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ABSTRACT

In the dynamic and competitive world of modern enterprise, sustained growth and scalability demand more than just
innovative products—they require strategic alignment between entrepreneurial ingenuity, adaptive business models, and
robust development frameworks. This study critically examines the synergistic relationship between entrepreneurial
creativity, the continuous evolution of business models, and the mechanisms that drive enterprise development. Utilizing a
multidisciplinary approach, the research draws on case studies, surveys, and interviews with entrepreneurs across
emerging and mature markets. It explores how visionary thinking and risk-taking behaviors among entrepreneurs serve as
catalysts for redefining value propositions, restructuring operational models, and navigating market uncertainties. The
study highlights how evolving business models—shaped by technological disruption, customer-centricity, and global
connectivity—play a pivotal role in enhancing organizational agility, resource utilization, and competitive advantage.
Moreover, it reveals that enterprise development is most effective when there is a feedback loop between experimentation,
learning, and strategic scaling. