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Abstract
Aim: it aims to idenƟ fy the concept of entrepreneurship and to measure 
percepƟ on of entrepreneurship with university students such as 
entrepreneurship, opportuniƟ es of entrepreneurship, incenƟ ves of 
entrepreneurship, and training. 
Method: A qualitaƟ ve research was done in this study, and 32 students were 
interviewed. Interviews were conducted with a total of four subjects of 
students, and eight students have been selected from each division.
Findings: As a result of research carried out some basic problems have been 
idenƟ fi ed such as lack of entrepreneurial knowledge conceptually, lack of 
courses for entrepreneurship in schools, lack of entrepreneurial opportuniƟ es, 
and insuffi  cient informaƟ on about the entrepreneurship incenƟ ves and 
training outside the school.
Keywords: Entrepreneurship, OpportuniƟ es of Entrepreneurship, Training, 
IncenƟ ves of Entrepreneurship.

Girişimcilik Fırsatlarının Tanımlanması

Öz
Bu çalışma girişimcilik ķ rsaƨ nın tanımlanması ve üniversite öğrencilerinin 
girişimcilik ķ rsatları, teşviki ve eğiƟ mi konusunda algı ve bilgisini ölçmeyi 
amaçlamaktadır.  Bir nitel çalışma olarak yapılan bu araşƨ rmada toplamda 32 
öğrenci ile mülakat yapılmışƨ r. Bu öğrenciler 4 ayrı bölümden ve her bölümden 
de 8 öğrenci seçilmişƟ r. Araşƨ rmanın sonucunda, öğrencilerde kavramsal 
girişimcilik bilgi eksiği, üniversitelerde yetersiz girişimcilik kursları eksiği, 
yetersiz bilgi paylaşımı ve okul dışında girişimci teşvik ve eğiƟ mi konusunda 
yetersiz bilgilendirme gibi temel sorunların olduğu belirlenmişƟ r. 
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INTRODUCTION

An entrepreneur is someone who organizes, manages, and assumes the risks of a 
business or enterprise. An entrepreneur is a delegate of alteraƟ on. Entrepreneurship 
is the process of fi nding out new ways of compounding sources. When the market 
value generated by this new combinaƟ on of sources is greater than the market value 
these resources can produce elsewhere individually or in some other integraƟ on, the 
entrepreneur makes a gain.

The most explicit example of entrepreneurship is the starƟ ng of new businesses. On 
the other hand, in economics, entrepreneurship compounded with land, labour, natural 
resources and capital can generate profi t. Entrepreneurial spirit is characterized by 
innovaƟ on and risk-taking, and is an essenƟ al part of a naƟ on’s ability to achieve in an 
ever alteraƟ on and increasingly compeƟ Ɵ ve global marketplace. 

The entrepreneur is in a widespread manner seen as an innovator — a designer of new 
ideas and business processes. Management skill and strong team building talents are 
oŌ en perceived as essenƟ al leadership aƩ ributes for successful entrepreneurs. PoliƟ cal 
economist Robert Reich takes into consideraƟ on leadership, management skill, and 
team-building to be main qualiƟ es of an entrepreneur. 

There are some theories about entrepreneurship opportunity idenƟ fi caƟ on and 
development. One of those theories is Dubin’s Theory Building. Dubin’s methodology 
comprises eight phases. The fi rst four parts of Dubin’s model describe structural 
components, and the last four parts describe experienƟ al substanƟ aƟ on process. 

This research is aimed to make a qualitaƟ ve research on the idenƟ fi caƟ on and 
exploitaƟ on of entrepreneurial opportuniƟ es over the fourth-grade students at Faculty 
of Economics and AdministraƟ ve Sciences in Kırklareli University. Interviews such as; 
students concept of entrepreneurship, determinaƟ on of entrepreneurial opportuniƟ es, 
in what level they are informed about entrepreneurship, and the impact of personal 
characterisƟ cs and social Ɵ es on entrepreneurs will be analyzed to try to obtain the 
results.

