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Abstract

This paper uses concepts in strategic management and entrepreneurship cognition research to deepen understanding of the entrepreneur’s mental processes, when addressing strategic problems (issues). In this paper three main mental structures of the entrepreneur- thinking, forming and change, are envisaged, sixteen (16) propositions from which specific hypothesis can be developed for further research are proposed as well as four main questions, forming the basis of the entrepreneur’s cognition processes, when addressing strategic problems are envisaged. An explanatory conceptual framework describing the cognitive structures of the entrepreneur, when addressing strategic problems, is developed. 
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Introduction 

The entrepreneur operates and responds spontaneously to changing environment which is constantly at the “edge-of-chaos”, Mason (2007). Similarly, MingLei et al., (2007) suggest that at the post-founding stage, entrepreneurs face a highly complex and uncertain environment. Other scholars echo this by arguing that, the environment exhibits constant change, which is mostly caused by disruptive new technologies, high velocity markets, and hyper-competitive pressures and dynamic business alliances, (Brown and Eisenhardt, 1997; Christensen, 2001; D’Aveni, 1999; Tushman and O’Reilly, 1997). In addition, other scholars attribute the change to information intensive, thus economies highly depend on information flow instead of exchange of material goods (Casson, 1997; Child and McGrath, 2001).  The culminating effect of this type of environment on an entrepreneurial firm is the emergence of strategic problems (issues) (see the next section for details). 
It has therefore been argued that, entrepreneurs can deal with strategic issues by adapting their activities and strategies, moulding them to fit the opportunities (Aidis, Estrin and Mickiewicz, 2009) and the threats, strengths and weaknesses that emerge from within and without their organizations. Similarly, Veblen (1925) argues that entrepreneurs can survive when they minimize the maladjustments between their phenotype (the entrepreneur’s activities, products and services and identity) and operating environment. Other scholars argue that survival in this kind of environment depend on how entrepreneurs will be tolerant of uncertainty and ambiguity, embrace complexity and contradiction and be more cognitively adaptive (Child, 1997; D’Avenio, 1999; DiMaggio, 2001; Galunic and Eisenhardt, 2001). Hence, entrepreneurs are expected to be capable of adjusting their interacting elements to achieve better fit, a claim supported by Levitt and March (1988), as challenged by Hannan and Freeman (1989). 
Accordingly a number of scholars suggest that decision-making by entrepreneurs in dynamic, uncertain environments are characterised by change and disequilibrium (Baron, 1998; Sarasvathy, 2001; Slevin and Covin, 1997). Similarly, others such as Dickson and Weaver (2008) reveal that, in dealing with uncertain environment, entrepreneurs incline towards innovation, proactive and risky actions.  Shapero and Sokol’s (1982) emphasise the importance of thinking before doing in dealing with strategic problems. In so doing, as proposed by Eckhardt and Shane (2003) the entrepreneur constructs the means, the ends or both. Contrary, Sarasvathy (2001) rejects the conventional means-ends theories of exploitation and proposed a theory of effectuation as a new model to exploit contingencies. Other perspectives of cognition relating to entrepreneurial decision-making include: the use of heuristics-based logic (Buseenitz and Barney, 1997; Simon, Houghton and Aquino, 2000); perceptual processes/entrepreneurial alertness (Kirzner, 1985; Gaglio and Katz, 2001) and the entrepreneurial information processing-based expertise approach (Gustavsson, 2004; Mitchell et al., 2002b).
In spite of these seemingly relentless efforts in theorizing about how entrepreneurs operate in difficult and challenging environments or situations, the answers to the following major question seem to have eluded the entrepreneurial cognition research community: How do entrepreneurs address strategic issues (problems)? This paper will therefore attempt to fill this gap. Drawing on the Concepts of Strategic Thinking, Formation, Change and Reasoning Processes, De Wit and Meyer (2008), this paper will develop an explanatory model, which depicts the mind map of the entrepreneur when dealing with strategic issues. 
Research Method
The model developed in this paper is theoretical, rooted in a rich literature review concerning entrepreneurial cognition and strategic management.  A number of steps were followed to select, summarize and categorize the relevant literature:

