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Abstract
This paper illustrates nascent entrepreneurs’ decision-making process during the 
COVID-19 pandemic and sheds light on determinants and mechanisms of entre-
preneurial action. It examines the mediating role of opportunity confidence in the 
relation between the individual entrepreneurial orientation and the entrepreneurial 
propensity for market analysis (EPMA). Furthermore, it investigates the moderat-
ing role of entrepreneurship entry mode (opportunity vs. necessity) concerning our 
research model. Applying the theory of reasoned action (TRA), we could verify the 
mediating role of opportunity confidence. The findings also show that the impact 
of individual entrepreneurial orientation on EPMA and opportunity confidence is 
independent of entrepreneurial entry mode. In contrast, entrepreneurial entry mode 
can moderate the relation between opportunity confidence and EPMA. Results are 
discussed and research implications are provided.

Keywords  COVID-19 crisis · Entrepreneurial orientation · Entrepreneurial 
propensity for market analysis · Nascent entrepreneur · Necessity and opportunity 
entrepreneurship · Opportunity confidence
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1  Introduction

The COVID-19 pandemic has burdened almost all countries with an unprecedented 
economic crisis and recession (GDA 2020). Based on previous experiences, organi-
zations are not able to address all victims’ needs in the time of a crisis (Schnei-
der 1992, 2008). When formal organizations and governors fail to meet these 
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needs, individuals and groups of normal people take action to address this problem 
(Drabek 1987; Drabek and McEntire 2002; Kapucu et  al. 2009; Shepherd 2020). 
These people are entrepreneurs who undertake a complicated string of tasks exe-
cuted in several single steps during which the world does not stand still (Dimov and 
Pistrui 2020).

Recessions are detrimental, but they can provide opportunities in an innovative 
way (Ionescu-Somers 2020) and inevitably bring about changes in the market. At 
times of crises, like the COVID-19 pandemic, the changes in the entrepreneurial 
environment are even more sweeping which consequently leads to a substantial 
increase in the level of uncertainty that can be daunting entrepreneurs (McMullen 
and shepherd 2006; Block and Sandner 2009; Packard et al. 2017). Uncertainty, that 
is an inextricable part of the entrepreneurship ecosystem, has been exacerbated dur-
ing the COVID-19 crisis.

Perceiving a higher market and operational uncertainty, nascent entrepreneurs 
-who are individuals in the process of creating a new venture in the conception 
or gestation phase- (Reynolds et  al. 2000) may lose their willingness to become 
involved in creating a venture (Vilanova and Vitanova 2020). However, due to 
human’s aversion to uncertainty, they adopt a cognitive mechanism (Packard et al. 
2017) and take a series of actions to decrease the uncertainty that they have to 
undergo through the entrepreneurial process (Dimov 2007b; Wood 2017). This cog-
nitive mechanism can be seen in entrepreneurs’ propensity to analyze the market. 
Introduced by Emami and Klein (2020), the entrepreneurial propensity for market 
analysis (EPMA) drives entrepreneurs to study the market, collect relevant infor-
mation, analyze it systematically, and finally take action. This recently introduced 
concept, EPMA, has been studied as a mediator between value creation intention 
and action (Emami and Klein 2020; Emami 2020); however, few researchers have 
studied its determinants, specifically in the time of the COVID-19 pandemic.

Individuals with innovative ideas tend to be more proactive in facing changes and 
take more risks than others. Risk-taking, innovativeness, and proactiveness are char-
acteristics of people with entrepreneurial orientation (Pittino et al. 2017). Individual 
Entrepreneurial Orientation (IEO) assists nascent entrepreneurs to lower the level 
of environmental uncertainty through EPMA and induces more concrete entrepre-
neurial efforts (Chen et al. 2018). Therefore, the first research question deals with 
how the individual entrepreneurial orientation affects the EPMA.

Considering the degree to which entrepreneurs can decrease the uncertainty, 
they decide whether or not exploiting the opportunity makes sense (Williams and 
Wood 2015). On perceiving an opportunity, entrepreneurs start weighing up both 
the opportunity and their condition. Entrepreneurs embrace opportunities they find 
worth pursuing (Boudreaux et al. 2019). Provided that the perceived opportunity is 
deemed favorable and feasible, it can gain the entrepreneur’s confidence. Moreo-
ver, having confidence in the feasibility of the idea plays a pivotal role in nascent 
entrepreneurs’ tendency to implement the idea in a time of crisis (Davidsson 2015). 
Opportunity Confidence (OC) can be defined as the sufficient conviction of nas-
cent entrepreneurs in the feasibility and operability of the perceived opportunity for 
sustained entrepreneurial efforts (Dimov 2010). Studies show that more OC results 
in a higher likelihood of entrepreneurial action (Ashourizadeh et al. 2014; Emami 
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and Khajeheian 2019). Given the importance of OC in accelerating entrepreneurial 
actions, in this study, we investigate how the OC of nascent entrepreneurs mediates 
the impact of IEO on EPMA. Thus, the second research question is: How does the 
effect of individual entrepreneurial orientation on EPMA go through the opportunity 
confidence?

Additionally, entrepreneurial entry is often induced by two main motivational 
reasons: they are either pushed by the immediate necessity or pulled by opportuni-
ties in the market (Williams et al. 2009; Fairlie and Fossen 2020). While opportu-
nity-based entrepreneurship is related to perceiving opportunities and taking advan-
tage of them, necessity-based entrepreneurship is related to factors such as poverty 
(Amoros and Cristi 2011; Moradi et  al. 2020), unemployment (Koellinger and 
Thurik 2012; Massar et al. 2020), and economic recession (Gonzalez-Pernia et al. 
2018). These factors, all of which can be observed in the time of the COVID-19 
economic crisis, force people to start a business to compensate for the financial pres-
sure caused by the lack of resources (Shane 2003; Valdez and Richardson 2013; Fer-
raris et al. 2020). However, another side of the COVID-19 pandemic brings about 
changes and, therefore, opportunities. So, in this study, we are interested in explor-
ing approaches and individuals’ motives for entrepreneurship, which help us real-
ize and appreciate the silver lining of this crisis. As such, the third question we ask 
is: how do the entrepreneurial motives, i.e., opportunity-driven and necessity-driven 
entrepreneurs, may moderate the direct and mediating effects on EPMA. It is of cru-
cial importance to demonstrate these effects since these can provide us with better 
insight into entrepreneurs’ decision-making process and what drives them to analyze 
the condition of the market and the possible imposed changes, specifically in the 
time of the COVID-19 crisis.

Nonetheless, for the purpose of this study and to explain the fundamental con-
cepts of our proposed model, we apply the theory of reasoned action (Fishbein and 
Ajzen 1975). This theory fits with our study since it is an explanation of why and 
how action happens. To quantitatively fulfill the research objective, we use a ques-
tionnaire to gather data from a sample of 203 nascent entrepreneurs within the time-
frame of the COVID-19 pandemic.