1. IDENTIFICATION OF ENTREPRENEURIAL OPPORTUNITY

The word “entrepreneur” gets out a thirteenth-century French verb, entreprendre, 
and meaning “doing something” or “to embark.” By the sixteenth century, the noun 
form, entrepreneur, was being used to menƟ on to someone who embarks a business 
iniƟ aƟ ve. The fi rst academic use of the word by an economist was likely in 1730 by 
Richard CanƟ llon, who described the alacrity to bear the personal fi nancial risk of a 
business iniƟ aƟ ve as the describing characterisƟ c of an entrepreneur (Sobel, 2008). 

Ardichvili et al. (2003) defi ned entrepreneurship opportunity as to designate an aspect 
for individuals who want to create business opportunity in anƟ cipated aƩ empt. While 
parts of opportuniƟ es can be ‘‘idenƟ fi ed,’’ opportuniƟ es have been made, not came 
across. Shane & Venkataraman (2000) stated that entrepreneurship is a process which 
includes evaluaƟ on, exploitaƟ on of opportuniƟ es, and the idenƟ fi caƟ on.

The most signifi cant talents of a prospering entrepreneur are to idenƟ fy and select the 
right opportuniƟ es for new commercial enterprise (Stevenson et al., 1985). Accordingly, 
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Venkataraman states that to interpret the fi nding and developing of opportuniƟ es is a one 
of the most delicate part of entrepreneurship research (Venkataraman, 1997). In the past, 
economists invesƟ gated inform of process by entrepreneurs. Nowadays, it is correlated 
with trouble shooƟ ng and giving a decision (Simon, 1967, 1991), innovaƟ on (Schumpeter, 
1934), opportunity idenƟ fi caƟ on and the entrepreneur’s alerƟ ng (Kirzner, 1979).

Opportunity is thought as the mainstay around which the assurance of entrepreneurship 
invesƟ gates is to be reinforced (Shane & Venkataraman, 2000). As a maƩ er of fact, there is 
a powerful fi eld which is diff erent from economics, strategic management and other social 
science disciplines as a consequence of that a beƩ er understanding of how individuals meet 
the opportuniƟ es (Venkataraman, 1997). As the experimental search of entrepreneurship 
progresses, raising amount of scholarly persons are bring to a conclusion that opportunity 
idenƟ fi caƟ on subsƟ tutes for the most characterisƟ c and principle entrepreneurial 
behaviour (Gaglio, 1997a; Kirzner, 1979; Stevenson and Jarillo, 1990; Venkatamen, 1997).

According to Ardichvili (2003), a prospering opportunity development period is 
dependent to create a successful commercial enterprise. This involves idenƟ fi caƟ on of 
an opportunity, its valuaƟ on, and developing per se. The development period is cyclic 
and reiteraƟ ve: an entrepreneur is likely to direct appraisals many Ɵ mes at diff erent 
phases of developing; evaluaƟ on can also guide to idenƟ fi caƟ on of extra opportuniƟ es.

2. THEORETICAL FRAMEWORK

This secƟ on describes the most important parts of entrepreneurship opportunity 
idenƟ fi caƟ on process when entrepreneurs create or start up a new commercial enterprise. 
Those parts represent opportunity, recogniƟ on, development and evaluaƟ on. 

The part of opportunity in a broad sense, an opportunity is to see the chance to encounter 
needs of market, and create the combinaƟ on of resources to get high value (Schumpeter, 
1934; Kirzner, 1973; Casson, 1982). Opportunitymight seem as an ‘‘inexactly-outlined 
market requirement, or it can appear underuƟ lizedresources, and abiliƟ es (Kirzner, 1997).

Von indicates that the follow up opportunity might involve fundamental technologies, 
innovaƟ ons in a market which has not been determined, or thoughts for merchandises 
and serving. AnƟ cipatedclients might or might not be able to give voice to their 
requirements, aƩ enƟ ons, or troubles (Von Hippel, 1994). Furthermore, Ardichvili et al. 
(2003) states unemployed resources, alongside new technologies or abiliƟ es can proff er 
possibiliƟ es to make and get new value for anƟ cipated clients, even if the accurate 
forms that new value will grip might be vague.