· A number of key words “entrepreneur’s cognition, cognitive adaptation, entrepreneur’s decision-making process and entrepreneur were used by the author to search the database of journals search as Entrepreneurship Theory and Practice, Management Science, Academy of Management Journal etc.
· Based on the Strategic Management book, Strategy: Process, Content, and Context, by De Wit and Meyer (2008), a number of concepts which were related to the aim of this paper were selected. 

· The most important papers “The Central Question in Entrepreneurial Cognition Research 2007, Mitchell et al (2007)”; “Cognition-Based Perspective on Entrepreneur’s Decision and Learning Processes in Firm’s Entrepreneurial Stage, MingLei et al., (2007)”; “Causation and Effectuation: Toward a Theoretical Shift from Economic Inevitability to Entrepreneurial Contingency”, Sarasvathy (2001); and “The Conflicting Cognitions of Corporate Entrepreneurs”, Corbett and Hmieleski (2007) aid in selecting important references for this paper. 
Analyzing Framework
Three major considerations formed the basis of analysis for the proposed mind-map of the entrepreneur when dealing with strategic problems, as shown in the figure 1 below. The choice of analytical framework has been chosen by the logic of appropriateness rather than the logic of consequentiality (March and Olson, 2004). Thus, the study adopts this framework due to its appropriateness in capturing all the different elements that will meet the objective of this paper.



Source: author
1. The concept of a strategic problem;

2. The strategy process concept – strategic thinking (analysis), strategy formation (formulation) and strategic change (implementation);
3. Strategic reasoning process
Strategic problem

Strategic problem is a set of circumstances requiring a reconsideration of a current course of action, either to profit from observed opportunities or to respond to perceived threats. They are not problems in the sense of troublesome conditions that need to be avoided but in the neutral sense of challenging situations that need to be resolved, De Wit and Meyer (2008). 
Strategy process of the Entrepreneur
Figure 2 below: Strategy Process of the Entrepreneur in dealing with Strategic Problem



Source: author
Strategic thinking

Strategic thinking in the context of this paper deals with how entrepreneurs make decisions at different levels of their entrepreneurial endeavour, firm’s development stage, pre-founding, founding and post-founding, Forbes (1999). Goals (2003) defines strategic thinking as the way in which people, entrepreneurs, think about, assess, view, and create the future for themselves and their associates. Furthermore, Herrmann-Nehdi (2007), argues that strategic thinking is a mindset that allows you to: anticipate future events and issues; create alternative scenarios; understand your options; decide on your objectives; and determine the direction to achieve those objectives on a winning basis. Hence, Mintzberg (1994, p. 108) argues that “Strategic thinking is about synthesis. It involves intuition and creativity”. In other words strategic thinking is a synthesizing process utilizing intuition and creativity whose outcome is “an integrated perspective of the enterprise”
 (Mintzberg, 1994, p. 108). Hence, entrepreneurs are supposed to exhibit a high degree of behavioral and cognitive flexibility – intuitive, innovative, creative and adaptive. This argument leads to the following proposition:
Strategic Formation
Strategic formation deals with the process by which an intended strategy is created, or the process by which a realized strategy is formed. Intended strategies are what entrepreneurs formulate prior to action (a pattern of decisions), while realized strategies are the strategic behavior exhibited by entrepreneurs in practice (a pattern of actions), De Wit and Meyer (2008). It therefore presupposes that entrepreneurs, irrespective of the challenging situation they face, consciously or unconsciously develop strategies- either they deliberately plan what to do (they think of what to do) or create, innovate or adapt their reasoning power, in spite of intentions, to the prevailing situation, among other factors. 

