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Abstract : This study aimed to analyz e how micro and smal l sustain a ble enterp rise s locate d in the Metro po li ta n Region of 

Vale do Paraíb a and North Coast seek and explo it opportu ni t ies and build comp et i tiv e adva n tag e s throug h strat e g i c  

ent rep re n e ur ship . The resea rc h is char a cte riz e d as qual i tat ive , explo ra tor y, and descrip tiv e , develo p ed throu gh a mult i p l e  

case study involving seven sustain a ble enter pris es . Data colle ct ion was carrie d out throug h docu m e nta ry rese a rc h and sem i -

structu re d intervie w s with owne r- m a n ag e rs of the invest ig ate d organiz a tio n s. Data were analyz e d throu gh within -c a se  and 

cross- ca se analy se s, using a sense m ak ing appro a ch and metho dolo gic a l triangu lat ion betwe e n inter pr eta tiv e analysis and 

lexic al analysis suppo rte d by IRAM U T E Q softw a r e. The resul ts show e d that strate gic entre p re n eu rsh ip is clos e l y  

integr ate d with sustain a bil i ty and is mainly supporte d by technic al skill s , taci t know le dg e , sustain a ble innov at ion , strat e g i c  

resou rc e mana g em e nt , and collab o rat iv e netw o rk s. It was observ e d that entre p re n eu rs use profe ssio n al expe rie nc e  and 

adap tiv e capa bi li t ie s to ident i fy opportu ni tie s associa te d with socio- e nv iro nm e n tal trans fo rm a tio n s and emergin g ma r k e t  

dema nd s. The innov at ion s develo pe d by the analy z e d firms contribu te to the crea tio n of econo m ic , social , and 

enviro nm en tal value , streng the nin g comp et it iv e posi t ion ing and orga niz a tio na l legit im a c y. Furth e rm or e, the res u l t s  

demon st ra ted that strate gic mana g e m e nt of intangible resour ce s and the establ ish m e nt of strate g ic partn e rsh ips are cen t r a l  

elem en ts for comp e ti t ive sustaina bi l ity and organiz a tio n al grow th. The study contrib ute s to the adva nc e m e nt of discu ss i o n s 

on strate g ic ent rep re n e ur ship and sustaina b le busin es se s by expa n ding the unde rsta n ding of how micr o and sm al l  

enterp rise s develo p sustaina ble strate gie s in comple x and dyna m ic organ iz at ion al envi r on m e nts . 

 

Keywo rds : strateg ic entre p re n e ur ship; sustaina ble busin e sse s; micro and smal l enter pris es . 

 

 

Resumo: Este estud o teve como objet iv o anal isa r como micr o e peque n os negó cio s susten tá ve is localiz a d os na Reg i ã o  

Metr op ol ita n a do Vale do Paraíb a e Litor al Norte busca m e apro ve ita m oportu nid a de s e const ro e m vanta g e ns comp et i t i v a s 

a part i r do empre e nd e d orism o estra tég ic o. A pesquisa cara cte riz a -se como qual ita t iva , explor ató ria e desc rit i v a , 

desen v olvid a por meio de estud o de múlt iplo s caso s com sete empr e sa s susten táv eis . A coleta de dado s ocor re u a part i r de 

pesquis a docum e n tal e ent rev ista s semie st r utur a da s real iz ad a s com proprie tá rios - di rig en te s das orga niz a ç õe s invest iga d a s . 

Os dado s foram  anal isa do s por meio de anál ise s intra e interc a so s, utiliza nd o a abord a g em  de sens em a king e triangu l a ç ã o  

metod oló gic a ent re anál ise interp re tat iva e anál ise lexica l com apoio do softw a re IRAM U T E Q . Os resul ta do s eviden c i a r a m  

que o empr ee n de d or ism o estraté g ico se manif esta de form a integ ra da à susten tab il id ad e , sendo sustenta d o princ ipa lm e n t e  
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por habi l ida d e s técnic a s, conhe c im e nto s tácito s, inova ç ão susten tá ve l , gestã o estraté gic a de recur sos e rede s colab or at i v a s . 

Obse r vo u- se que os empre e n de d or e s utiliza m expe riê nc ia s profis sio n ais e capa c ida d e s adapta tiv a s para ident i f i c a r 

oportun ida d e s assoc ia da s às transfo rm a ç õ e s socio am bie nta is e às nova s dema nd a s de merc a d o. As inova ç õ e s 

desen v olvid a s pelas empre sa s anal isa da s contribu e m para criaç ã o de valor econ ôm ic o , social e ambie nta l , fortale c e nd o o 

posic ion a m e nto comp et i tiv o e a legi t im ida d e organiz a cio n al . Além disso, os resulta d os demo n st r a ra m que a gest ã o  

estra tég ic a de recu rso s intangív e is e o estabe le cim e n to de parce ria s estra té gic a s consti tu em  eleme nto s cent r ais par a  

susten ta çã o comp et it iv a e cresc im e nto orga niz a cio na l . O estudo contrib ui para o avanç o das discu ssõ e s sob r e  

empre e nd e do rism o estra té gic o e negóc ios sustentá v eis, ampl ia nd o a comp re e n sã o sobre como micro e peque n a s empr e s a s 

desen v olv em  estraté g ias susten táv e is em ambie nte s orga niz a cio na is comple x os e dinâm ico s. 

Palavras - Ch a ve: empre e n de d orism o estraté gic o; negóc ios susten táv e is; micro e pequ en a s empre sa s.  

 

 

Resum e n : Este estud io tuvo como objet iv o analiza r cómo las micro y pequ e ñ as empre sa s soste nible s ubica d as en la Reg i ó n  

Metrop ol ita n a de Vale do Paraíba y Costa Norte busca n y aprov e c ha n oportu nid ad e s y constr uy e n ventaja s comp et i t i v a s 

a parti r del empre n dim ie n to estraté gic o . La investig ac ió n se carac te riz a como cual i tat iva , explo rato ria y descript i v a , 

desarro lla d a media nte un estudio de casos múlt iple s con siete empre sa s soste nible s. La reco lec c ión de datos se real izó a 

travé s de invest iga ció n docu m e nta l y entre v ista s semiestru c tura da s con propie ta rio s y direct iv os de las organiz ac i o n e s 

investig a da s. Los datos fuero n anal iza do s media nte análisis intra e interc a sos, utiliza n do el enfoq ue de sense m a kin g y 

triangu lac ión meto doló gic a entre anál isis interp reta tiv o y anál isis léxic o con apoy o del softwar e IRAM U TE Q . Los 

resul ta do s evide nc iaro n que el empre n dim ie nto estraté gic o se mani f iesta de mane ra integra da con la sostenibi l ida d y s e 

susten ta princip alm e nte en habil id ad e s técnic as, cono cim ien tos tácito s, innov a ció n soste nible , gest ión estraté gic a  de 

recur sos y redes colab or at iva s. Se obse rv ó que los empre n de d or es utiliza n expe rien c ias profesio na le s y capa cid a d e s 

adaptat iv as para ident i fic a r oportu nid ad e s asocia d as a las transfo rm ac ion e s socio am bie ntale s y a las nuev a s dema n d a s 

del merc ad o. Las innov ac ion e s desarro lla d as por las empre sas anal izad a s contribu y en a la crea ció n de valor econó m i c o , 

socia l y ambie ntal , fortale c ie nd o el posic ion am ie n to compe t it iv o y la legit im id a d organiza cio na l . Adem á s, los resul t a d o s 

demo str aro n que la gestió n estraté g ica de recu rso s intangible s y el estable cim ie nto de alianz as estraté gic a s consti t u y e n  

elem e nto s centrale s para la soste nibi l ida d comp e ti t iva y el crec im ie nto organiza cio na l . El estudio contrib u ye al ava n c e  

de las discu sion e s sobre empre nd im ie nto estraté gic o y nego c ios sostenible s, ampl ia nd o la comp re nsió n sobre cómo las 

micro y pequ e ña s empre sa s desa rrol lan estrate g ias sostenible s en entorn o s organiza cio n ale s comple jo s y dinám ic os. 