For the Opportunity recogniƟ on Hills (1995); De Koning (1999) believe that opportunity 
recogniƟ on seems to involve three clear processes: (1) sensaƟ on or comprehending 
market requirements or underuƟ lized resources, (2) idenƟ fi caƟ on or exploraƟ on a 
‘‘fi t’’ betwixt specifi c market requirements and designated resources, and (3) creaƟ on 
a new ‘‘fi t’’ between so far apart requirements and resources in the form of a business 
concept (Hills, 1995; De Koning, 1999). These processes describe, individually, creaƟ on, 
intuiƟ on, and exploraƟ on— not elementally ‘‘idenƟ fi caƟ on’’ (Christensen et al., 1989; 
Conway and McGuinness, 1986; Singh et al., 1999). Ardichvili et al., (2003) points out 
that the business concept must logically be arranged according to the percepƟ on of 
both the resources and the needs. However, designing of a business concept is much 
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more than discovery and percepƟ on. It is important to be aware of that the business 
concept also should include recombining or redirecƟ ng resources in order to create 
and put addiƟ onal value on to that currently available. Another part is that opportunity 
development iniƟ ate as elementary constructs that transform into more detailed as 
enterprisers develop them. The opportunity development process includes proacƟ ve 
exerƟ ons, and improving new outcome development, however, the development 
process makes a signifi cant contribuƟ on to a whole business, not just goods (Pavia, 
1991). We consider that the opportunity development is an on-going proacƟ ve process 
which is essenƟ al to the formaƟ on of an organizaƟ on. In order to develop opportuniƟ es, 
individuals organize the ideas as detailed business plans. But the process of opportunity 
development is another concept which is diff erent from opportunity recogniƟ on and 
idenƟ fi caƟ on (Ardichvili et al., 2003). 

The least part is evaluaƟ on that opportuniƟ es have been assessed at each step of 
their developing, even if thevaluaƟ on might be unoffi  cial or unarƟ culated (Timmons, 
Muzyka, Stevenson and Bygrave, 1987). ValuaƟ on occurs more offi  cial once resources 
beyond the period of a person are consigned to the developing process.The fi rst offi  cial 
valuaƟ on might include a feasibility analysis, which directs the quesƟ on of whether 
the recommended associaƟ on of resources can, as a maƩ er of fact, convey designated 
value. A feasibility analysis may probably evaluate whether the worth which a specifi c 
associaƟ on of resources might consign will convert into fi nancial aƩ ainment. 

A feasibility analysis uƟ litarian anƟ cipated benefi ciary implies the presence of a 
commercial enterprise, yet one fundamental in form. If the business concept has not been 
developed yet, the business concept might be specifi ed by a feasibility analysis based 
on either resources (value creaƟ on capability) or needs (value sought). This process is 
known as “due diligence” which is oŌ en referred to the evaluaƟ on of a complete business 
plan for a new business area or for restructuring an exisƟ ng business area. In the process 
of due diligence that individuals involved in decisions in order to operate resources for 
any further development. At fi nal step, investment or acquisiƟ on will perform (or have 
performed) “due diligence” in their evaluaƟ on (Ardichvili et al., 2003).

Figure 1.  From a market need to a successful enterprise

Market Needs, under- Employed Resources

Business concepts

Business plans                                      

Business formed

Successful

enterprises

Source: Ardichvili et al., 2003.
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Ardichvili et al., (2003) totalises the opportunity, development, recogniƟ on, and 
evaluaƟ on of entrepreneurship in a market needs (see Fig.1).  The fi rst step is to discover 
the opportunity, and to understand the market needs or underemployed resources. 
The second step is business concept and business formed. ValuaƟ on of resources 
and markets conducts usable revising of business concepts. The fi nal step is to get a 
successful job.

3. EXPERIENTIAL SUBSTANTIATION PROCESS

In this secƟ on, the last four parts that describe experienƟ al substanƟ aƟ on process by 
Dubin’s Model will be explained and those parts represent prior knowledge, personal 
traits, social networks and entrepreneurial alertness.