Eisenhardt (1999) observes adaptive capability in entrepreneurial and diversified businesses, where decision-making can be deliberately rational in some areas, while emergent in other circumstances. Accordingly Heracleous (1998) perceives strategies “as pattern in stream of decisions and actions, which may be deliberate at times, emergent at other times…” Graetz (2002, P. 456) argues that “the reality is that while an organisation may begin with a rational plan, what evolves may be something quite different to the actual intention” (Graetz, 2002, p. 456). 
Therefore, in responding to strategic issues, entrepreneurs vary their decision styles and means to match the tasks at hand and situational contingencies (Casson, 1997; Mitchell et al., 2002). Papadakis et al., (1998) assert that entrepreneurs’ decisions are influenced by situational factors and not simply the predispositions of the decision makers. Thus, entrepreneurs may adopt the duality of designing the future while gradually exploring, learning and adopting to the unfolding reality. In concert, De Wit and Meyer (2008) propose that, in view of the unpredictable nature of the business environment, dependence on overly deterministic plans (status quo) without any alternate plans to make up for key variations in the business environment will be corrosive to organizations. 
In addition, a number of other studies have identified two broad categories of cognitive and decision-making styles - systematic and the intuitive styles (Scott and Bruce, 1995), which have been applied in studies of systematic and intuitive decision making by entrepreneurs (Baron, 2003a; Busenitz and Barney, 1997; Ucbasaran et al., 2001). Most scholars argue that, entrepreneurial action is highly dependent on the intuitive decision styles (Sadler-Smith and Shefy, 2004; Cooper, Folta and Woo, 1995). In extending this area of research, (Sarasvathy, 2004) argues that entrepreneurs are involved in symbolic mode of thoughts which is inclined towards intuitive decision making under uncertainty. Using the concept of effectuation, (Sarasvathy’s, 2001) asserts that decision means precede goals and exclude deterministic methods of goal pursuit. She opines that entrepreneurs, rather than choosing between means to create a given effect, choose between possible effects using a particular set of decision means. Thus, from the aforementioned discussion, it could be deduced that the decision style of entrepreneurs is shaped by the task at hand, pre-disposition of entrepreneurs, situational contingencies, as depicted in by the author in Figure 3 below: Decision-Style of the Entrepreneur in Uncertain Business Environment.  
Figure 3 Decision style and means of entrepreneurs in uncertain business environment





Drawing from the discussion on strategic formation the following propositions emerged:

Proposition 1: An entrepreneur’s decision-making style and means is shaped by the combining effects of the task at hand, situational contingencies and their predispositions. 
Proposition 2: An entrepreneur’s cognitive and decision-making styles are both systematic and intuitive in nature.
Cognitive Activities of the Entrepreneur when dealing with Strategic Problem
In addressing strategic problems, there are a number of cognitive activities that entrepreneurs may involve themselves in. Combining the discussions on strategic thinking and formation and drawing on the work of De Wit and Meyer (2008), it could be said that there are four main intertwined and systematic mental activities that entrepreneurs undertake - strategic issues identification, strategic issue diagnosis, strategy conception and strategy realisation, as well as four fundamental questions that may guide entrepreneurs’ cognitive activities, when dealing with strategic problems, as depicted in Figure 4 (page 16 ): 
Strategic Issue Identification