This study contributes to the application and expansion of the theory of reasoned 
action, particularly in a crisis. We identify the determinants of an intention (EPMA) 
that lead to an action, i.e., entrepreneurial action. Additionally, we find out that 
the impact of IEO upon EPMA goes through OC. This mechanism highlights the 
uniqueness of this study. We not only explored the relationships and mechanisms 
among our concepts, but we have also scrutinized the model from the micro and 
macro level. From the micro-level, we demonstrated the impact of the entrepreneur’s 
motive on entrepreneurial activity in the proposed model, and from the macro-level, 
we highlighted the influence of COVID-19 on our hypothesized model.

2 � Theory and hypothesis development

This section first reviews the Theory of Reasoned Action (TRA) and describes how 
it explains our research model. We then go forward and propose related hypotheses.
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TRA is concerned with individual motivational factors that predict the likelihood 
of performing a specific behavior. Fishbein and Ajzen (1975) assume a causal chain 
effect from attitudes to voluntary actions and behaviors with and without any force. 
They demonstrated that attitudes toward an intention that leads to action are bet-
ter predictors than attitudes toward an object. For example, according to Fishbein 
and Ajzen (1975), in entrepreneurial action, we are recommended to concentrate 
on behaviors towards entrepreneurial action rather than the action per se. Attitudes 
come from individuals’ beliefs about the consequences of performing a behavior. 
When a person believes in positive outcomes of a behavior, it is said that he has a 
strong attitude toward that behavior which consequently leads to the action (Ajzen 
and Fishbein 1980; 2005). A fundamental assumption in TRA is that individuals are 
rational actors. Via their beliefs, they provide reasons, process information, and per-
form a behavior (Fishbein et al. 2007). It is also assumed that it is a person’s choice 
that leads to behavior without external forces and that individual action is not deter-
ministic but actors have a degree of control over it.

Since we believe that entrepreneurial action is under volitional control, we con-
sider that EPMA is a suitable predicting behavior for this action. The EPMA is a 
driving force behind entrepreneurs to undertake an entrepreneurial action; they 
study the market, collect relevant information, and analyze it systematically prior to 
entrepreneurial venturing (Emami and Klein 2020). The theory of reasoned behav-
iour helps us in explaining the motivational determinants of this behavior and in 
formulating the hypotheses.

2.1 � The entrepreneurial propensity for market analysis

Alert nascent entrepreneurs search for new information, scan and integrate it with 
previously distant information, and then evaluate the profitability of existing busi-
ness opportunities (Tang et al. 2012). Individuals with entrepreneurial alertness can 
make informed judgments and evaluations by concentrating on changes and infor-
mation and deciding if they reflect a profitable opportunity (Tang et al. 2012).

When entrepreneurs evaluate an opportunity, they have a fundamentally different 
thought process (Keh et  al. 2002). Forming opportunity ideas is related to entre-
preneurs’ previous experiences, changes in the market’s environment, and acquiring 
information (Shane 2000; Gaglio and Katz 2001; Shepherd et  al. 2007a, b). Nev-
ertheless, not all opportunities noticed are exploited by entrepreneurs since, after 
comprehensive entrepreneurial analyses, entrepreneurs might conclude that the per-
ceived opportunity is not feasible or favorable. As a result, they could lose their con-
fidence in the perceived opportunity.

Individuals deciding to invest in or establish a company need a wealth of infor-
mation that must be processed and analyzed swiftly to decide about possible 
involvement (Baum and Wally 2003; Sharma 2019). However, entrepreneurs have 
a different attitude toward exposing themselves to information; they seek various 
information sources and evaluate information differently (Kaish and Gilad 1991; 
Chavoushi et  al. 2020). While analyzing the market, entrepreneurs tend to seek 
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information that corroborates their current beliefs and intentions about the opportu-
nity (Dimov 2007a; Glick 2017).

The entrepreneurial propensity for market analysis (EPMA) is a conscious ten-
dency to acquire new information to validate or rule out early assumptions. EPMA is 
a driving force behind entrepreneurs studying the market, collecting relevant infor-
mation, and systematically analyzing it prior to entrepreneurial venturing (Emami 
and Klein 2020). EPMA has an important role in determining whether to perform an 
entrepreneurial action by motivating individual to obtain the market’s idiosyncratic 
knowledge. In re-evaluating ideas and possible income, nascent entrepreneurs gain 
access to previously unavailable information (Dimov 2010). Analyzing this informa-
tion can lead to hesitation about the opportunity and allows them to decide whether 
to continue or abandon their endeavor to pursue perceived opportunity (Dimov 
2010).

2.2 � EPMA depends on individual entrepreneurial orientation

IEO is defined as decision-making activities, practices, and processes undertaken by 
entrepreneurs to facilitate new entry (Lumpkin and Dess 1996). Although EO was 
initially developed on the firm level, the construct is also proved to be pertinent to 
the societal level (Lee and Peterson, 2000; Cannavale and Nadali 2018). In that, the 
majority of small entrepreneurial firms are operated by only one decision-maker. 
Therefore, it can be concluded that a firm’s EO is coequal to individual decision-
makers EO (Kollman et  al. 2007; Kruger and Sussan 2017) and entrepreneurial 
opportunities are discovered and decisions are made subjectively at the individual 
level (Packard 2017; Shane 2003). Accordingly, EO can likewise be applied to the 
individual level (Kollman et  al. 2007). IEO is a multidimensional construct that 
involves proactiveness, risk-taking, and innovativeness (Joardar and Wu 2011; Fer-
reira et al. 2015; Jelenc et al. 2015; Howard M.C. 2020).

The propensity for doing systematic market analysis differs among entrepreneurs 
(Emami and Klein 2020). Also, the determinants of IEO are specific to each indi-
vidual (Kollman et  al. 2017). The perception of the feasibility of an opportunity 
is specific to each individual depending primarily on their knowledge and attitude 
about uncertainty and their efforts to explore the viability of the particular opportu-
nity (McMullen and shepherd 2006; Dimov 2010; Gruger et al. 2015).