 

Palabras Clave: emprendimiento estratégico; negocios sostenibles; micro y pequeñas empresas. 

 

Introduction 
 

The twenty-f irs t century has been characterized by a dynamic and complex competi t iv e 

environm ent marked by accelerated transformations, uncertainty, and increasing pressures for 

innovation and sustainabili ty . In this context, organizations face simultaneous challenges related to 

strategic adaptation and value creation, requir ing the integrat ion of entrepreneuri al capabil ities and 

strategic management practic es (Hitt et al., 2011; Sundar & Gurupandi, 2025). 

Simultaneously, the intensificat ion of debates surrounding sustainability has increased pres s u re 

on organizat ions to adopt responsible pract ices that consider the environmental, socia l, and econo m ic 

impacts of their activities. This scenario has contr ibuted to the consolidation of sustainable busine s s e s 

as a strate gic alternat ive in which value creation is associated not only with econom ic perform ance b ut 

also with the generation of social and environmental benefits (Bruno, 2019; Evans et al., 2017).  

Within this environment, micro and small enterpris es (MSEs ) play a centra l role in econo m ic 

development, partic ularly in emerging economies, due to their signif icant contr ibution to employ m e n t 

generat ion and income distr ibution. Howe ver , these organizat ions face structural limitat ions and 

greater vulnerabili ty to market uncertaint ies, which hinder the susta inabil ity of competitive advanta g e s 

over time (Serviço Brasileiro de Apoio às Micro e Pequenas Empresas [SEB RA E] , 2016 ) . 
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Furthermore, studies indicate that although MSEs are efficient in identifying opportunities, the y 

frequently exper ience difficulties in value appropriat ion and in consolidating sustainable  competi t i ve 

strategies (Agha & Gafforova, 2019). 

Against this backdrop, the concept of strategic entrepreneurship (SE) has gained prominence in 

the literature as an interdiscipl inary field integrat ing opportunity -s eeking behavior (entrepreneurs h ip ) 

with advantage-seeking behavior (strategic managem ent) (Ireland, Hitt , & Sirmon, 2003). Strate g ic 

entrepreneurship is understood as the organizational capabili ty to simultaneous ly explore new 

opportunities and exploit existing advantages by balancing innovation, resource allocation, and 

strategic positioning (Hitt et al., 2001; Wijekoon et al., 2025). 

Sundar and Gurupandi (2025) emphasize that strategic entrepreneurship has evolve d as a rese a rc h 

field, exhibiting significant growth in scient ific production while also revealing impor tant gaps rela t e d 

to practical applications in specif ic contexts, such as small enterpr ises and sustainable busines s e s . 

Additionally, Al-A bbadi et al. (2025) argue that the integration of innovation, resource managem e n t, 

and strategic orientation is essential for organizationa l performance in uncertain environme n ts , 

particular ly when associated with sustainability and digital transform ation. 

Despite these advances, a gap remains in the literature regarding the understanding of how 

strategic entrepreneurship manifests itself in micro and small sustainable enterprises , partic ul a r l y 

within specific regional contexts and under conditions of heightened uncertainty, such as econo m ic 

and health crises. Moreover , prior studies highlight the need for configurational approaches capable of 

integrating strategic behavior, resource orchestration, and entrepreneurial characteristics to expla i n 

organiza tional perform anc e more comprehensively (Wijekoon et al., 2025). 

In this sense, the present study seeks to contr ibute to this gap by analyzing how micro and sma ll 

sustainable enterprises articulate opportunity identificat ion and exploi tat ion, as well as the 

development of competitive advantages through strategic entreprene urship. 

Accordingly, the following research question was formulated: how do micro and small sustain a b le 

enterprises located in the Metropolitan Region of Vale do Paraíba and the North Coast identify and 

exploi t opportunities and build competi tive advantages through strategic entrepreneurshi p? 

To address this question, the study adopts the Advanced Model of Strategic Entrepreneur s h ip 

proposed by Hitt et al. (2011) as its analyt ical framework. The model consider s environm en ta l , 

organiza tional , and individual factors as inputs, resource orchest ration as the central proces s, and value 

creation as the primary outcome. This framework enables an integrated understanding of how mult ip le 

dimensions influence organizat ional perform ance, there by contributing to more robust analy s e s 

aligned with contempo rary perspectives in the field of strategic entrepreneurship. 
 

 

 

 

Theoretical Found ations of Strateg ic Entrepren eursh ip 
 

The contemporary competi tive environment is characterized by the intensification of 

technological, econom ic, and social transform ations , requiring organizations to develop gre a te r 

adaptive capacity, innovation, and continuous value creation. In this contex t, strategic entrepreneurs h i p 

has emerged as a relevant theoretica l field for understanding how firms identify opportunities, mobi l iz e 
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strategic resources, and develop sustainable competit ive advantage s in scenarios marked by 

uncertainty, complexity, and dynamism (Hit t et al., 2011).  

The conceptual origins of strategic entrepreneurship lie in the integration between the fields of 

entrepreneurship and strategic management. Ireland, Hitt, and Camp (2001) argue that organizat io n a l 

wealth creation depends on the simultaneous articulation of opportunity -seeking behaviors and 

advantage-s eeking behaviors. Subs equently, Ireland, Hitt, and Sirmon (2003) consolidated this 

perspect ive by defining strategic entreprene urship as the organizat ional capabili ty to expl o i t 

opportunities while simultaneously building and sustaining competit ive advantages.  

Strategic entrepreneurs hip has increasingly been understood as a multidimensional theoret i c a l 

construct grounded in the integrat ion of organizat ional capabil it ies, innovatio n, and strate g ic 

adaptat ion. Costa, Ferreira, and Jayantilal (2026) demonstrate that strategic entrepreneurship has 

evolved significantly over recent decades, moving beyond a mere convergence betwe e n 

entrepreneurship and strategy to becom e an autonomous domain of scient ific inquiry.  

Ireland et al. (2023) emphasiz e that the field has progressively incorporated discussions related to 

dynamic capabili ties , organizational learning, continuous innovation, and organizat io n a l 

ambidexteri ty , thereby expanding its explanatory power regarding organiz ational behavior in comp l e x 

competitive environm ents. According to the authors, strategic entrepreneurship should be unders t o o d 

as an organizat ional process oriented toward the identification, exploration, and exploitatio n of 

opportunities through the strategic orchestration of resources and capabili tie s. This perspec t i ve 

reinforces the necessi ty for organizat ions to simultaneously develop strategic flexibil ity and innova ti ve 

capabil ity, particularly in conte xts characteri zed by environmental volatil ity and intens ify i n g 

competition.  

