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TABLE 3
Examples of Usage of Cognitive Acts in Entrepreneurship
Education
Cognitive act Example of application
Framing Abstract Variation to observe the

opportunity from different points of view
Opposites to identify constrains and
boundaries to generate solution concepts
Analogical Between domains comparisons to transfer
Reasoning solutions from one domain to another
Analogs and Antilogs to generate solution
concepts starting from business models
that worked and did not work in past
situations
Abduction Hypothesizing novel solution principles to
existing problems
Hypothesizing novel explanations to
emerging business models
Mental Validating solution ideas in different
Simulation contexts of use
Validating new products and services
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FIGURE 2
An 8-Step Approach to Better Opportunity Generation and Business Model Ideation

: >l Step 0: State the current problem and solution frames

: Step I: Use framing to describe the problem | Step I: Use a (far-field) analogy to describe the problem
i from a different perspective (e.g.. user, or andfor | from the point of view of a different industry/biological
abstract principle, or contradictory prineiple) system, inspire new thinking and explore new directions

Step 2: Using the results from step 1, propose an (innovative) abductive hypothesis to ideate the existence of a
new product/service the addresses, for example

- Different end-user needs -New types of services from what was in Step 0
- New type of user -New occasions of consumptions

,_—~)l Step 3: State the revised problem and solution frames

_ | Step 4: Find an analogy to usc an examplar: transfer the solution principles of the exemplar problem to the
problem at hand to find the “how to deliver such value™ (e.g., the business model, new channels)

P S ——

Step 5. Use explanatory abduction to produce testable hypotheses to validate the problem (e.g.. is there a market
for this problem?) and solutions (can it work? End-user value?)

............

_ | Step 6: State the new opportunity in terms of “value to deliver to the customers” and how the new
entrepreneurial company plans to deliver such value (e.g., Business model)

Step 7: Use mental simulation and pilot tests to prune options, e.g., because of the lack of capabilities, or expected
customers and competitors responses

ISrep &: State the final problem and solution frames I
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