Identifying is referred to as the recognizing or sense-making phase of the strategic thinking and formation process. Activities at this stage of the process give entrepreneurs a fair idea of what the problem is. Hence the fundamental question the entrepreneur asks at this stage is what is the strategic problem? It could further be argued that activities at this stage contribute to the understanding of what should be viewed as problematic – what constitutes an opportunity or threat that must be addressed if the entrepreneurial firm (hereafter called firm or organisation) purpose is to be met, De Wit and Meyer (2008). Hence, entrepreneurs undertake comprehensive internal and external scanning, thorough sifting of incoming information, and selecting of priority issues. De Wit and Meyer (2008). These activities are done vis-à-vis the mission of an entrepreneurial firm. The mission of firm are basically the fundamental principles outlining the purpose the organization wish to serve, in what domain and under which conditions. Any occurrences that do not match with the mission may be deemed a strategic problem by entrepreneurs. Hence, the filtering of strategic issues will be clear when a firm has a clearly defined mission, sometimes shared by all the key players in a firm. In practice, entrepreneurs perhaps make choices and seek solutions based on the understanding of what the firm intends to achieve, i.e. in sync with the purpose of their firms- the beliefs, values and business definitions. For example the purpose of the firm may be the creation and retention of customers, returns on investment and a set of beliefs that put customers first. 
It should be noted however that, the identification of strategic problems is not about objective observation, rather subjective interpretation, which allows the entrepreneur to see and value particular strengths, weaknesses, opportunities and threats. Weick (1979) and Gioia and Chittipeddi (1991) extended this argument by saying that, such sense-making activities lead to attention being drawn to some issues, while others do not make the strategic agenda (Dutton, 1988; Ocasio, 1997). Hence, Von Winterfeldt and Edwards (1986) argue for the use of analytical thinking – informal and holistic, in such situations. They define informal thinking as the thinking that is largely unconscious and based on assumptions, variables, and causal relationships, not easily identifiable by those doing the thinking. While holistic means the thinker wants to unravel phenomenon into constituent parts, but maintains an integrated view of reality, De Wit and Meyer (2008, p. 56).
Strategic Problem Diagnosis

After identifying the problem, the entrepreneur tries to understand the structure and underlying causes of the problem, i.e. definition of the problem, through analysis and reflection. The most probable question to be asked at this stage is what is the nature of the strategic issue is, De Wit and Meyer (2008). Thus, the entrepreneur diagnosis the strategic problem by gathering more detailed data and by further analysing and refining the available information. This involves the external assessment of the firm by scanning the structure and dynamics of an entrepreneurial firm’s environment. It may also involve the internal assessment of the entrepreneurial firm, where the competencies as well as the capabilities of an entrepreneurial firm is assessed vis-a-vis those of competitors. For example, entrepreneurs may assess the business system with which a firm creates value and the organizational system developed to facilitate the business system. Elements of the business system that could be given attention are the resources and the chain of value-adding activities that enable the firm to offer services and products. Moreover, areas of the organizational systems that could be dissected are the structure of the organization, the processes used to control and coordinate diverse people and units as well as the organizational culture. Other areas the entrepreneur perhaps assesses are the direction of the firm – change drivers and change inhibitors. Entrepreneurs make these assessments in relation to rival firms, De Wit and Meyer (2008). 

Hence, MingLei et al., (2007) point out that, the entrepreneur could be seen as the information worker, with four kinds of information processing, rational, limited capacity, expert, cybernetic in formation scanning, (Lord and Maher, 1990). Busenitz and Barney (1997) argue that compared to managers, entrepreneurs rely on bias and representative heuristics in information interpretation. Nevertheless, diagnosing problems may not always follow a structured analytical process, rather may involve explicit analysis and intuitive reflecting to form a general picture of how key aspects of a strategic problem are interrelated, De Wit and Meyer (2008). 
Strategy Conception

