidence.A 
matrix is formed based on this classification, as 
shown in Table 1. It can also be seen in the research 
literature.  

 
Table 1: Opportunity classification by Kasof 

 Entrepreneurship Knowledge 
Low High 

Technical knowledge High High risk opportunity Suitable and attractive opportunity 
Low Threat (lack of opportunity) High risk opportunity 

 
Discussion and Conclusion: 

 
Entrepreneurial opportunity refers to any future 

situation in the market that 1) is manageable and 2) is 
believed to lead toprofit and desirability. 
Controllability and positive results can be operational 
based on the criteria presented by different 
researchers for opportunity assessment. 
Entrepreneurial opportunities are the result of forces 
that operate regardless of individuals' will and want 
and they make changes. People discover these 
changes and their resulting opportunities randomly or 
they recognize them by proactive search and act to 
create opportunities in social interaction.  

In summary, what entrepreneurship researchers 
say about the process characteristics is as follows: 

- The entrepreneurial processincludes 
opportunity recognition, resource mobilization and 
organization establishment.  

- This process has characteristics such as 
dynamism, complexity, nonlinearity and non-
fortuitous.  

- The initial conditions passed by the process 
will have profound effects on the final results.  

In addition to researchers investigating and 
explaining the characteristics of the entrepreneurial 
process,a second group has attempted to increase 
scientific knowledge and understanding the whole 
process by staging the process and introducing the 
issues of each stage. They have derived their 
theoretical roots from the organization life cycle 
theory. In countries such as Iran,major challenges 
ahead are as follows: non-commerciality of research 
results, market weakness,unsatisfactory performance 
of the private sector,absence of the research, 
technology and development chain, limited role of 
internal experts in national technology, limited 
innovation, and technological changes at the national 
level. So in the coming decades, Iran will face the 
main challenge of providing job opportunities for the 
jobseeker population [39,40].  
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