Prior knowledge is that people are inclined to give aƩ enƟ on to informaƟ on that is 
associated to knowledge they already know (Von Hippel, 1994). Consequently, Shane 
(1999) has contended that entrepreneurs will fi nd out opportuniƟ es because prior 
knowledge actuatesidenƟ fi caƟ on of the value of the new knowledge.Shane (1999)
conƟ nues that any determined entrepreneur will fi nd out only those opportuniƟ es 
associated to his or her prior informaƟ on.

Each person’s sui generis prior informaƟ onengenders a ‘‘knowledge corridor’’ that 
admits him/her to idenƟ fy certain opportuniƟ es, but not other persons (Hayek, 1945; 
Ronstadt, 1988). Three primarymagnitudes of prior knowledge are signifi cant to the 
process of entrepreneurial exploraƟ on: prior informaƟ on of market-places, prior 
informaƟ on of ways to servicemarketplaces, and prior informaƟ on of customer troubles.
Entrepreneurial educaƟ on and experience play important roles in prior knowledge 
(Ardichvili and Cardozo 2000).

Personal traits are defi ned two characterisƟ c properƟ es. First, the connecƟ ng between 
hopefulness and superior opportunity idenƟ fi caƟ on has been sighted by a certain 
number of research workers. Searches by Krueger and Dickson (1994) and Krueger and 
Brazeal (1994) indicate entrepreneurial opƟ mism is associated to self-effi  cacy faiths. It is 
important to signalize that hopefulness about one’s capability to accomplishparƟ cular, 
diffi  cult objects (self-effi  cacy) is not associated to opƟ mism in the senƟ ment of higher 
take chances.The othercharacterisƟ c property is that of creaƟ vity. 

Schumpeter (1934) was the fi rst scholar/economist to state the view that successful 
entrepreneurs detect opportuniƟ es that other persons not perceive. Kay (1986) 
has brought to a conclusion that creaƟ ve ingredients frolic a signifi cant role in 
entrepreneurial deciding.

Social networks have had a signifi cant role in simplifying the process of opportunity 
idenƟ fi caƟ on (Mot, 2011). Hills et al. (1997), bring forward ‘‘that entrepreneurs who 
have enlarged networks recognizeimportantly more opportuniƟ es’’ than individual 
entrepreneurs.

GranoveƩ er’s study (1973) about the strength side of weak Ɵ es showed that weak Ɵ es 
are not always contained in an individual’s strong-Ɵ e network but also they are bridges to 
informaƟ on resources. Mot (2011) states weak Ɵ es involve temporal acquaintanceship, and 
powerful Ɵ es involve those people who are our friends and family. Social communicaƟ on 
network is the network of entrepreneur in business seƫ  ngs. 
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CharacterisƟ c properƟ es are the personaliƟ es and traits of the entrepreneur recognizing 
business opportunity. The term of ‘’alertness’’, the fi rst used by Kirzner (1973), was 
defi ned entrepreneurial idenƟ fi caƟ on of opportuniƟ es (Mot, 2011). Entrepreneurs 
who are successful have had parent levels of entrepreneurial alertness. Timmons and 
Spinelli (2004) have off ered that successful entrepreneurs get possession of potenƟ al to 
see opportunity when the other people do not recognize it.

Level of entrepreneurial alertness is associated to opportunity idenƟ fi caƟ on (Ardichvili 
and Cardozo 2000; Kirzner 1997; Ardichvili, Cardozo, and Ray 2003; Busenitz 1996; 
Shane 2000). Three essenƟ al parts (prior informaƟ on, social communicaƟ on network, 
and characterisƟ c properƟ es) are parent related with the entrepreneurial alertness, 
which is the previous resource of the opportunity idenƟ fi caƟ on (Mot, 2011). 

Alertness menƟ ons to the alertness of entrepreneurial and commercial enterprise 
opportuniƟ es by persons. As it is clearly seen below ( see fi gure 2) that Mot (2011) states 
as the alertness to the business opportuniƟ es is idenƟ fi ed by persons, the entrepreneurial 
opportunity idenƟ fi caƟ on is related with the previous informaƟ on, social communicaƟ on 
network, characterisƟ c properƟ es, and alertness ( see fi gure 2). This means that the four 
essenƟ al parts are main resources of the entrepreneurial opportunity idenƟ fi caƟ on.