Understanding the structure and underlying causes of the strategic problem propel the entrepreneur to arrive at a potential solution, i.e. conceive the solution. It is invariably referred to as the formulating, creating, innovating or imagining stage. The entrepreneur has to perform other sets of cognitive activities that determine the course of action to be pursued in dealing with strategic problems. The entrepreneur deals with the question, how should the strategic issue be solved? (De Wit and Meyer, 2008). In view of this, entrepreneurs generate a number of options, course of actions; explore a number of different avenues for approaching the strategic issue. These options may be generic or specific (specify goals, actions, tasks, responsibilities, resources allocation, milestones and performance measures). 
The process of conceiving can be very daunting, difficult, messy and subjective since entrepreneurs will sometimes have to create or invent potential solutions. Thus, entrepreneurs may generate ideas via reasoning by analogy or metaphor, brainstorming or pure fantasizing. The potential solutions may emerge over time or come in a flash. However, the choice of a solution involves more judgement than calculations, De Wit and Meyer (2008). The other challenge entrepreneurs perhaps face is deciding on which option to act on to resolve a strategic problem. Thus, entrepreneurs judge on which course of action to adopt in solving the identified strategic problem(s). Entrepreneurs may screen strategic options against certain evaluation criteria – perceived risks, anticipated benefits, the organizations capacity to execute, expected competitor reactions and follow-up possibilities. Nevertheless, the strategic decision-making at this phase may be based on informal evaluation criteria, such as experience and judgment of the entrepreneur. Based on this argument, the following propositions emerge:
Proposition 3: An entrepreneur’s screen strategic options against evaluation criteria - perceived risks, anticipated benefits, the organizations capacity to execute, expected competitor reactions and follow-up possibilities.
Proposition 4: An entrepreneur’s strategic decisions are based on informal evaluation criteria – experience and judgment.
Strategy Realization
The entrepreneur subjects the generated options into problem-solving activities and assesses the possible consequences of the activities. Thus, the entrepreneur cognitively processes concrete actions that achieve results. This is the implementing or acting stage of the process. The question that entrepreneurs grapple with is what actions should be taken. Hence, entrepreneurs use this part of their mental process to develop a picture of the strategic problem resolved through the selected option. These intended actions may be translated into realized actions. The entrepreneur often finds a suitable solution through experimentation and testing of assumptions, De Wit and Meyer (2008).
Other aspect of the entrepreneur’s reasoning process is the introduction and use of performance controls.  The aim is to assess two main things - whether the action taken to tackle the strategic problem is in line with the option generated and whether the results will match the anticipated outcome. Thus, entrepreneurs can formerly, informally, consciously and (or) unconsciously measure performance against the generated options as well as the intended objectives. It also involves the re-evaluation of the selected original solution as well as the problem definition itself. Although not binding, entrepreneurs can adopt quantitative performance indicators (financial indicators), qualitative performance indicators (client satisfaction) and varied and extensive measures such as balanced scorecard (Kaplan and Norton 2001; De Wit and Meyer, 2008).  Although, it could be argued that these activities are tangible, not intangible (which goes on in the mind), yet the means to arrive at these tangible results are mostly covert (goes on in the mind). Following these discussions, the following proposition emerged:
Proposition 5: The cognition cycle of an entrepreneur, when dealing with strategic problem, is in four phases – analysis, formation, realization and evaluation

The discussions on strategic thinking and formation as well as the cognitive activities of the entrepreneur are summed in Figure 4, below, as well as a number of propositions are shown below. 
Figure 4: Entrepreneurs’ Cognitive Activities in dealing with Strategic Problems
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Proposition 6: The use of intuition, creativity, innovation and adaptation are direct influence of entrepreneurial behavioural and cognitive flexibility.
Proposition 7: The cognitive and behavioural flexibility of the entrepreneur is exhibited in four intertwined and systematic mental activities.
Proposition 8: Behavioral and cognitive flexibility enhance the entrepreneur’s ability to generate options that could address strategic problems.

Proposition 9: Four fundamental questions guide entrepreneurs in their strategic thinking and formation process, in dealing with strategic problems.

Proposition 10: Four main activities characterise the thinking and formation sections of the entrepreneur’s cognition, when dealing with strategic problems.
Strategic change