Entrepreneurs have an appetite for logical calculations and planning (Martiz 
et al. 2020; Dew et al. 2009). A recent study on Australian entrepreneurs demon-
strates that developing clear plans and specific tasks are the key for entrepreneurs 
to increase their action certainty (Martiz et  al. 2020). Indeed, studies suggest that 
entrepreneurs are not mere risk-takers, but they tend to analyze how much they 
can afford to take a risk on or lose (affordable loss) and they look for solutions to 
manage risk in environmental uncertainty (Dew et  al. 2009). This proclivity for 
calculated risk (Nieuwenhuizen and Groenewald 2006) drives them to perpetually 
analyze the market (Zhao and Smallbone 2019). On the one hand, innovativeness 
shows entrepreneurs’ tendency to try new methods and state-of-the-art facilities and 
products. On the other hand, it requires doing painstaking ongoing research in the 
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ever-changing market. As a result, entrepreneurs need to perform a detailed analysis 
of the most recent changes. This analysis can give entrepreneurs a chance to address 
the new needs innovatively and keep pace with the most cutting-edge technologies. 
Entrepreneurs’ proactiveness is the extent to which entrepreneurs are willing to con-
sciously affect their social and economic environment (Bateman and Crant 1993). 
Proactiveness prevents entrepreneurs from being mere passive recipients and instead 
provokes co-creating their work environment (Zhao and Smallbone 2019). Proactive 
entrepreneurs are willing to be in control rather than under the control of the market, 
which makes them more prone to seek in-depth knowledge of the market (Zhao and 
Smallbone 2019).

The COVID-19 pandemic can be considered as an external enabler of IEO`s 
dimensions. Due to uncertainty caused by the pandemic, risk-taking behavior will 
increase. So, nascent entrepreneurs need to collect information and analyze the 
market to decide whether this opportunity is feasible or not. Also, because of the 
COVID-19 pandemic and new situation and new norms, new methods are applied 
and entrepreneurs need to study the market to find new methods and products. 
Finally, the COVID-19 pandemic influences the proactive aspect of IEO. As a result, 
entrepreneurs will analyze the situation and various information to be pioneers and 
influence the environment and conditions. Thus, we hypothesize that:

Hypothesis H1  In the time of the pandemic, individual entrepreneurial orientation 
affects EPMA positively, in that the higher the individual entrepreneurial orienta-
tion, the higher the EPMA.

2.3 � The mediating role of opportunity confidence

To continue the entrepreneurial journey, a nascent entrepreneur needs to have suf-
ficient confidence in the feasibility and desirability of the perceived opportunity, 
which is called OC (Dimov 2010). According to TRA, when a person believes in 
positive outcomes of a behavior, that will lead to action (Ajzen and Fishbein 1980; 
Ajzen 1991). Nascent entrepreneurs need to believe in the feasibility of the idea and 
their ability to exploit the perceived opportunity (Dimov 2010). In assessing the fea-
sibility of a given opportunity, entrepreneurial self-efficacy is venture-specific and 
related to an entrepreneur’s goal and motivation (Cassar and Friedman 2009; Dimov 
and Pistrui 2020).

To examine the feasibility, nascent entrepreneurs, in their decision-making pro-
cess, look at the opportunity from both a third-person perspective (to see whether it 
is a commonsensible opportunity in general) and from the first-person perspective 
(to check if it is desirable for them) (McMullen and Shepherd 2006). Looking at 
the opportunity from the first-person view, nascent entrepreneurs have to evaluate 
their assets and consider their traits as well. A thorough appraisal of the perceived 
opportunity can help them decide whether the requirements of this opportunity can 
be met by their assets at hand. Individual and environmental factors amalgamate to 
form the attractiveness of the opportunities and help entrepreneurs individuate them 
(Williams and Wood 2015).
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This assessment is specific to individuals in that no two entrepreneurs have iden-
tical self-assessment, even if they are given the very same assets to start a business. 
In this circumstance, what differentiates entrepreneurs is their opportunity beliefs 
(Shepherd et al. 2007a, b). Entrepreneurs show different levels of tendency toward 
risks. They are not likewise equally proactive or innovative. Proactiveness is a for-
ward-looking perspective of entrepreneurs that enables them to grab opportunities 
and anticipate future demands (Dess and Lumpkin 2005). More proactive individu-
als notice and grab opportunities faster, and individuals’ innovativeness can help 
them contrive more plausible ingenious ways to implement the idea. They all result 
in more confidence in the perceived opportunity. Innovativeness and risk-taking 
induce a higher sense of self-efficacy (Chen et al. 1998; McCann and Vroom 2015). 
In uncertain situations, entrepreneurs’ estimations significantly depend on individu-
als’ belief in their abilities and self-efficacy (Macko and Tyszka 2009).

Since OC is deeply dependent on the environment, COVID-19 may dramati-
cally affect confidence in an opportunity and daunt an entrepreneur. However, 
having IEO in the pandemic may change the game, and the entrepreneur may gain 
higher confidence due to the higher innovativeness, risk-taking, and proactiveness 
that they gain in the pandemic. So, we surmise that:

Hypothesis H2  In the time of the pandemic, individual entrepreneurial orientation 
has a positive influence on opportunity confidence, in that the higher the individual 
entrepreneurial orientation, the higher the opportunity confidence.

In their evaluation of competency (i.e., knowledge and expertise), resources 
(both financial and non-financial), the desirability of opportunity idea (Davids-
son 2015; Mitchell and Shepherd 2010), and futuristic outcomes (Camerer and 
Lovallo 1999; Hayward et al. 2006; Cassar 2010), nascent entrepreneurs may dis-
continue their progress (Emami and Klein 2020). Several factors decrease OC; 
for instance, entrepreneurs come to the realization that they have set unrealistic 
and unattainable goals due to deceptively high self-efficacy and underestimating 
the environmental uncertainty (Vilanova and Vitanova 2020). They may also find 
out that their tolerance of ambiguity cannot support the gaps.

However, the higher their OC is, the more likely they are to continue ana-
lyzing the market and therefore go for entrepreneurial action. If they lose their 
confidence in the possibility of exploiting an opportunity, they will not feel the 
necessity to continue the course of action. Attitudes towards consequences of per-
forming a behavior, increase the confidence in that behavior (Fishbein and Ajzen 
1975; Ajzen and Fishbein 1980; Ajzen 1991). Here in our case, higher confidence 
in an opportunity comes from attitudes toward that opportunity and its conse-
quences, both of which lead to higher EPMA.

COVID-19 has raised to uncertainties and ambiguities that need to be analyzed. 
Entrepreneurs with higher confidence that an opportunity is desirable and feasible 
may have a higher propensity to analyze the market. Thus, we hypothesize that:



2420	 A. Emami et al.

1 3

Hypothesis H3  In the time of the pandemic, opportunity confidence has a positive 
influence on EPMA, in that the higher the opportunity confidence, the higher the 
EPMA

2.4 � The moderating role of opportunity‑pull and necessity‑push 
entrepreneurship

To understand nascent entrepreneurs’ motives for starting an entrepreneurial 
journey, scholars distinguish between individuals driven (pulled) by perceived 
opportunity and those driven (pushed) by necessity (William et al. 2009; Moradi 
et al. 2020). Motivations such as the need for a sense of achievement and inde-
pendence as well as social development pull entrepreneurs to opportunity entre-
preneurship. In contrast, necessity entrepreneurship is rooted in dissatisfaction 
with the current condition or the likelihood of unemployment (Zwan et al. 2016) 
and is implemented out of desperation (Mühlböck et  al. 2018). In other words, 
these two types of entries are stimulated in different ways (Elifneh 2015). Oppor-
tunity entrepreneurship is rooted in cheaper or more available capital, high entre-
preneurial ability, discovering a better production method, and higher demand for 
products or services in the market (Fairlie and Fossen 2018).