Additionally, Costa, Ferreira, and Jayanti lal (2026) argue that the field of strat e g ic 

entrepreneurship remains under theoret ical expansion and is currently structured around four major 

analyt ical dimensions : strategic management and entrepreneurship, entrepreneurial orientat i o n, 

corporate entrepreneurship, and the balance between explora tion and exploi tat ion. The authors cont e n d 

that strategic entrepreneurship consti tutes an organizat ional mechanism capable of promo ti n g 

adaptat ion, growth, and business susta inabil ity in environm ents character ized by insti tutional and 

technological complexity. Based on these studies, strate gic entrepreneurship has increasingly been 

interpreted as a dynamic proc ess of organizational adaptat ion rather than merely a set of pract ic e s 

aimed at busines s growth.  

From a theoretic al standpoint, the Advanced Strategic Entrepreneurship Model proposed by Hit t 

et al. (2011) represents one of the field’ s primary analytical fra mew orks. The model considers strate g ic 

entrepreneurship as the resul t of a system ic interact ion among environm ental, organizat ional, and 

individual factors articulated through resource orchestra tion proces ses. In this framew ork, inpu ts 

encompass environm en tal , organizational , and individual factor s; processes refer to the manage m e n t 

and strategic combination of resources; and outputs correspond to value creation, wealth generat i o n, 

and social , organizat ional, and individual benefi ts.  

The relevance of this model lies in its abili ty to explain how organizations simultaneously explo re 

future oppor tunit ies while sustaining present competit ive advantages. This perspective overcomes the 

linear approaches previously predominant in the field by recognizing the dyna mic, relational, and 

adaptive nature of strategic entrepreneurship.  

The strategic orchestration of resources assumes a centra l role in strategic entrepreneurs hip, sinc e 
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competitive advantage depends not only on the possession of resources, but also on the organizat io n a l 

capabil ity to combine, reconfigure, and strate gically direct them in response to environme ntal chang e s . 

Moraes et al. (2020) , in their invest igat ion of Brazi lian and Canadian small and medium -sized firms 

in the aeronautical sector, identified that the circulat ion of tacit and explicit know ledge, associa t e d 

with the development of strategic partnerships and continuous innovation, strengthens strate g ic 

entrepreneurship proce sses and expands organizat ional competit iveness.  

Furthermore, Moraes et al. (2020) demons trate that micro and small enterpris es depend hea vi ly 

on the entre preneurial action of their managers to transform scarce resources into innovation and 

competitive advantage. According to the authors, human capital, tacit know ledge, collabora t i ve 

networks, and adaptive capabili ties constitute fundamental strategic resources for organizat io n a l 

survival and competi tivenes s in environm ents marked by high complexity and market dynam ism.  

Ireland et al. (2023) and Costa, Ferreira, and Jayantilal (2026) further emphasize that strat e g ic 

entrepreneurship has increas ingly incorporated elements such as human capital , adaptive capabili t ie s , 

organiza tional learning, and strategic networks as centra l factor s for the competitive performa nce of 

small firms. According to these authors, the capability to interpret environm ental changes, mobi l iz e 

resources, and develop continuous innovation has become essential for organizational sustainabil ity in 

highly competit ive and uncertain environm ents.  

Therefore, strategic entrepreneurship may be understood as a dynamic, multidime ns ional, and 

relational organizational process capable of integrating innovation, strategy, learning, and value 

creation within environm ents characterized by intense competit iveness and continuous transformati o n.  

 

Susta inable Businesses and Susta inable Valu e Creation 

 

The increasing intensification of environmental, social, and economic problems resulting from 

traditional development models has driven the incorporation of sustainability into organizationa l 

strategies. In this context, sustainable businesses have assumed a central position in academic and 

managerial debates, particularly due to the growing need to reconcile economic performance, socio-

environmental responsibility, and shared value creation.  

Sustainable businesses may be defined as organizations that incorporate economic, social, and 

environmental principles into their business models, seeking to balance organizationa l 

competitiveness with positive socio-environmental impact. This perspective is grounded in the Triple 

Bottom Line concept, according to which organizational performance should be evaluated 

simultaneously through economic, environmental, and social dimensions (Schaltegger, Lüdeke-

Freund, & Hansen, 2012).  

The contemporary literature demonstrates that sustainable business models have evolved 

significantly in recent years, particularly due to digital transformations, institutional pressures, and 

changes in consumption patterns. In this scenario, sustainability has ceased to represent merely a 

strategy of organizational legitimacy and has become a central element in processes of innovation, 

competitive differentiation, and organizational survival.  

Recent discussions on sustainable businesses have increasingly emphasized strategic 

sustainability, systemic innovation, organizational resilience, and shared value creation as essential 

dimensions of contemporary business models. Jamil, Stephens, and Fadzil (2025) argue that corporate 

sustainability depends directly on the ability of organizations to integrate entrepreneurial and strategic 
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practices capable of ensuring long-term growth, adaptation, and permanence. According to the 

authors, organizational sustainability is associated with the articulation among resources, leadership, 

organizational capabilities, and adaptive strategies, particularly in contexts marked by economic and 

competitive instability.  

Furthermore, these authors argue that the adoption of a strategic entrepreneurship perspective 

enables organizations to simultaneously balance the exploration of future opportunities and the 

exploitation of existing competitive advantages, thereby strengthening organizational sustainabil ity 

processes.  

Jamil, Stephens, and Fadzil (2025) also emphasize that small sustainable businesses face specific 

challenges related to financial resource scarcity, scalability constraints, institutional legitimation 

requirements, and limited managerial capabilities. Similarly, Bruno (2019) argues that organizationa l 

sustainability depends not only on the adoption of environmental practices, but also on firms’ strategic 

capability to transform sustainable purpose into economic value generation and competitive 

advantage.  

Bruno (2019) had already highlighted that sustainable businesses may be structured around 

different clusters associated with technological innovation, social transformation, and productive 

reorganization. However, the evolution of sustainability literature has broadened this understanding 

by demonstrating that the consolidation of sustainable businesses depends on a systemic approach 

based on stakeholder integration, continuous innovation, and organizational adaptive capacity in 

response to environmental, social, and market transformations. In this context, sustainability ceases 

to represent merely operational or environmental practice and becomes a fundamental strategic 

element for organizational value creation and competitiveness.  

Schaltegger, Lüdeke-Freund, and Hansen (2012), together with Evans et al. (2017), began to 

conceptualize sustainable businesses as organizations oriented toward socio-environmenta l 

innovation and shared value creation, thereby overcoming restricted interpretations associated 

exclusively with corporate environmental responsibility. According to these authors, corporate 

sustainability must be integrated into the strategic logic of the business model, encompassing the 

creation, delivery, and capture of economic, social, and environmental value in a systemic manner.  

In this sense, sustainable businesses are no longer understood exclusively as environmenta l ly 

responsible firms, but rather as organizations capable of promoting socio-environmental innovation, 

generating shared value, and strategically responding to contemporary demands for sustainab le 

development.  

For the purposes of this study, sustainable businesses are defined as organizations that 

incorporate socio-environmental practices into their productive processes, products, services, or 

management models, developing solutions aimed at reducing environmental impacts, encouraging 

conscious consumption, promoting waste reutilization, and strengthening local social benefits.  