The effect of the strategic thinking and formation activities is to introduce change from the status quo. The questions are: What type of change the selected idea will produce? Will the change create a new alignment between the firm and its environment? Which areas of the organization should change be introduced? De Wit and Meyer (2008) point out two areas of a firm where strategic change can be introduced - the business systems as well as the organizational systems. However, they made a distinction between operational changes which ensure the maintenance of the business and organizational systems, and strategic change which renew them. 
Regarding the type of change, most studies show evidence of two patterns in strategic change. One pattern shows that entrepreneurs sometimes transform organizations by breaking with the past, i.e., a firm’s heritage, De Wit and Meyer (2008); creative destruction, Schumpeter (1934). The other pattern shows that entrepreneurs recognize the value of continuity, building on past experiences, investments and loyalties. To this, Fornaciari et al. (1993) differentiates between evolutionary and the revolutionary change. Also, Tushman et al., (1986) distinguish between disruptive and gradual change in organizational change processes. The dramatic or radical changes in the world make the entrepreneurial firm’s strategy to be out of touch with its environment and a strategic revolution will take place (Mintzberg, 1987). In this light proponents of the revolutionary change argue that, episodes of revolutionary change are not generally chosen but triggered by crises. They continue to argue that as long as crisis exist, revolutionary change is possible, but as soon as the crisis lets up the entrepreneurial firm metamorphosis into a new form, inhibiting any further changes (Miller and Friesen 1984). 
However, some authors suggest the entrepreneurs use ‘ambidextrous’ (multiple) strategy, using both revolutionary and evolutionary changes, approach subject to external and internal conditions (Tushman and O’Reilly 1996). Hence, the form of change to be introduced by the entrepreneur into a firm’s business and organizational systems is shaped by the nature of the strategic problem or environment within which the entrepreneur operates. 
So what entrepreneurial actions constitute strategic change? A number of actions constitute strategic change, such as reorganization, a diversification move, a shift in core technology, a business process redesign, and a product portfolio reshuffle, De Wit and Meyer (2008). Other areas of strategic change include product and service innovation, new market development, process innovation, change in the application of products or services, change in the logistical and operational design and the development of core business model different from the status quo, Johnson (2001). Another question of paramount importance is how often should entrepreneurs introduce strategic change into their firms? A question echoed by (Johnson, 1988). De Wit and Meyer (2008) in addressing this issue talks of strategic renewal, which is defined as the process of constantly enacting strategic changes which allow firms to remain in sync with the environment. They posit that areas of strategic renewal could be the business and organizational systems
 of the firm. 
Drawing on the discussions on strategic formation, the following propositions emerged:

Proposition 11: In dealing with strategic problems entrepreneurs introduce change into their business and organizational systems.
Proposition 12: An ambidextrous change, creativity and innovation, are the forms of changes entrepreneurs adopt in crisis periods.

The Entrepreneur’s Strategic Reasoning Process
The string of cognitive activities, as described earlier aimed at resolving strategic problems constitute the strategic Reasoning Process. Stated differently, they are string of cognitive activities directed at defining and resolving strategic problems. They are mental tasks intended to increase the entrepreneur’s process of knowing, De Wit and Meyer (2008). It is the integration of the mental activities, which precede actionable activities, as discussed in the sections on strategic thinking, formation and change. In the context of this  paper, they are the knowledge structures that entrepreneurs use to make assessments, judgments or decisions involving, Mitchell et al., (2006), defining and solving strategic problems. However, it should be noted that the level, nature and richness of cognitive activities may vary among entrepreneurs, influenced by the environment in which the entrepreneur is located. That notwithstanding, this paper lays out the probable mind map of the entrepreneur when dealing with strategic problems, as depicted in Figure 5 (on page 23) .
This study provides a conceptual examination of the entrepreneur’s cognitive structures (mind models) when dealing with strategic problems. As such the author proposes that:

Proposition 13: Strategic thinking, strategic formation and strategic change are the foundations on which entrepreneurs make assessments, judgments or decisions.

Proposition 14: The entrepreneur’s realised actions are cognitively processed
Proposition 15: Cognitive activities as expounded under strategic thinking, formation and change increase the entrepreneur’s process of knowing.

Proposition 16: An entrepreneur’s patterns of actions are predetermined by what they mentally incubate. 