Zwan et al. (2016) found that more optimistic and proactive people tend to be 
opportunity entrepreneurs. Therefore, it can be concluded that entrepreneurship 
entry mode is related not only to economic conditions but also to individuals’ 
perspectives and perceptions. When entrepreneurs with an opportunity-driven 
approach decide to exploit the opportunities, they have the willingness to risk 
and take advantage of them. In practice, they apply innovative practices and pro-
cesses to exploit the perceived opportunity. At the individual level, studies show 
that entrepreneurs’ motivation to start a business can affect how they see barriers 
(Shane et  al. 2003), how they perceive opportunities (Abreu et  al. 2019; Virick 
et  al. 2015), how they obtain market knowledge (Autio et  al. 2013; Arenius & 
Minniti 2005), and to what extent they feel confident about their self-efficacy and 
business goal (Bagozzi et al. 2003; Heckhausen 2007). Individuals with opportu-
nity-driven motives try to proactively remove barriers through innovative actions 
and are willing to take risks to pursue the opportunity. In comparison with neces-
sity entrepreneurs, opportunity entrepreneurs tend to be individuals with a higher 
level of risk acceptance, an internal locus of control, and a stronger need for 
achievement (Shane et al. 2003).

It is specifically more evident in the pandemic, since opportunity entrepreneurs 
see the new situation and uncertainties as an opportunity to be exploited. So, such 
a motive may transcend the impact of IEO on EPMA and OC. Also, entrepreneurs 
with opportunity motives in the pandemic will gain higher confidence towards 
opportunities and, thus, will have a higher tendency to analyze the market. There-
fore, we surmise that, in the time of pandemic, entry mode into entrepreneurship 
moderates our relationships as follows:
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Hypothesis H4a  Entrepreneurial entry mode (opportunity vs. necessity) moderates 
the effect of individual entrepreneurial orientation upon EPMA in the time of the 
pandemic.

Hypothesis H4b  Entrepreneurial entry mode moderates the effect of individual 
entrepreneurial orientation upon opportunity confidence in the time of the pandemic.

Hypothesis H4c  Entrepreneurial entry mode moderates the effect of opportunity 
confidence upon EPMA in the time of the pandemic.

Figure 1 illustrates the research model of the hypotheses mentioned above. The 
direct effect of IEO on EPMA and how OC mediates it has been shown and the 
moderating effect of entrepreneurial entry mode (opportunity vs. necessity) on the 
relationships of IEO, OC, and EPMA.

3 � Methodology

The purpose of this study is to examine the mediating role of OC in the relation 
between IEO and EPMA and the moderating role of entrepreneurship entry mode. 
As such, we employed a descriptive-correlation method and used a questionnaire 
consisting of twenty items, distributed and responded to in the time of the COVID-
19 pandemic in 2020. The sample of the study comprised 203 nascent entrepreneurs 
in the field of ICT in Science and Technology and Innovation Centers in Iran. Nas-
cent entrepreneurs are individuals in the process of creating a new venture in the 
conception or gestation phase (Reynolds et al. 2000).

H4cH4b

H4a

3H

H1

2H Opportunity 
Confidence

Individual 
Entrepreneurial 

Orientation
Opportunity Vs. Necessity Entrepreneurship

Entrepreneurial 
Propensity for 

Market Analysis

Fig. 1   The hypothesized model of the study
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4 � Research context

The geographical research context of this paper is Iran. Iran is one of the notable 
economies of the Middle East that is geopolitically distinct from the rest of the coun-
tries in the region due to several factors. The geographical location of Iran gives it 
the privilege to play a pivotal role in world energy supplies and exchanges. Besides 
having many tourist attractions and a thriving tourism industry, the country enjoys 
rich natural resources and highly well-educated human resources. Notwithstanding 
all these advantages, Iran is located in a war-ridden region with pervasive politi-
cal conflicts and is frequently struck by natural disasters (Javidan and Dastmalchian 
2003).

From a cultural standpoint, a high level of power distance has a dramatic effect on 
entrepreneurship. It can daunt people of lower social class due to not having access 
to necessary resources (Mitchell et  al. 2000). On the contrary, in other studies in 
countries with low or middle GDP, a positive relationship between social power dis-
tance and entrepreneurship is observed (Zhao et al. 2012). Thus, Iran, with low GDP 
and a high level of power distance, has a prevalence of entrepreneurship.

Collectivism is another aspect of Iranian culture that can affect entrepreneurial 
behavior. Iranian culture promotes loyalty to family and friends (in-group collectiv-
ism). The higher the level of in-group collectivism, the higher likelihood of start-
ing business activities (Pinillos and Reyes 2011; Zhao et al. 2012). In the time of a 
crisis, such in-group connections provide them with necessary resources (such as 
emotional support or information support) to pursue entrepreneurial activities (as we 
observed a higher percentage of opportunity entrepreneurs in comparison to neces-
sity entrepreneurs in our sample). Given the culture, the context of Iran has both 
deterrents and impetuses for entrepreneurs. While high power distance may hin-
der the equal distribution of resources for individuals’ business activities, in-group 
cohesion may support them to start an entrepreneurial activity.

However, business activities within the entrepreneurial ecosystem in Iran involve 
a high degree of environmental volatility, ambiguity, and complexity, making it dif-
ficult for domestic entrepreneurs to perform required maneuvers. Following the out-
break of the Coronavirus, both inner and outer causes have made business activities 
even more intricate for Iranian entrepreneurs. Some of the potential causes are:

(i)	 A high degree of regulatory uncertainty makes business planning difficult and 
hampers early-stage investment (Emami and Klein 2020).

(ii)	 The country’s political atmosphere impacts commerce as well as daily life 
and poses challenges in doing business within and across national boundaries 
(Emami and Khajeheian 2019).

(iii)	 The government intervenes in regulating the market and the imposed economic 
sanctions have suspended almost all interbank transactions for businesses abroad 
(Emami and Klein 2020).

(iv)	 The inefficiency of the nuclear deal of Joint Comprehensive Plan of Action 
between Iran and the world powers has increased libertine inflation, budget defi-
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cit, and a simultaneous decline in supply and demand in the economy, increasing 
the price of foreign currencies, and

(v)	 Shifting the budget to the health sector at the cost of reducing the share of other 
construction and investment sectors has led to an economic recession and a 
major drop in the GDP level (Taherinia and Hasanvand 2020). For instance, the 
country’s economy has shrunk by 17 percent in the last three years only because 
of sanctions.

The country’s employed population in the fall of 2020 compared to the same sea-
son the earlier year decreased by one million, 72% of which belonged to the service 
sector. According to the Parliament Research Center of Iran, the prevalence of the 
COVID-19 is the reason for the sharp plummet in the unemployment rate that hit 
18.4% in the fall (IPRCIRI 2020). All of these factors have had an immense nega-
tive impact on the activities of nascent entrepreneurs regarding both necessity- and 
opportunity-driven entrepreneurs in the country.

We believe that the concurrency of the Corona pandemic and the cultural, geo-
graphical, and economic conditions of Iran (some of which have been reviewed 
above) have given a particular context that should be considered in the study of 
entrepreneurial behavior.

This study focuses on four important factors in entrepreneurship research: IEO, 
OC, EPMA, and motivation entry to entrepreneurship. The study of these factors is 
instrumental in the process of new venture creation in this volatile, uncertain, risky, 
and complex environment. Especially because the population distribution of oppor-
tunity and necessity-driven entrepreneurs, as two main modes of entrepreneurial 
entry, are relatively equal (GEM 2018; 2019) and for analyzing the idiosyncratic 
information of the market, EPMA is a driving factor. Besides, entrepreneurs with a 
higher level of IEO have better performance (Galbreath et al. 2020) and individuals 
with a higher level of OC are closer to venturing (Dimov 2010).

4.1 � Measurement

4.1.1 � Dependent variable

Entrepreneurial Propensity for Market Analyses (EPMA). EPMA is comprised 
of six items adapted from Emami and Klein (2020). Items were gauged on a five-
point Likert scale ranging from 1 = strongly disagree to 5 = strongly agree. The level 
of reliability and for EPMA is 0.64, which according to Hulin et al. (2001), is an 
acceptable level. In order to build a stronger variable, EPMA items were indexed.

4.1.2 � Independent variable

Individual Entrepreneurial Orientation (IEO). IEO has been measured based on 
Walter (2006). The construct consists of risk-taking, innovation, and proactive-
ness in the form of five items. The items were assessed based on a five-point Likert 
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scale ranging from 1 = strongly disagree to 5 = strongly agree. The Cronbach Alpha 
(= 0.88) shows high reliability of the items; therefore, the items were indexed by 
taking the average.

(OC). We measured this concept according to Dimov’s (2010) and Emami and 
Dimov’s (2017) studies. It includes nine items in a five-point Likert scale ranging 
from 1 = strongly disagree to 5 = strongly agree. The reliability of the items is Cron-
bach Alpha = 0.8 which demonstrates that the items are highly reliable.

4.1.3 � Moderating variable

Entrepreneurship Entry Mode (Opportunity vs. Necessity). This dichotomous vari-
able has been measured based on GEM’s questionnaire.

4.2 �  Research method

To test the hypotheses, we analyze our data through One-way ANOVA and Linear 
Regression.

Table 1   Descriptive Analyses

Total number of cases: 203

Gender Percentage Age Percentage

Male 66%  < 25 29.3%
Female 34% 26–35 44.3%

36–45 20.9%
 > 45 5.5%

Total 100% Total 100%
Entry mode Experience
Necessity 21.7%  < 10 yrs 73.9%
Opportunity 78.3% 10 – 20 yrs 22.7%

20 yrs <  3.4%
Total 100% Total 100%

Table 2   The correlation of the 
variables

**. Correlation is significant at the 0.01 level (2-tailed)

Variable Mean Standard dev OC IEO EPMA

OC 5.1931 1.365 1
IEO 5.1248 0.967 0.309** 1
EPMA 5.6478 0.792 0.541** 0.285** 1
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5 � Result

5.1 � Descriptive statistics

Table 1 shows that the majority of the respondents (about 74%) have less than ten 
years of experience. Approximately one-fifth of them have 10 to 20 years of experi-
ence and only 3% of the respondents have more than 20 years of experience.

Similarly, the majority of the respondents (about 77%) are less than 35 years old, 
21% are 36 to 45 years old and merely 11 percent are 45 years or older.

Male entrepreneurs make up approximately twice as many as female entrepre-
neurs (66% vs. 34%).

Interestingly in the time of the COVID-19 pandemic, 78% of the respondents fall 
into opportunity-based entrepreneurship and 22% are necessity-based entrepreneurs.

Table 2 presents the strength of the relationship and the association between the 
pair of variables. The result indicates that all pairs of variables are significantly cor-
related. EPMA and OC recorded the strongest positive correlation (r = 0.541), fol-
lowed by IEO and OC (r = 0.309), which is considered a medium or moderate posi-
tive correlation. Finally, EPMA and IEO with r = 0.285 showed the least association 
coefficient. Since all correlation coefficients were positive and statistically signifi-
cant, we tested the Variance Inflation Factor (VIF) and found no potential multi-
collinearity among independent variables (Stine 1995). Additionally, we found no 
abnormal distribution among variables, and all fall within the acceptable range of 
Skewness and Kurtosis.

Table 3   Model Summary

a. Predictors: (Constant), IEO
b. Predictors: (Constant), IEO, OC

Model R R Square Adjusted R 
square

Std. error of 
the estimate

1 .285a .081 .077 .76105
2 .555b .308 .301 .66238

Table 4   Coefficient of Variables

# DV is OC
*p < .05 **p< .01 ***p< .001 

Model 1 Model 2 Model 3# Model 4

IEO .166*** .219*** .076*
OC .443*** .410***
Constant 4.788*** 3.379*** 3.988*** 3.154***
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5.2 � The mediating role of OC

Table 3 Model 1 is the relationship between IEO and EPMA without considering 
OC. Here, R-square equals 0.081, and with the presence of OC (Model 2), R-square 
increases by 0.227 and reaches 0.308. It shows the meaningful and significant role 
of OC in changing and describing the dependent variable (EPMA).

Table 4 presents four models for testing the mediating relationship through test-
ing the hypotheses H1, H2, and H3.

Hypothesis H1 has predicted the positive effect of IEO upon EPMA. The result 
(Model 1) confirms the positive and highly significant impact of IEO upon EPMA 
(β = 0.166, P-value < 0.001). In that, the higher IEO the higher EPMA. Thus, 
hypothesis H1 is supported.

Hypothesis H2 is about the impact of IEO upon OC. The result from Linear 
Regression (Model 3) demonstrates that IEO has a positive and significant effect 
on OC (β = 0.219, P-value < 0.001). It means that higher IEO results in higher OC. 
Therefore, hypothesis H2 is supported.