Figure 2.  The Conceptual Model of the Opportunity RecogniƟ on

Opportunity
RecogniƟ on

Alertness

Source:  Mot, 2011

4. RESEARCH METHODS

University of fi nal year students’ the concept of  “entrepreneurial” knowledge and this 
study aimed to determine the objecƟ ves for entrepreneurship, literature development 
of entrepreneurship and entrepreneurial opportuniƟ es as a result of the concept is 
explained idenƟ fi ed and evaluated. Later in the framework of the scope of the study 
aimed to determining the selected sample universe. The study idenƟ fi ed constraints 
and Kırklareli University, Faculty of Economics and AdministraƟ ve Sciences (excluding 
Finance, Econometrics, and InternaƟ onal RelaƟ ons) students are selected as the 
universe. As a result of offi  cial data and record the universe has been able to determine 
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exactly. Sampling, which is one of probability-based methods, are made by a simple 
random sampling method. Altunisik et al (2004: 130) describe that the simple random 
sampling method is “All the elements in the universe equal and independent manner 
chance of being selected “. However, when selecƟ ng the sample in order to achieve 
more reliable outcomes research, aƩ enƟ on has been paid to the equal distribuƟ on. An 
equal number of fi nal year students have been selected from each subjects, and also 
the number of gender, equal numbers in the dayƟ me educaƟ on and evening educaƟ on 
are preferred. Results of the examinaƟ on, the universe is determined as 2458 people, 
and to be uniform distribuƟ on, interviews were conducted with a total of 32 students.

Table 1. Frequency DistribuƟ on of Interviewed students

Subject Woman Man
DayƟ me 
EducaƟ on

Evening 
EducaƟ on

Total

Labor Economics and 
Industrial RelaƟ ons

4 4 4 4 8

Economics 4 4 4 4 8

Business AdministraƟ on 4 4 4 4 8

Public AdministraƟ on 4 4 4 4 8

Total 16 16 16 16 32

In the study, data collecƟ on techniques as interviews / interview method were used. In 
research on social sciences too oŌ en the preferred interview / interview in the primary 
target, comparing the data each obtained from all subjects parƟ cipaƟ ng in the study reveal 
both diff erences is to idenƟ fy both common aspects (Yıldırım and Şimşek, 2008: 22). Face 
to face interviews with the students prepared set of quesƟ ons open-ended quesƟ ons over 
the orienƟ ng responses were recorded. During the interviews recording devices are used 
within the knowledge of parƟ cipants. Responses to the quesƟ ons of the interviewer then 
examined and coded phrases. This encoding through “content analysis” was done to try to 
get results. EssenƟ ally content analysis, by examining the relaƟ onships between concepts, 
aims to explain the raw data obtained from the results of the negoƟ aƟ ons. Content 
analysis in close together, expressions, are explained in the framework of concepts and 
themes (Krippendorff , 2004: 18, Yıldırım and Şimşek, 2008: 227).

Table 2. Kırklareli University, Faculty of Economics and AdministraƟ ve Sciences last 
year students’ determinaƟ on of entrepreneurship and entrepreneurial opportuniƟ es 
related problems

Related Problems N %

Lack of entrepreneurial knowledge conceptually 32 100

Lack of courses for entrepreneurship in school 28 87,5

lack of entrepreneurial opportuniƟ es 22 68,75

insuffi  cient informaƟ on about the entrepreneurship incenƟ ves and 
training outside the school 17 53,12
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4.1. Research Findings

Data obtained as a result of interviews were analyzed, and Kırklareli University, 
Faculty of Economics and AdministraƟ ve Sciences last year students’ determinaƟ on 
of entrepreneurship and entrepreneurial opportuniƟ es related problems: lack of 
entrepreneurial knowledge conceptually, lack of courses for entrepreneurship in 
schools, lack of entrepreneurial opportuniƟ es, and insuffi  cient informaƟ on about the 
entrepreneurship incenƟ ves and training outside the school. 