The articulation between strategic entrepreneurship and sustainable businesses is particula r ly 

relevant within the context of micro and small enterprises, since these organizations depend heavily 

on innovation, adaptive capability, strategic resource management, and legitimacy building to ensure 

competitiveness and long-term market survival. The integration between strategic entrepreneurship 

and sustainable businesses makes it possible to understand how micro and small firms articulate 

innovation, sustainability, and competitive advantage in environments characterized by resource 

constraints and highly competitive complexity.  
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Methodological Procedu res 
 

This study is characterized as a qualitative research approach. Qualitative studies are concerned 

with understanding processes rather than merely focusing on outcomes (Godoy, 1995). According to 

Flick (2008), qualitative research enables the description of how a given phenomenon develops and 

changes, considering its processes, causes, and consequences.  

In order to achieve the analytical breadth required for this investigation, an exploratory-

descriptive methodological approach was adopted. According to Cervo and Bervian (1996), 

exploratory research seeks to understand a phenomenon and discover new ideas, whereas descriptive 

research aims to comprehend situations and relationships embedded within social, economic, and 

organizational realities.  

Regarding the research strategy, this study is characterized as a multiple case study, since it seeks 

to understand contemporary phenomena embedded within specific organizational contexts (Godoy, 

1995). The choice of a multiple case study design was motivated by the possibility of expanding the 

analytical capacity of the research through comparisons among organizations operating under 

different sustainable business models, thereby enabling the identification of patterns, singularit ies, 

and relationships associated with strategic entrepreneurship in micro and small enterprises. According 

to Stake, Denzin, and Lincoln (1994), studies of this nature provide deeper understanding of complex 

phenomena by considering their contextual particularities and interactions.  

The organizations selected to compose the sample were chosen based on their similarity to the 

three sustainable business clusters identified by Bruno (2019): technological, social, and 

organizational, which may manifest either individually or simultaneously. Simila rities between the 

investigated organizations and the business models presented in studies developed by the SEBRAE 

Sustainable Center were also considered.  

To classify firms as sustainable businesses, the following criteria were considered: (a) the explic it 

presence of a socio-environmental value proposition; (b) the adoption of environmental and/or social 

sustainability practices within their business models; (c) publicly available evidence of such practices 

through institutional websites, social media platforms, digital materials, and media reports; and (d) 

alignment with the sustainability clusters proposed by Bruno (2019). Accordingly, greater 

methodological rigor was pursued in the sample selection process, ensuring stronger alignment 

between the investigated organizations and the research object.  

The population and sample were defined through intentional accessibility to sustainab le 

businesses operating within the Metropolitan Region of Vale do Paraíba and the North Coast 

(RMVPLN). The RMVPLN comprises 39 municipalities and is characterized by strong economic 

diversity, including automotive, aeronautical, aerospace, and defense industries, as well as port 

activities, oil-related industries, tourism, and agribusiness sectors (Mello, 2012). To participate in the 

sample, organizations were required to meet the following criteria:  

 

•  Sizer : micro or small enterpris e (Sebrae, 2013); 

•  Location: Metropolitan Region of Vale do Paraíba and North Coas t; 

•  Business trajectory : operat ions linked to sustainable practices ; and,  

•  Organizational age: minim um of three years. 
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The sample consisted of seven compa nies, identif ied in Table 1 using ficti tious names rangin g 

from ECO1 to ECO7 to preserve organiz ational confidentiali ty . Table 1 presents the business sector s , 

locat ions, and years of establishment of the participat ing firms. 
 

Table 1 – Research Sample 

COMPANY/YEAR BUSINESS SECTOR LOCATION 

ECO1 (2008) Rural tourism Pindamonhangaba 

ECO2 (2017) Solid waste management application São José dos Campos 

ECO3 (2017) Urban organic waste composting Taubaté 

ECO4 (2016) Natural cosmetics  Cruzeiro 

ECO5 (2004) Healthy food products manufacturing Pindamonhangaba 

ECO6 (2019) Reusable (ecological) diaper manufacturing Taubaté 

ECO7 (2016) Mantiqueira Mountain wool products  Campos do Jordão 

Source: Prepared by the authors . 

 

It is notew orthy that all companies in the sample operate within the social and organizati o n a l 

clusters and develop strategies associated with encouraging conscious consumption and genera t i n g 

posit ive socio -environmental impacts. ECO2, ECO3, and ECO7 also adopt value-creation strate g ie s 

based on waste reutilization, whereas ECO4, ECO5, ECO6, and ECO7 develop strategies related to 

the subst itution of conventional products by renewable alternat ives and natural process es.  

Although ECO6 did not fully meet the minimum organizat ional age criterion establ ished for 

participat ion, its inclusion was considered relevant due to its regional singularity and alignme nt with 

the analytica l dimensions of the research, particularly regard ing the replacement of dispos able prod u c ts 

with sustainable reusable solutions . Furtherm ore, the entrepreneur’s professional trajectory reve a l e d 

more than ten years of previous entrepreneurial experience, which was considered relevant for 

understanding the invest igated phenomenon.  

To achieve the object ives of the study and operat ionalize the mult iple case study desig n , 

documentary secondary data were initial ly collected through publicly available information from 

institutional websites, social media platforms, and digital mater ials produced by the participa t i n g 

organiza tions. Subsequently, primary data was colle cted through semi - structured, in-depth individ u a l 

interview s conducted with the owner-m anagers of the firms analyzed.  

To facilitate understanding of the primary data collec tion and analysis process, Figure 1 was 

developed to illustrate the methodological stages adopted in the study. The analyt ical process was 

grounded in the sensemaking approach, enabling the interpretation of how entrepreneurs attri b u te 

meaning to their experiences, decisions, and organiz ational relationships. 
 

Figur e 1 – Data Collection and Analysis Process  



 

 
REUNIR: Journal of Administration, Accounting and Sustainability , 16(3), 2026.  

9 

 

 
Source: Prepa re d by the author s base d on the techn iqu e s adopte d for data colle ct io n and analysis . 

 

The sensemaking approach was adopted because it enables understanding of how entre pren e u rs 

interpret environm ental, organizat ional, and market changes while assigning meaning to their strate g ic 

decis ions and organizat ional pract ices in contexts characteriz ed by uncertainty and contin uo u s 

transform ation (Maitl is & Christianson, 2014).  

The interview s were conducted between Novem ber 17 and November 24, 2020, through the Zoom 

digi tal platform direct ly with the owner-managers responsible for participa ting organizat ions. The use 

of a virtual platform constituted a strategic decision aimed at minim izing risks associated with the 

Covid-19 pandemic context during the data collection period.  

Moraes (2014) highlights that semi-structured in-depth interview s consti tute a methodolog i c a l 

resource designed to understand participants’ experiences, interpretations, and perceptions based on 

theoretical assumptions previous ly defined by the researcher.  

The data collection instrument used in this study consisted of an adaptation of the interv i e w 

protocol validated in the doctoral disser tat ion entit led Strategic Entrepreneurs hip in Brazil ian and 

Canadian Small and Medium -Sized Aeros pace Firms , developed by Moraes (2014). The orig in a l 

protocol was constructed based on the methodological recommendations proposed by Eisenh a rd t 

(1989), particularly regarding the use of inductive and flexible methods in multiple case study resea r c h.  