Hypothesis H3 assumes that OC influences EPMA. The result from analysis 
(Model 2) exhibits that there is a positive and significant impact of OC on EPMA, in 
the way that the higher the OC, the higher the EPMA (β = 0.443, P-value < 0.001). 
Hence, hypothesis H3 is supported.

To understand the mediating role of the OC between IEO and EPMA, we fur-
ther analyzed the impact of OC on EPMA while the independent variable IEO is 
fixed. The result indicates that both OC and IEO have a positive and significant 
effect on EPMA.

Therefore, in respect of the above analyses (Models 1, 2, 3, and 4), we con-
clude that there is a mediating role of OC between IEO and EPMA.

5.3 � The moderating role of motivation entry to entrepreneurship

Table 5 presents the results from interactions. Hypothesis 4a is about the inter-
action effect of motivation entry into entrepreneurship and IEO upon EPMA. 

Table 5   The Coefficient of variables

# DV is OC
*p< .05 ** p< .01 ***p< .001

Entrepreneurship 
Entry Mode

Variables Model 5 Model 6 Model 7# Model 8

Necessity IEO .138 .164 .113
OC .182* .148
Constant 4.956*** 4.803*** 3.693*** 4.410***

Opportunity IEO .175*** .195*** .064
OC .597*** .568***
Constant 4.730*** 2.491*** 4.271*** 2.306***
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Fig. 2   Interaction effect of IEO and entrepreneurial entry mode on EPMA

Fig. 3   Interaction effect of IEO and entrepreneurial entry mode on OC
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Results in Model 5 show the significant impact of IEO on EPMA only for oppor-
tunity entrepreneurs and not for necessity entrepreneurs. Therefore, hypothesis 4a 
is not supported. Figure 2 depicts the insignificant interaction between IEO and 
entrepreneurial entry mode with EPMA in this model.

Hypothesis 4b assumes that the entrepreneurial entry mode moderates the 
impact of IEO on OC. Analyses in Table  5, model 7, exhibit that the interac-
tion between IEO and entrepreneurial entry mode is only significant for opportu-
nity entrepreneurs and not for necessity entrepreneurs. Thus, hypothesis 4b is not 
supported. Figure 3 depicts that the interaction of IEO and entrepreneurial entry 
mode on OC is not significant.

Hypothesis 4c proposes that the interaction effect of entrepreneurial entry 
mode and OC affects EPMA. Results in Table  5, model 6, demonstrate that 
there is a significant interaction; in the way that the impact of OC on EPMA is 
higher among opportunity entrepreneurs than necessity entrepreneurs. There-
fore, hypothesis 4c is supported. Figure  4 depicts that the impact of OC on 
EPMA is higher among opportunity-driven entrepreneurs than necessity-driven 
entrepreneurs.

Considering all analyses, we conclude that there is no moderation-mediation 
effect in the model. Nonetheless, it brings intriguing insights that will be dis-
cussed in the next section.

Fig. 4   Interaction effect of OC on EPMA
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6 � Discussion

The emergence of a venture results from a complicated decision-making process in 
which different success factors such as the readiness of the entrepreneur, the envi-
ronmental condition, and the evaluation of new venture ideas play an important role 
(Mcmullen and Shepherd 2006). The findings of this study elucidate how nascent 
entrepreneurs are driven through this decision-making process during the pandemic 
and specify determinants of entrepreneurs’ tendency toward evaluations of the mar-
ket. According to the results, nascent entrepreneurs with higher IEO have more 
confidence in the perceived opportunity, and they show a higher propensity to do 
a market analysis and evaluate the environment. Additionally, the more confidence 
they have in the immediate opportunity, the more tendency they show to analyze the 
market. The analyses validated the mediating role of OC in the relation of IEO and 
entrepreneurial propensity for market analysis. That is, while OC is dependent on 
IEO, it can affect EPMA.

Our study suggests that IEO has a positive effect on OC and EPMA. Three 
dimensions of IEO—risk-taking, proactiveness, and innovation- influence entre-
preneurs’ confidence in the opportunity positively. Facing a high level of uncer-
tainty can dismay entrepreneurs and result in losing confidence in the oppor-
tunity. Nevertheless, risk-taking tendency and proactiveness push entrepreneurs 
forward in their entrepreneurial journey and help entrepreneurs keep their faith 
in their capability to exploit the given opportunity and make them deem the 
opportunity feasible. Innovativeness, on the other hand, helps entrepreneurs 
devise ways how to use the perceived opportunity. Higher innovativeness results 
in finding more creative ways to implement the idea. And as a result, innovative-
ness makes entrepreneurs confide in the feasibility of the opportunity.

Additionally, results from analyses show that IEO`s dimensions positively 
affect EPMA. While entrepreneurs are willing to take risks, they collect informa-
tion and analyze it to find out how much they can take a risk. Thus, we believe 
that the higher willingness for risk-taking results in higher EPMA. IEO`s proac-
tiveness dimension results in higher EPMA. Typically, proactive entrepreneurs 
take action to exploit an opportunity; however, they do not take action with-
out collecting relevant information, analyzing it systematically. So, the higher 
degree of proactiveness among entrepreneurs leads to higher EPMA. Innova-
tiveness is a tendency to try new methods and introduce new products, which 
requires searching for new information and seeking to have the latest knowledge 
about changes in the market. Nonetheless, entrepreneurs with a higher degree of 
innovativeness have a higher tendency for EPMA since it helps them find a new 
market and apply innovative production methods.

Given the result of the analysis, entrepreneurial entry mode did not moder-
ate most of the relationships of the model except for the impact of the OC on 
EPMA. Higher IEO leads to higher confidence in the perceived opportunity 
(OC) and also results in a higher propensity to analyze the market (EPMA) irre-
spective of whether entrepreneurship is necessity-driven or opportunity-driven. 
However, it positively moderated the impact of OC on EPMA in the way that 
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opportunity entrepreneurs experience the higher impact of OC on EPMA. That 
is, in opportunity entrepreneurship, the relation between IEO and EPMA is con-
siderably more significant. Opportunity entrepreneurs gain higher confidence in 
the perceived opportunity; therefore, they have a higher tendency to analyze the 
market regarding that opportunity. It is a novel finding not only for entrepreneur-
ship necessity-opportunity literature but also for our understanding of nascent 
entrepreneurs’ endeavors in a time of a crisis.