4.2. Lack of entrepreneurıal knowledge conceptually

Records of interviews conducted with students associated with the analysis lack 
of entrepreneurial knowledge conceptually related problems: not able to idenƟ fy 
the concept of entrepreneurship by the parƟ cipants, the lack of an infrastructure of 
entrepreneurship for academic or scienƟ fi c knowledge, and students,  trying to make 
a defi niƟ on, are thinking as one-dimensional frame as fi nancial means, and  to be an 
entrepreneur needed ‘’showing favor’’. It is possible to say that they have insuffi  cient 
knowledge about the concept of entrepreneurship to all parƟ cipants. Some students 
expressed within the framework of this problem area is as follows:

Table 3. Conceptual Aspects of Entrepreneurship Lack of InformaƟ on Related to the 
Problem Examples From Interview Data

M2 “Entrepreneurship is the opportuniƟ es of evaluaƟ on for people. First of all, it 
must be in accordance with the character of person. I think it is relevant to be 
sociable and know how to talk.’’

M9 “Entrepreneurship is on the character of the people. For example, to 
invesƟ gate anything done or not in the relevant market and to take steps in 
this direcƟ on. For this, you need to observe your surroundings and know to 
go through the moƟ ons. “

M12 “Entrepreneurship is a condiƟ on associated with fi nancial power. If you have 
fi nancial strength and an opportunity arises you need to evaluate it. If you do 
not show yourself, no maƩ er how much money you have you can not be a 
beƩ er entrepreneur. “ 

M22 “I think entrepreneurship is normally equality for everyone to have 
equal opportunity. But, in Turkey you need favor. You can not be a good 
entrepreneur if your back is not strong. Your chances of success are reduced. 
“

M34 “Entrepreneurship is primarily about Money. If you have a fi nancial strength 
and the market will be various opportuniƟ es for you to shut up against the 
absolute best you can. So, entrepreneurial spirit reveals fi nancial means and 
person traits to come together. “

M38 “I would say the opportuniƟ es and possibiliƟ es that can be encountered in 
life is to assess the fi nancial aspects of entrepreneurship. To do that, you fi rst 
need courage. To avoid taking risks is essenƟ al for a good entrepreneur. “
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ASSESSMENT

In a literature search on the concept of entrepreneurship it is seen as close to each 
other defi niƟ ons. The fi rst defi niƟ on is known for entrepreneurship by Richard 
CanƟ llon. CanƟ llon states that ‘’the term entrepreneur, which most people recognize 
as meaning someone who organizes and assumes the risk of a business in return for 
the profi ts’’ (Wilken, 1979: 10).  However, Kırklareli University, Faculty of Economics 
and AdministraƟ ve Sciences last year students’ defi niƟ on for entrepreneurship shows 
that they do not have enough academic or scienƟ fi c knowledge for “the concept of 
entrepreneurship”. MüŌ üoğlu and Durukan (2004: 105) stated that the reasons leading 
to failure of entrepreneurs who are making insuffi  cient emphasis on educaƟ on and 
ignorance. In parƟ cular, students who want to become entrepreneurs receive adequate 
training on this issue and it is important in terms of access to the necessary knowledge 
to be successful. Training will be given in the academic and scienƟ fi c level in this regard, 
seminars and meeƟ ngs to be organized is important to raise the awareness level of 
entrepreneurs. 