The interview s were conducted with: (1) the owner of ECO1, lasting 1 hour and 25 minutes; (2) 

the owner-partner of ECO2, lasting 1 hour and 12 minutes; (3) the owner of ECO3, lasting  49 minut e s ; 

(4) the owner of ECO4, lasting 1 hour and 29 minutes; (5) the owner -par tner of ECO5, lasting 1 hour 

and 15 minutes; (6) the owner of ECO6, lasting 1 hour and 14 minutes; and (7) the owner of ECO 7, 

lasting 1 hour and 41 minutes.  

According to Miles and Huberm an (1994), qualitative data analysis in multiple case studi e s 

requires techniques capable of facilitating systematic understanding, synthesis , and compar ison of the 

collected data. Therefore, the analytical procedure adopted in this research  was developed in two 
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complementary stages: within -case analysis and cross-case analysis.  

The within-cas e analysis sought to individually describe, understand, and interpret each 

participat ing organization while considering its contextua l specifici ties and organizat io n a l 

singularit ies. In turn, the cross-case analys is aimed to compare the invest igated cases according to the 

dimensions of the Advanced Strate gic Entrepreneurs hip Model, particular ly opportunity -see k i n g 

behavior, resource exploi tat ion, value creation, competitive advantage, and the generation of 

organiza tional , social, and individual benefi ts.  

The cross-c ase analysis was conducted through systematic comparison among the analyt i c a l 

categor ies identified in the intervie ws, enabling the identific ation of entrepreneurial behavior patte rn s , 

organiza tional similari ties, and specifici ties associated with strategic entrepreneurship pract ic e s 

developed by the participa ting firms.  

The data were interpreted through the sensem aking approach and organized with the suppor t of 

IRAM U TE Q software. IRAM UT EQ was employed as a complem entary quali tative analysis tool , 

enabling the identification of lexical recurrenc es, similar ity relationships, and discursive patte rn s 

present in the interview narrative s. The use of the softw are contr ibuted to strengthening analyt ic a l 

triangulat ion among qualitative interpretat ion, lexical analysis, and cross -case compar ison, the re b y 

enhancing the consistency and reliabil ity of the study’s findings .  

Sensemaking is descr ibed by Golem an (1985) as an interpretative proces s through whic h 

individuals perceive, organize, and assign meaning to the environment in which they opera te . 

According to Maitl is and Chris tianson (2014) , sensemaking enables understanding of how 

organiza tional actors interpret unexpecte d events, ambiguit ies, and contextual changes in 

organiza tional settings.  

The triangulation among documentary data, in-depth interviews, within -cas e analysis, cross -c a s e 

analysis, and lexical analyses conducted through IRAM U T EQ contributed to strengthening the 

methodological robus tness and interpretative reliabili ty of the results presented in this study  

 

Results and Discussion  
 

The analys is of the seven companies participating in this study enabled a comprehen s iv e 

understanding of how strategic entrepreneurs hip manifes ts itself in micro and small sustain a b le 

business es located in the Metropolitan Region of Vale do Paraíba and the North Coas t (RMVP L N ) . 

The results demonstrate that strategic entrepreneurship in these organizations constitutes a dyna m ic , 

relational , and multidimens ional process in which individual capabilit ies, organizational resourc e s , 

sustainable innovation, collaborat ive networks, and adaptation to the competitive environm ent are 

continuously articulated to generate econom ic, social , and environmental value. 

The findings reinforce the perspective propos ed by Hitt et al. (2011), according to which strat e g ic 

entrepreneurship should be unders tood as an integra ted process involving both opportunity explor a t i o n 

and the development of sustainable competi tive advantages. In the cases analyzed, the firms not only 

identified market opportunities associated with contemporary socio -environm ental demands but also 

developed organizational mechanism s capable of transforming these oppor tunit ies into innovati o n, 

competitive posit ioning, and organizat ional legitimacy. 

Furthermore, the resul ts demons trate that the strategic entrepreneurship observed in the 
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invest igated firms transcends tradi tional approaches focused exclus ively on econom ic performa nc e . 

Sustainabili ty emerged as a structur ing element of organizational strategies, directly influencing how 

entrepreneurs interpret the environment, mobilize resources, develop innovation, and estab l is h 

relations hips with stake holders. 

This finding converges with the contributions of Schaltegger, Lüdeke -Freund, and Hans en (201 2 ) , 

Evans et al. (2017), and Stubbs and Cocklin (2008) , who argue that sustainable businesse s depend on 

the integration between econom ic value creation, pos i tive socio-environmental impact, and 

organiza tional legitimacy. Similarly, the findings dialogue with Di Felice, Torres, and Yanaze (201 2 ) , 

by demons trat ing that contemporary sustainable organizat ions operate in environments character iz e d 

by intense social, environm ental , and technological transform ations , thereby requiring greater adapti ve 

and strategic capabili ties from entrepreneurs. 

The analytical construction of this section was grounded in methodological triangulation invol v in g 

documentary analysis, semi-structured in-depth interviews, within -c ase analysis, cross-case analy s is , 

and lexical analysis suppor ted by IRAM U T EQ software. Methodological triangulation contributed to 

increasing the interpretative robustnes s of the research by integrating differe nt sources of evidence and 

multiple analytical levels, thereby enabling the identification of converge nces , complementar it ies, and 

recur rent patterns present in the entrepreneurs ’ narrat ives. 

In this sense, the integration between interpretative quali tativ e analysis and automated lexic a l 

analysis enabled a deeper understanding of the relationships among human capital, sustain a b le 

innovation, collaborative networks , and value creation in the invest igated sustaina ble business es. Thus , 

triangulat ion functioned not only as a mechanism for methodological validation, but also as a stra t e g y 

for analytical deepening, allow ing the investigated phenomenon to be interpre ted through mult ip le 

theoretical and empir ical perspectives . 

The within-case analysis enabled the understanding of the specificit ies of each investig a te d 

organiza tion, including their strategic events, sustainable practices, and mechanisms for competi t i ve 

advantage construct ion. In turn, the cross-cas e analys is allowed the identificat ion of recur re n t 

organiza tional patterns associated with the dimensions of the Advanced Strategic Entrepreneurs h i p 

Model propos ed by Hitt et al. (2011) , particularly regarding oppor tunity -seeking behavior , resou rc e 

exploi tation, value creation, and wealth generat ion. The prof i le of the entrepre neurs interviewed is 

presented in Table 2 

 

 

 

 
Table 2 – Profile of Sustainable Business Entrepreneurs  

Company Gender Age Education Marital Status 

Turismoeco – ECO1 Female 40–50 Undergraduate Degree Married 

Ecoreciclo – ECO2 Male 30–40 Graduate Degree Single 

Ecomposto – ECO3 Male 30–40 Undergraduate Degree Married 

Ecosmético – ECO4 Female 20–30 Undergraduate Degree Single 

Econaturais – ECO5 Female 20–30 High School Education Married 

Ecoreutil – ECO6 Female 30–40 Undergraduate Degree Married 

Ecolã – ECO7 Female 40–50 Graduate Degree Married 

Source: Prepared by the authors  . 
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The data presented in Table 2 reveal a predom inance of female entrepreneurs hold in g 

undergraduate or graduate degrees and possessing professional experiences related to the activi t ie s 

developed by their firms. This resul t highlights the relevance of human capital for the development of 

the analyzed sustainable businesses, particularly regarding the capability to identify oppo rtunit ie s , 

interpret emerging demands , and develop innovative solutions. 