It is generally believed that entrepreneurship increases in times of an eco-
nomic crisis and recession (Fairlie and Fossen 2020). In this time, for nascent 
entrepreneurs, necessity motives (push factors) are expected to increase (Arri-
ghetti et al., 2016); however, the findings of our study indicate a different result. 
Although this study was carried out during the COVID-19 pandemic crisis, most 
entrepreneurs (78.3%) were pulled by an opportunity perceived in the time of 
the crisis, which is in contrast with the commonly held view (Zissimopoulos and 
Karoly 2010). A study conducted by Mair et al. (2007) showed that opportuni-
ties emerge in the absence of institutional arrangements in developing countries. 
Entrepreneurs use this institutional void caused by ineffective governance, infor-
mation asymmetries, and weak disclosure requirements to exploit the oppor-
tunities made in this environment. Their finding can justify the prevalence of 
opportunity entrepreneurship in Iran as a developing country at the time of the 
pandemic. There are opportunities around a crisis. Therefore, entrepreneurship 
is the unsung hero during this economic crisis.

6.1 � The research framework in the time of the COVID‑19 pandemic

Due to the COVID-19 crisis, the market is not only more volatile but also more 
unpredictable than ever before. Uncertainty has skyrocketed and the market has 
collapsed. This condition can daunt entrepreneurs and dishearten the ones who 
lack information and confidence in the perceived opportunity. In order to assess 
either the success or the possible impending losses, entrepreneurs tend to do a 
more rigorous analysis of this uncertain market.

They speculate upon the inevitable short and long-term consequences of 
these changes. Entrepreneurs’ OC is deeply rooted in attitudes that are critically 
dependent on the environment. Every slight change in the market can lead to con-
siderable change in the feasibility and favorability of the opportunity at hand. 
To ensure that the investment still makes economic sense, entrepreneurs need to 
obtain sufficient reliable information.

Depending on the obtainable information, uncertainty can be mild, severe, or 
absolute. While mild uncertainty has a negligible impact on entrepreneurs’ deci-
sions, severe uncertainty -like what is being experienced during the COVID-19 
crisis- might make entrepreneurs unable to differentiate relevant from irrelevant 
information in the time of perceiving opportunity (Mensah et al. 2021). Extensive 
knowledge and information about the market balance entrepreneurial decisions 
(Krizner 1979), but due to morbid uncertainty in the COVID-19 crisis, there 
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seems to be a dearth of information at first sight. It can bring the nascent entre-
preneurial journey to an end if entrepreneurs’ OC is not strong enough.

However, in a different circumistance, having ample OC leads entrepreneurs 
to try to eliminate the uncertainty surrounding the opportunity. This uncertainty 
stems from unknown or limited information about the new circumstance and can 
be abated by accessibility to information (Mensah et al. 2021). Hence, by fueling 
the uncertainty, the COVID-19 crisis is increasing EPMA in nascent entrepre-
neurs who need to corroborate the feasibility and favorability of the opportunity.

At the same time, the risks, uncertainty, and volatility of the environment can 
be perceived as an opportunity (Nabi and Linan 2013) that might be welcomed 
by nascent entrepreneurs who are seeking possible high-quality opportunities 
caused by a crisis. Regarding IEO, the changes made by the COVID-19 pandemic 
require entrepreneurs to analyze the market owing to three main reasons. First, 
changes bring along uncertainty and entrepreneurs need to analyze the new mar-
ket to ensure risk-taking makes functional and economic sense and the risk is 
still affordable. Second, entrepreneurs’ innovativeness drives them to study the 
new market to discover avant-grade methods to meet new needs. Finally, entre-
preneurs’ proactiveness doesn’t allow a passive wait-and-see approach, and as 
a result, they tend to analyze the new environment and changes. Entrepreneurs 
with higher IEO have a more optimistic view about the opportunity, its feasibility, 
and future auspicious outcomes. This intrepidity is rooted in the risk-taking and 
innovativeness of entrepreneurs. Therefore, entrepreneurs with higher IEO gain 
higher confidence in the opportunities in the time of the COVID-19 crisis.

6.2 � Theoretical contributions

This study mainly contributes to applying and extending the theory of reasoned 
action (Fishbein and Ajzen 1975; Ajzen and Fishbein 1980; Ajzen 1991) in the field 
of entrepreneurship. It demonstrates that the EPMA as an impetus to entrepreneur-
ial action depends on OC and IEO as its motivational factors. The introduction of 
EPMA to the field of entrepreneurship necessitates further research to expand our 
knowledge of this new concept. Little do scholars know about this new concept in 
relation to other already well-studied entrepreneurial constructs. In this study, we 
could elucidate the determinants and mechanisms of EPMA. It will provide entre-
preneurship scholars with deeper insight into their future researches on EPMA, EO, 
and OC. Although having been discussed for a long, IEO has proved to be still a 
vibrant topic in entrepreneurship for scholars (Covin and Wlaes 2019). This study 
can add to the literature on this deep-rooted entrepreneurial construct.

We have not only investigated the determinants to the intention, i.e. EPMA, but 
also a mechanism to strengthen this intention. In other words, we have demonstrated 
that OC mediates the relationship between IEO and EPMA. This means that the 
impact of IEO goes through OC. An increase in IEO increases entrepreneurs’ pro-
pensity to analyze the market, and this relation is mediated by the amount of confi-
dence that entrepreneurs have in the perceived opportunity. The more IEO an entre-
preneur has, the more confidence in the opportunity at hand they demonstrate. More 
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confidence in the opportunity at hand leads to more propensity to analyze the mar-
ket. So far, no other study has examined the relationship between IEO and EPMA 
and the mediating role of OC in this relationship.

Moreover, we have contributed to the early stage of entrepreneurial venturing 
research which is considered to be very crucial (Davidsson 2015; Dimov 2010; 
Shepherd et al. 2007a, b). This study is the first to investigate the moderating role 
of entrepreneurship entry mode in this conceptual model in the time of the COVID-
19 pandemic. Our results imply that in the process of new venture creation, oppor-
tunity entrepreneurs are the ones who demonstrate higher levels of IEO and more 
confidence in the opportunity, both of which lead to more propensity to analyze the 
market. In terms of business performance, previous studies show that compared to 
necessity entrepreneurs, opportunity entrepreneurs are more likely to create growth-
oriented ventures, make a larger profit and become dominant in the market (Block 
and Sandner 2009; GEM 2019; Fairlie and Fossen 2020). A credible justification 
might be that they have a stronger IEO and OC, and therefore have a higher propen-
sity to analyze the market, which makes them closer to action and receiving early 
feedback from the real market, resulting in superior performance (Newbert et  al. 
2020).

Furthermore, our findings provide a during-crisis analysis rather than a post hoc 
reconstruction of events. This study focuses on nascent entrepreneurs to provide 
fresh insight into how a crisis like the COVID-19 can impact their decision-making 
process. It could provide a better understanding of the reason to start a business in 
the time of a crisis which, contrary to commonly held belief, is not mostly a sheer 
necessity. In this study, we try to address the lack of research evidence on decision-
making incentives in a crisis time in the early stage of entrepreneurship.