4.3. Lack of courses for entrepreneurship in school

Records of interviews conducted with students associated with the analysis lack of 
courses for entrepreneurship in school related problems: lack of entrepreneurship-
related courses, not be carried out enough informaƟ on about other courses in 
entrepreneurship, and not enough the number of teachers in this regard. 87,5% part 
of respondents emphasized the lack of courses at school for entrepreneurship. Some 
students expressed within the framework of this problem area is as follows: 

Table 4. Lack of the Course towards Entrepreneurship at school Related to the Problem 
Examples from Interview Data

M17 “No. We have no course about entrepreneurship and not made any 
noƟ fi caƟ on in this regard. “

M24 “I think there is an elecƟ ve course about it in the business administraƟ on, but 
as far as I know, neither our department nor no entrepreneurship courses in 
other departments. “

M33 “We do not have entrepreneurship course. They have had these courses in 
other schools. I think we do not have any more teachers to guide us in this 
regard. “

Assessment:

The fi rst problem area being linked together, it is emerging as a state school and the 
curriculum is more related to the lack of courses for entrepreneurship in schools. 
Tezcan and Silver (2008: 12-15) In a study conducted by the preferences of university 
students on elecƟ ve courses, the students’ course selecƟ ons were found to consider 
the future business life. When determining the required and elecƟ ve courses at the 
university curriculum, it is possible to say that students should consider their thoughts 
for the future. Mandatory or elecƟ ve courses take place in the list of courses on 
entrepreneurship in connecƟ on with the fi rst problem area will help the students 
achieve academic and scienƟ fi c level suffi  cient for entrepreneurship. 
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Also in terms of infl uencing the preferences of students for life aŌ er school and it is 
possible to say that the importance of entrepreneurship related courses take place in 
the curriculum. 

4.4. Lack of entrepreneurial opportuniƟ es

Records of interviews conducted with students associated with the analysis Entrepreneurial 
opportuniƟ es related problems: lack of entrepreneurial opportuniƟ es in the city where 
they live, the emergence of large companies and organizaƟ ons across the entrepreneur 
is very risky, and does not fi nd suffi  cient support in fi nancial terms. 68,75’lik% of the 
parƟ cipants have emphasized the lack of opportuniƟ es and to promote entrepreneurship. 
Some students expressed within the framework of this problem area is as follows:

Table 5. Lack of entrepreneurial opportuniƟ es Related to the Problem Examples From 
Interview Data

M4 “I live in a small town. Most of my friends at school they live in a small town 
like me. In general, the faciliƟ es were limited and I do not think I’m too much 
of a chance for people in entrepreneurship with low expectaƟ ons. “

M15 “I do not know exactly, but I do not think there are probably a few insƟ tuƟ ons 
outside entrepreneurs and everyone knows that entrepreneurship is 
encouraged by the state. I am not mistaken there is support of insƟ tuƟ ons 
such as KOSGEB and ISKUR, but it can not reach everyone to benefi t from this 
support, and I think it’s the harsh condiƟ ons. “

M26 “There are many strong fi rms on the market. What can be done with a small 
capital against insƟ tuƟ ons operaƟ ng in almost every fi eld? “

Assessment:

Final year students are primarily due to the lack of informaƟ on on this subject. Lack 
of knowledge can bring a one-sided point of view, as previously menƟ oned, and The 
concept of entrepreneurship can lead to reduced to a single variable. Disclosures to 
be made about entrepreneurial opportuniƟ es and incenƟ ves to change students’ 
perspecƟ ves on the concept of entrepreneurship will be an important applicaƟ on. 
Bozkurt et al (2012: 13), study conducted in Turkey, while the government encouraged 
the forefront of increasing the points of the number of entrepreneurs, trade chambers 
and banks as insƟ tuƟ ons that fi nancial incenƟ ves were found to be important. Result 
in the necessity of protecƟ on is another interesƟ ng point. Another important aspect 
for students is informing them about the possible ways of accessing about fi nancial 
incenƟ ves and priority of university students about their access to fi nancial incenƟ ves 
will make them more sensiƟ ve to the opportuniƟ es that will come against. 