From this perspective, the findings reinforce the contributions of Shane and Venkataram an (200 0 ) , 

by demonstrating that entrepreneurial opportunity depends direct ly on the individual capabili ty to 

perceive, interpret, and strategical ly exploi t it. Technical knowledge, professional exper ience, and taci t 

knowledge accumulated by entrepreneur’s function as fundamental strategic resources for 

transform ing environmental and social problem s into market opportunities. 

This result converges with Filion (1999) and Kuratko and Audretsc h (2009), by demonstra t in g 

that entrepreneur ial action involves continuous proces ses of environmental interpretat ion, strate g ic 

vision construction, and resource mobil izat ion within contexts character ized by high complexity and 

uncertainty. Moreover, the interviewe d entrepreneurs demonstrated strong adaptive capabil i t y , 

particular ly in developing sustainable solutions aligned with changes in consumption patterns and new 

market demands related to sustainabili ty . 

The findings also align with the contributions of Bettis and Hitt (1995), by evidencing tha t 

competitive environments character ized by continuous change, ambiguity, and dyna mism require 

organiza tions to develop greater strategic adaptabili ty and continuous learning capabil it ies. In the 

analyzed sustainable businesses, entrepreneurs relied on accumulated experienc e and special iz e d 

knowledge as instrum ents for interpreting environmental changes and constructing innova ti ve 

organiza tional responses. 

The triangulat ion among interview s, documentary analysis, and lexical analysis enabled the 

identification of a strong association between individual purpose, organizational identity, and 

sustainable value proposi tion, demonstrating that sustainabili ty occupies a central posit ion within the 

strategic logic of the invest igated firms. In the cross -case analysis, an ordered meta -m atrix was 

developed following the recomm endations of Miles and Huberman (1994), as presented in Table 3. 

 

 

 

 

 
Table 3 – Strategic Entrepreneurship Dimensions Identified in the Analyzed Cases  

Dimension Main Evidence Identified 

Opportunity Seeking 
Technical skills, professional experience, perception of environmental and social demands, 

entrepreneurial leadership 

Opportunity 

Exploitation 
Product and service innovation, substitution of conventional products, market adaptation  

Competitive 

Advantage 

Strategic resource management, human capital, collaborative networks, and strategic 

partnerships 

Organizational 

Benefits 
Market positioning, brand recognition, financial viability  

Social Benefits Conscious consumption, social inclusion, environmental awareness  

Individual Benefits  Self-fulfillment, alignment between purpose and professional activity 
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Wealth Generation Organizational growth, network strengthening, expansion of opportunities  

Source: Prepared by the authors  . 

 

The cross -case analysis revealed that opportunity -s eeking behavior occurs predominantly throu g h 

technical capabil it ies, profes sional experiences, perception of consumer dema nds, and interpreta t i o n 

of socio-environm ental transformations. 

Unlike approaches centered exclusively on formal planning, the findings demons trate tha t 

entrepreneurial oppor tunit ies emerge from the interaction between individual experie nc e , 

environm ental interpretat ion, and entrepreneurs’ sensi tivi ty toward social and environm e n ta l 

problem s. This finding reinforces the contr ibutions of Kyrgidou and Hughes (2010), who critic iz e 

excessively linear strategic entreprene urship models and advocate for approaches grounded in dyna m ic 

interactions among internal factors, extern al conditions, organizational capabili ties, and contin uo u s 

learning. 

In the analyzed businesses , the construction of entrepreneuria l oppor tunit ies depended directly  on 

entrepreneurs’ capabili ty to interpret environm ental changes and transform them into sustainable value 

proposi tions. 

The integrated analysis of interviews , docum entary evidence, and lexical analysis demonstr a te d 

that entrepreneurs rely on previous experiences, specialized knowledge, and perceptions of chang i n g 

consumer behavior as central mec hanism s for identifying sustainable oppor tunit ies. This dyna m ic 

reinforces the relevance of the sensemaking approach by demonstrating that organizat ional actor s 

interpret environmental changes and trans form these interpretat ions into strategic decisions.  

The findings also converge with the contributions of Port ilho (2005) and Pagotto (2019) , by 

demonstrating that transform ations in sustaina ble production and consum ption patterns dire c t l y 

influence organizat ional behavior and business strategy formulation. In the analyzed cases , 

entrepreneurs interpreted changes in consumption habits as oppor tunit ies for developing sustain a b le 

solut ions aligned with the emerging demands of contemporary society. 

Regarding opportunity exploitation, the findings revealed that innovation in products, servi c e s , 

and processes const itutes the primary mechanism through which firms operat ionalize identi f i e d 

opportunities . The inves tigated organizations developed solutions focused on substitu t i n g 

conventional products, reusing waste, valuing natural processes , and encouraging consc io u s 

consumption. 

However, the findings indicate that innovation in the sustainable business es invest igated is not 

restricted to a tradit ional technological perspect ive. Rather, it repre sents susta inabil ity -or ie n t e d 

innovation, in which innovative processes seek to integrate economic, environmental , and socia l 

object ives simultaneously. 

This evidence converges with the contributions of Evans et al. (2017), who argue that sustain a b le 

business models depend on the organizational capabil ity to create, deliver, and capture shared value . 

Similar ly, the findings align with Bruno (2019) , by demonstrating that sustainable business es ope ra te 

through the articulation between innovation, social trans formation, and productiv e reorganizat ion. 

In the analyzed cases, entrepreneurs understood innovation as an essential mechanis m for adapt in g 

to market demands and strengthening organizational competi tivenes s. The developm ent of new 

sustainable products and services enabled firms to expand markets, strengthen competit ive posi tion i n g, 

and respond to grow ing consumer demands regarding environmental and social issues. 
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Moreover, the findings reinforce the contributions of Carvalho and Cohen (2019), by 

demonstrating that sustaina ble entrepreneurs hip involves organizat ional mobil izat ion and legitim a ti o n 

processe s aimed at social and insti tutional transformation. In the invest igated businesses , sustain a b le 

pract ices contributed not only to competitive differentiat ion, but also to strengthen ing organizat io n a l 

legitimacy among custom ers, partne rs, and stakeholders. 

Regarding competi tive advantage, the findings demonstrated that strategic resource managem e n t, 

human capital , collaborative networks, and strategic partnerships repres ent central factor s for 

organiza tional sustainabil ity and grow th. The competi tive nes s of the analyzed firms depends hea vil y 

on the capabil ity to mobil ize intangible resources, particularly knowledge, profes sional experie nc e , 

interorganiz ational relationships, and organi zational legit im acy. 

This finding reinforces the contr ibutions of Sirmon and Hitt (2009), according to who m 

organiza tional competit ive advantage depends on manageria l capabili ty to orchestrate strate g ic 

resources within dynam ic and uncertain environm ents. In the investigated sustainable busines s e s , 

limitations in financial and structural resources were partially compe ns ated through the mobiliza t i o n 

of human capital, organizational learning, and collaborat ive networks. 

Relational networks emerged as recur ren t elements in the interviewees’ narrat ives and were 

recogniz ed as essential mechanism s for accessing knowledge, strengthening organizat ional legit im a c y, 

fostering innovation, and expanding market opportunit ies. 