6.3 � Practical implications

Under highly uncertain circumstances, entrepreneurship is considered to be a key 
to successful business performance (Cho and Lee 2018; Hughes et  al. 2018) and 
new opportunities for growth and change (Ferreira et al. 2019). In the time of cri-
sis, entrepreneurship can be a means of thriving rather than surviving (Martiz 
et al. 2020), proving the importance of studying entrepreneurship to policymakers. 
Opportunity entrepreneurship is pro-cyclical and leads the cycle by two years, while 
necessity entrepreneurship is counter-cyclical and leads a one-year cycle (Fairlie and 
Fossen 2018; Koellinger and Thurikh 2012). As a result, not only can opportunity 
entrepreneurship alleviate economic problems in the crisis, but also can help boost 
the economy in the post-crisis condition and maintains more sustained economic 
growth. Therefore, while necessity entrepreneurship can work as a temporary rem-
edy for the current economic problem with a low likelihood of success, opportunity 
entrepreneurship works as a long-term solution during and after crises.

Although the impacts of these two types of entrepreneurship are substantially dif-
ferent, they are stimulated by more or less similar impetuses (Mühlböck et al. 2018). 
For policymakers to promote opportunity entrepreneurship that affects economic 
growth positively and curtail necessity entrepreneurship, it is of great importance 
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to avoid a one-size-fits-all approach (Borozan and Pfeifer 2014). In economic crises, 
policies offering business freedom with lowering the barriers become a classic pana-
cea, whereas these policies can increase necessity entrepreneurs’ share as they see 
fewer barriers. Despite the lower belief in the feasibility of the opportunity and lack 
of self-efficacy, they venture into entrepreneurship (Mühlböck et al. 2018). There-
fore, resources and capital allocated to promoting entrepreneurship are also used by 
necessity entrepreneurs who do not stay in entrepreneurship long, can’t create many 
jobs and their business activities are not fruitful or promising. Thus, the results of 
this study recommend having a specific support program for opportunity-driven 
entrepreneurs in times of crisis.

Moreover, this study has several implications for economic practitioners and poli-
cymakers. As entrepreneurs play a key role in helping economic condition in times 
of financial crises, it is also of crucial importance to policymakers to know how 
entrepreneurs think and make decisions in a time of crisis. This study helps to bet-
ter comprehend how entrepreneurs’ special traits –such as proactiveness, risk-taking, 
and innovativeness- lead to IEO and therefore result both in gaining more confi-
dence in the perceived opportunity and increasing their tendency to study and ana-
lyze the market condition. The results of this study could contribute to more efficient 
planning in the occurrence of inevitable future crises. It could help those in author-
ity to overcome the economic crisis by providing a better environment for opportu-
nity entrepreneurs.

Innovative firms are at the heart of economic development, industrial evolu-
tion (Zwan et al. 2016), and entrepreneurship to get involved in product innovation 
(Darnihamedani and Hessels 2016). In this crisis, the COVID-19 crisis could prove 
that digital transformation is inevitable for almost all businesses. Without the help of 
electronic infrastructures, managing this critical situation would be impossible. Even 
traditionally-run businesses were forced to offer or use online services for advertise-
ment or facilitating purchase. We strongly argue that, in the time of the COVID-19 
pandemic and digital economy transformation, entrepreneurs need to have stronger 
beliefs to pursue an opportunity (Gopi and Ramayah 2007). In the case of oppor-
tunity entrepreneurs, policymakers have a critical role in supporting (opportunity) 
entrepreneurs to have higher confidence for EPMA regarding an opportunity.

Formal institutions (with legal rules and regulations) can impact opportunity 
entrepreneurship and entrepreneurs’ confidence in their skills and can positively 
affect opportunity entrepreneurship, leading to the positive effect of opportunity 
entrepreneurship on economic growth (Aparicio et  al. 2016). Opportunity entre-
preneurship benefits from business freedom, labor freedom, and financial and 
educational capital (Fuentelsaz and Montero 2015). Therefore, it can imply that 
policymakers need to facilitate the entrepreneurial environment for opportunity 
entrepreneurs by providing them with these types of freedom and capital.

6.4 � Limitations and future studies

The questionnaire was distributed in early 2020, which was the initial stage of the 
COVID-19 pandemic, and respondents might not have been severely affected by the 
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condition by then. After the two-year effect of the COVID-19 pandemic, the result 
might be different if the study were replicated.

Although education doesn’t seem to play an essential role in a noncrisis period 
(Verheul et al. 2012), in the time of crises, one of the main factors that differentiates 
necessity entrepreneurs from opportunity entrepreneurs is formal education (Muh-
lbock et al. 2013). This has not been investigated in our paper. Thus, it recommends 
that the prospective scholars investigate the impact of education on entrepreneurs’ 
entry mode and its effect on our research model. The level of education has a posi-
tive relation with opportunity entrepreneurship and a negative relation with neces-
sity entrepreneurship (Xavier-Oliveria et al. 2015). Opportunity entrepreneurs tend 
to be better educated (Stephan et al. 2015; Xavier-Oliveria et al. 2015). Therefore, 
their entry mode into entrepreneurship might have a stronger effect on the relation-
ships mentioned.

Our paper has investigated two determinants of EPMA, namely IEO and OC. 
However, there are new trends that can encourage EPMA in a fast-changing time. 
Among those, machine learning and big data can have a significant impact on 
EPMA. Big data can help reduce uncertainty and is a valuable means for entrepre-
neurs to analyze the market more thoroughly. IEO helps entrepreneurs adopt more 
data-driven approaches to be able to keep pace with this fast-changing business 
environment. Prospective scholars are encouraged to investigate the impact of such 
trends in the proposed model.

In the time of economic recession and crises, there is a decrease in demand for 
products and services. Likewise, there is a fall in wealth which consequently makes 
financing even more difficult. On the other hand, in economic contraction, the cost 
of production (such as rent and compensation for wage and salary) decreases. We 
have seen the growth of new trends, i.e., cryptocurrency; Cryptocurrency has lifted 
borders and there is no governmental control over it. So, in times of crisis and eco-
nomic recessions, perhaps our model can also be applied to discover entrepreneurial 
opportunities in cryptocurrency. Future studies may bring insights into this case.

7 � Conclusion

This study proposed a new model based on the recently introduced concept, EPMA. 
Applying the theory of reasoned action, we could develop motivational factors of 
EPMA and examine the impact of entrepreneurial entry mode (necessity vs. oppor-
tunity) in the relation between the concepts of this study in the time of the COVID-
19 pandemic. History shows that crises are nationally and globally recurring, which 
indicates the importance of studying entrepreneurs’ behavior in times of crises. The 
COVID-19 pandemic gave us the chance to study nascent entrepreneurs’ decision-
making process. In this study, we acquire a better understanding of nascent entrepre-
neurs’ decision-making process to help facilitate entrepreneurship in future crises.

Data availability  It is fully available upon request.
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