4.5. Insufficient information about the entrepreneurship incentives and 
training outside the school

Records of interviews conducted with students associated with the analysis insuffi  cient 
informaƟ on about the entrepreneurship incenƟ ves and training outside the school 
related problems: They did not receive adequate informaƟ on in this regard from the 
government agencies, and the lack of promoƟ onal meeƟ ngs and acƟ viƟ es related 



IdenƟ fi caƟ on of Entrepreneurship OpportuniƟ es and ExploitaƟ on 43

International Journal of Social Sciences

to entrepreneurship. 53,12’lik% of the parƟ cipants have emphasized insuffi  cient 
informaƟ on about the entrepreneurship incenƟ ves and training outside the school. 
Some students expressed within the framework of this problem area is as follows: 

Table 6. Insuffi  cient informaƟ on about the entrepreneurship incenƟ ves and training 
outside the school Related to the Problem Examples From Interview Data

M8 “We went to the municipality to get informaƟ on about an acquaintance 
and promote entrepreneurship educaƟ on. But ulƟ mately it is saƟ sfying 
everyone was direcƟ ng us to a place we did not get any informaƟ on. We 
want to discuss with KOSGEB. They said that they talked a bit and opened 
in entrepreneurship training in specifi c periods. The necessary informaƟ on 
we were told that we can parƟ cipate in courses and training, but made 
individually suffi  cient informaƟ on. “

M16 “I think that entrepreneurship should be a very important issue and more 
promoƟ onal acƟ vity. However, neither the government nor the private 
sector do not have enough acƟ vity in the market in this regard. I think it is 
insuffi  cient to achieve those made on behalf of the public. “

M31 “Suffi  cient informaƟ on is not already being done at the school. How can we 
be entrepreneurs if we do not get enough informaƟ on outside of school?

An important part of this work already materiality. The more informed people 
who do not have materiality and need encouragement, but I think we’re 
missing it. “

Assessment:

Interviewed by university student, there are both government agencies and private 
organizaƟ ons outside the school should be pointed out that several spots about the 
lack of training and informaƟ on acƟ viƟ es. Bozkurt et al (2012: 13) Another result of 
the remarkable work they do in Turkey in the most important ways to increase the 
number of entrepreneurs that now is the emergence of training and the enhancement 
of knowledge. EducaƟ on is important, as in every area of entrepreneurship. People with 
entrepreneurial skills and understanding can be gained through entrepreneurial training 
(Agca, 2007: 173). Students will be informed as to the acƟ viƟ es and training sessions for 
the seminars, students gain awareness of entrepreneurship and will be signifi cant in 
uncovering the potenƟ al in them.

5. RESULTS AND DISCUSSION

In the literature, although diff erent from each other, again closely defi ned in each 
enterprise and entrepreneurial thinking, entrepreneurial opportunity can be 
assessed in diff erent ways among diff erent social groups and status. The concept of 
entrepreneurship of university students with entrepreneurial ideas and perspecƟ ves 
are shaped in the framework of socio-cultural and economic terms and in their own 
social groups. 

The present study examined the issues, and it reveals that students have suffi  cient 
informaƟ on on the concept of entrepreneurship. 
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Due to the lack of insƟ tuƟ onal and individual informaƟ on, students negaƟ vely aff ect 
their perspecƟ ves on entrepreneurship, and it also leads them to move away from this 
area. Considering the problem areas associated with each other seems to be inadequate 
training and insuffi  cient knowledge on the basis of them. Compulsory and elecƟ ve 
courses should be added to the curriculum in connecƟ on with the entrepreneurial part 
of the students in school will be useful in curbing the lack of informaƟ on from at least 
insƟ tuƟ on.

It is also important to get informaƟ on for students from outside of school 
entrepreneurship classes, training and increasing the number of acƟ viƟ es of public 
insƟ tuƟ ons, and private sector. The university management of such organizaƟ ons into 
contact with academic staff  will organize seminars, panel discussions and training, both 
organizaƟ ons to reach students is important in terms of easier access to insƟ tuƟ ons of 
both the students about entrepreneurship. 

Another problem area is the lack of incenƟ ves and entrepreneurial opportuniƟ es are also 
emerging as a lack of knowledge. But it can say that the main reason for this is the lack 
of personal informaƟ on. Because of the development of entrepreneurial opportuniƟ es, 
idenƟ fying and evaluaƟ ng the personal property is subject to many variables, but is also 
relevant. Training will be given and disclosures will be made in this regard, people will 
allow them to see their potenƟ al and will allow them to see the right opportuniƟ es. 
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