This resul t aligns with Webb, Ketchen, and Ireland (2010), who demons trate that small firms 

frequently depend on interorganizat ional relationships to access resources and streng t h e n 

organiza tional capabili tie s. Likewis e, the findings dialogue with Venkataraman and Sarasvathy (200 5 ) , 

by demonstrat ing that strategic entrepreneurship depends on entrepreneurs’ capabil ity to buil d 

relations hips capable of reducing uncertainty, expanding resources, and strengthening organizat io n a l 

opportunities . 

Furthermore, the findings align with Agha and Gafforova (2019) , by demonstrating that strat e g ic 

entrepreneurship consti tutes a relevant mechanis m for strengthening the competit iveness of micro and 

small enterprises operating in highly unstable and dynamic environments. In the analyzed busines s e s , 

the integration betw een innovation, specialized know ledge, and collaborative networks contrib u t e d 

directly to organizat ional adaptat ion and business continuity. 

Another relevant aspect identified concerns the central ity of sustainabil ity as a mechanis m for 

competitive differentiation. The analyzed entrepreneurs unders tood sustainabili ty not merely as an 

operat ional pract ice, but as a structuring element of organizat ional value proposi tions and competi t i ve 

posit ioning. 

This evidence converges with the contributions of Betts , Wiengarten, and Tadisina (2015)  and 

Raful and Juchem (2007), by demonstrating that sustainable practices can strengthen organizat io n a l 

reputation, expand legit im acy, and generate competit ive differe ntiat ion in markets increasingly guid e d 

by socio-e nvironmental concerns. 

Regarding value creation and wealth generat ion, the findings demonstrated that the analy z e d 

sustainable busines ses operate under an expanded logic of generat ing economic, social , and 

environm ental benefi ts. Organizational benefi ts identified include competit ive positioning, bra n d 

recognit ion, and financial viabi li ty . Social benefits relate to social inclusion, strengthening of the loca l 

economy, environm ental awareness, and encouragem ent of conscious consum ption. 

Individual benef its appeared associated with self-fulfi llm ent, alignment between personal purp o s e 
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and professional activity , and the poss ibil ity of generat ing posi tive societal impact. Entrepren e u rs 

demonstrated strong emotional and symbolic identificat ion with their businesses, indicat ing that 

entrepreneurial activity is related not only to economic return, but also to meaning construction and 

personal fulfi llment. 

This perspective converges with Morr is (2015) , who argues that entrepreneurial intensi ty invo lv e s 

behavioral , cognit ive, and emotional dimens ions associated with individuals’ capabil ity to mobi l iz e 

creativity , purpos e, and strategic vision in organizational development. In the analyzed sustain a b le 

business es, a strong integrat ion was observed between entrepreneurial identity , socio-environm e n ta l 

purpose, and organizat ional strategy. 

The findings also demons trated that wealth generations occur in articulat ion with social and 

environm ental value creation, reinforcing the contr ibutions of Audretsch, Keilbach, and Lehm a n n 

(2006), who argue that entrepreneurship may simultaneously function as a mechanism for econo m ic 

development, social transformation, and regional strengthening. 

Figure 2 synthesizes the strategic entrepreneurship process identif ied in the analyzed micro and 

small sustainable businesses, highlighting the dynamic relationship among opportunity -see k i n g 

behavior, oppor tunity exploi tation, competitive advantage construct ion, and econom ic, social, and 

environm ental value generation. 
 

Figur e 2 – Strategic Entrepren eu rs hip Process in Sustainable Micro and Small Enterpris es in the RMVP L N  

 
Source: Prepared by the authors  . 
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The analysis of Figure 2 demonstrates that the primary resources used for entrepreneu r i a l 

opportunity -seeking are associated with technical skills, tacit knowledge, and profes sional experie n c e s 

accumulated by entrepreneurs and their partners. These factors consti tute important mechanis ms for 

environm ental interpretation and identif icat ion of emerging demands related to sustainabil i t y , 

conscious consum ption, and transform ations in market patterns . 

In the word cloud analysis, presented in Figure 3, the most expressive terms identified in the 

interview narratives include d “company,” “product ,” “person,” “customer,” “partner s,” “value , ” 

“market,” “search,” “new,” “environmental,” “natural,” “social,” and “netw ork ”. 

 
 

Figur e 3 – Word Cloud 

 
Source: Developed from interview data using IRAMUTEQ software. 

 

The predominance of these terms demonstra tes a strong articulation among market orientat io n , 

sustainable innovation, and collaborative relationships. The findings reveal that the analyz e d 

sustainable busines ses structure their organizat ional strategies through the integration of hum a n 

capital, value creation, sustainability , and stake holder relat ionships. 

This analysis enables understanding that words such as “product,” “person,” “custom e r , ” 

“partners,” and “value” represent central elements in entrepreneur ial opportunity - seeking. 

The findings demonstrate that technical knowledge, tacit knowledge, and social capital ope r a te 

jointly in the creation of products and services oriented toward sustainable market dema n d s , 

reinforcing the perspect ive of Hitt et al. (2011), according to whic h opportunity exploitat ion and 

competitive advantage construct ion occur in an integrated manner within strategic entrepreneurship.  

The words “new,” “market,” and “search” also stand out, being associated with sustain a b le 

innovation and market expans ion. This evidence demons trates that the invest igated entrepren e u rs 

exhibi t strong orientation toward continuous adaptation and innovation, seeking to respond to chang i n g 

consumption patterns and emerging environme ntal and social demands imposed on the contempo ra r y 
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organiza tional environment. 

Another analys is enabled by Figure 4 concerns opportunity exploitation through relati o n a l 

networks and strategic partner ships. The findings demonstrate that collaborative networks consti tu te 

fundamental mechanisms for innovation development, organizational capabili ty expans ion, and 

strengthening the competitiveness of the analyzed firms. This finding reinforces the contr ibutions of 

Venkataraman and Sarasvathy (2005) and Webb, Ketchen, and Ireland (2010) , by evidencing the 

relevance of interorganizat ional relationships for the strategic sustaina bili ty of small firms. 

The similar ity analys is enabled the identificat ion of clusters formed by the words appearing mos t 

frequently in the interview s and facil itated the understanding of the structur ing narrat ives within the 

analyzed corpus. 
 

Figur e 4 – Similarit y Analysis  

 
Source: Developed from interview data using IRAMUTEQ software. 

 

Figure 4 demonstrates that the word “company” is most strongly connected to the words “pers o n , ” 

“product,” and “customer,” highlighting the main elements associated with entrepreneu r ia l 

opportunity -seeking within the inves tigated sustainable busines ses. 

The centrali ty of the word “company” in the lexical analyses reinforces the understanding that the 
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analyzed sustainable businesses structure their strategies through the integration among peop le , 

innovation, market orientation, and socio -environmental value creation. 

Subsequently, the branching among “product ,” “new,” and “opportunity” indicates that innova t io n 

repre sents the primary mechanism for exploi ting opportunities identified by the firms. 

The findings demonstrate that the development of sustainable products and services const itutes a 

central strategy for building competi tive advantage, strengthening organ izational positioning, and 

legitimizing firms among custom ers and stakeholders. 

The branches connecting “company,” “network,” and “contact”; “company,” “proces s,” and 

“innovation”; and “company,” “social,” and “environm ental” indicate factors direct ly rela ted to value 

creation and competi tive advantage generation. 