Discussion

In this article, the author used a number of strategic management concepts to explore how entrepreneurs solve strategic problems. By developing a mind map of the knowledge structures entrepreneurs use to make assessments, judgments or decision-making and solve strategic problems, the author argues that entrepreneurs, consciously or unconsciously, develop and use specific mental maps when dealing with strategic problems. The author moreover argues that entrepreneurs go beyond the thinking-creating-doing phase to the thinking-creating-doing-evaluating phase. This paper has presented a systematic fashion by which entrepreneurs may solve strategic problems. By using the strategy processes concept, the author develops clues to the nature, variables and scope of the entrepreneur’s cognitive processes and cognitions when dealing with strategic problems.
The most direct implication of this paper is to suggest a number of processes and variables that need consideration when dealing with strategic problem within a firm. The importance of the author’s argument is in four fold. First, the author’s work gives an idea of the nature, scope, pace and (or) the magnitude of the change that will be strategic in a firm’s future. Second, the author has shown the different dimensions of an entrepreneur’s cognition when addressing strategic problems. Third, this work shows the need for further work examining the practical issues of an entrepreneur’s cognition when dealing with strategic problems. Four, unlike most work on the entrepreneur’s cognition which deals with the processes (thinking and decision-making), this work itemized the thought process of entrepreneurs, practically giving some of the issues and questions worth considering when dealing with strategic problems as well as the evaluating phase as part of the cognitive cycle. In this article, the author used the concepts of strategic process and reasoning to develop the process and practical knowledge structures of the entrepreneur when dealing with strategic problems. By so doing, an important subset of the generic question of how entrepreneur’s think has been addressed, which set the stage for further research into other areas of the entrepreneur’s cognition which hitherto have not been explicitly considered. 

Future Research

Researchers should design a study to investigate the propositions put forward herein. The researchers have the option of basing their design on the cognition processes model as proposed in this paper. Given the subjectivity of the variables used in the model, a research design based on the qualitative approach may be appropriate.

Practical implications
The management teams of companies should be strategically minded to ensure strategic renewal which will address strategic problems. The cognition processes model espoused by this paper provides the platform for strategic reasoning activities in entrepreneurial firms. The model also serves as a guide to firms which are geared towards strategic renewal. 
Conclusion

This paper uses concepts in strategic management and entrepreneurship cognition research to deepen understanding of the mental processes of the entrepreneur when addressing strategic issues. In this paper sixteen (16) propositions from which specific hypothesis can be developed to explore the influence of the relationships between: entrepreneur’s cognitive adaptation and firm’s survival; behavioral and cognitive flexibility and the entrepreneur’s ability to resolve strategic problems, and the nature of the questions that entrepreneurs process cognitively when faced with strategic problems. This paper also describes the cognitive structures of the entrepreneur when addressing strategic problems. In addition, this work shows the need for further work to examine the practical issues of an entrepreneur’s cognition process when dealing with strategic problems. This work suggests that there is more to do in understanding how entrepreneurs think when faced with strategic problem. The question of what entrepreneurs consider as a strategic problem has got to be researched into. Although four fundamental questions have been raised as guide to entrepreneurs’ cognitive activities, yet there is the need to test these questions empirically. Much remains to be done.
Figure 5: The Cognition Processes of the Entrepreneur when dealing with a Strategic Problem
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Figure 1: Analytical Framework for the Paper
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� Goal (2003) describes the integrated perspective of an enterprise as competencies and skills, products and offerings, environment and industry, markets and customers, competitors and substitutes and suppliers and buyer. 


� A business system is simply defined as the way a firm conducts its business or how a firm makes money. It is the specific configuration of resources, value-adding activities and products/services offerings directed at creating value for customers. Thus, it deals with a firm’s own systems of considering certain resources as inputs (e.g. materials and know-how), value-adding process (i.e. production and branding). An organizational system refers to the way a firm gets its members to work. Thus, it deals with how individuals within a firm are configured and relate to one another with the intention of facilitating the business system. There are three aspects of the organizational system – organizational structure, processes and culture, De Wit and Meyer (2008). 
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