The triangulation among lexical analysis, interviews , and cross -case analysis reinforced tha t 

organiza tional compe tit iveness within sustainable businesses occurs in a relational , dynamic, and 

systemic manner, involving continuous intera ction among innovation, sustainabil ity , collabora t i ve 

networks, and shared value creation. 

Final ly , the interpretat ion of Figure 4 demonstrates that the inves tigated sustainable businesses are 

composed of individ uals who generate value through innovative and sustainable produc ts suppo r t e d 

by market opportunities and collaborat ive networks capable of promoting social and environm e n ta l 

benefi ts. 

The findings demonstrate that sustainabil ity , innovation, and strategic entrepreneurship are dee ply 

interconnected within the organizational practices of the analyzed firms , strengthening the 

understanding of strategic entrepreneurship as a mechanis m for the simultaneous creation of econo m ic , 

social, and environmental value . 

 

Final Consid erations 

 

The present study aimed to analyze how micro and small sustainable businesses located in the 

Metropolitan Region of Vale do Paraíba and the North Coast identify and exploit opportunities and 

build competit ive advantages through strategic entrepreneurship. The resul ts demonstrated that 

strategic entrepreneurship, within the inves tigated busines ses, const itutes a dynam ic and 

multidimensional process in which individual capabilit ies, sustainable innovation, strategic resou rc e 

managem ent, and collaborative networks operate in an integrated manner to create econom ic, socia l , 

and environm ental value. 

The findings revealed that the search for entrepreneurial oppor tunit ies occurs predomina n t ly 

through technical skills, tacit knowl edge, professional experiences, and the interpretat ion of 

environm ental and market transformations. In this context , the analyzed entrepreneurs demons trated a 

high adaptive capacity in response to changes in consumption patterns and the increas ing dema n d s 

related to sustainabili ty . The exploitation of these opportunities occurs mainly through innovation in 

sustainable products, services, and processes, especially those focused on replacing conventio n a l 

products, reusing waste, and developing solutions orien ted towards conscious consumption. 

Furthermore, the resul ts demonstrated that the competi tive advantage of the invest igated firms is 

strongly associated with the strategic managem ent of intangible resources, particularly human capita l , 

specialized know ledge, relational networks, and organizat ional legit imacy. In organizat io n a l 

environm ents characterized by high instabil ity and limited financial resources, these elements prov e d 
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fundamental for competit ive sustainabil ity , market permanence, and the expansion of organizat io n a l 

opportunities . 

The results also demons trated that the analyzed sustainable businesses operate under an expa n d e d 

value creation logic, in which econom ic benefi ts coexist with positive social and environm e n ta l 

impacts. The organizational benef its identified are mainly related to the strengthening of competi t i ve 

posit ioning, brand recognition, and financial viabil ity . Social benef its include environm e n ta l 

awareness, appreciation of the local econom y, social inclusion, and encouragem ent of con sc io u s 

consumption. At the individual level, the entrepreneurs’ self -fulfil lm ent and the alignment betwe e n 

personal purpose and professiona l activity stood out. 

From a theoretical perspect ive, the study contributes to advancing discussions on strat e g ic 

entrepreneurship by reinforcing the unders tanding that the phenomenon goes beyond linear approa c h e s 

focused exclusively on opportunity exploi tat ion and competit ive advantage attainment. The findin g s 

directly dialogue with the contributions of Ireland, Hitt, and Sirmon (2003), Hitt et al. (2011), and 

Kyrgidou and Hughes (2010) , by demonstrating that environm ental, organizational , and individ u a l 

factors interact dynam ically and integrat ively in the developm ent of organizat ional strategies.  

Moreover, the study expands discus sions on sustainable businesses by demonstrating tha t 

sustainabil ity, innova tion, and strategic entrepreneurship appear deeply interconnected within the 

organiza tional practices of the invest igated firms. In this regard, the findings reinforce the 

contr ibutions of Schaltegger, Lüdeke -Freund, and Hansen (2012), Evans et al. (2017), and Brun o 

(2019), by evidencing that sustainable businesses depend on the integration between economic value 

creation, posit ive socio-environmental impact, continuous innovation, and organiz ational legit imacy. 

From a methodological perspective, the study highlights the use of triangulation invol v in g 

documentary analysis, in-depth interview s, within -case analysis, cross -case analysis, and lexic a l 

analysis supported by IRAM UT EQ software. The integration of these different methodolog ic a l 

strategies enhanced the interpretative robustness of the research, enabling greater analyt ical depth and 

strengthening the consistency of the presented results. The use of IRAM U TE Q proved especi a l l y 

relevant for identifying discursive recurrences, semantic relationships, and narrat ive patte rn s 

associated with innovation, sustainabil ity , human capital, and organizational value creation.  

From a practical standpoint, the findings offer relevant contributions for managers and 

entrepreneurs interested in developing sustainable businesses, particularly by demons trat ing the 

importance of strategic managem ent of intangible resources, sustainabili ty -or iented innovation, and 

collaborative networks as mechanisms for organizational strengthening. The findings also reveal that 

sustainable micro and small enterpr ises can transform structural constraints into strategic opportunit ie s 

through the mobilization of know ledge, innovation, and social capital . 

Another important contribution of the study concerns the understanding of strat e g ic 

entrepreneurship within the context of the global crisis resulting from the Covid -19 pande m ic . 

Although the pandem ic scenario imposed limitations on data collection, requiring the exclusive use of 

digi tal tools for conducting interview s, the analyzed period enabled the unde rstanding of the impa c ts 

of the crisis on the investigated organiz ations and the strate gies adopted to maintain busin e s s 

operat ions. It was observed that none of the participating firms ceased operations during the analyz e d 

period, and some of them were even able to expand their activities despite the context of high econo m ic 

and social instabili ty , thereby demons trat ing adaptive capacity and organizational resi lience. 

Despite its contributions, the study presents limitations that should be considered. The first rela te s 
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to the regional scope of the research, restr icted to the Metropolitan Region of Vale do Paraíba and the 

North Coast, which limits the general ization of the findings to other economic and institut io n a l 

contexts. Another limitat ion concerns the reduced number of participat ing firms and the qualita t i ve 

nature of the study, which priori tizes analytic al depth over statist ical representa tiveness. Further m o re , 

data collection during the pandem ic context restricted the possibi li ty of conducting face -to- fa c e 

observat ions and longitudinal monitoring of the inves tigated organizations. 

Given these limitat ions, future studies are encouraged to expand the investi gation to diffe r e n t 

regions , economic sector s, and insti tutional contexts, enabling compar isons among distinct sustain a b le 

business models. Longitudinal research capable of monitoring the evolution of organizat io n a l 

strategies and entrepreneurial capabili ties over time is also recomm ended. Additiona lly, future stud ie s 

may deepe n the analysis of dynamic capabil it ies, sustainable innovation, collaborat ive networks, and 

organiza tional legit imation processe s in sustainable micro and small enterpris es. 

Final ly , it can be concluded that strategic entrepreneurship represents an important mechanism for 

understanding how sustainable micro and small enterpr ises mobil ize resources, develop innovati o n, 

and build competi tive advantages in environments characterized by high complexity and dynam is m . 

The findings demonstrate that susta inabil ity , innovation, and strategy appear deeply integrated with i n 

the organizat ional pract ices of the inves tigated firms , simultaneous ly contributing to economic value 

generat ion, social transformation, and positive environmental impact. 
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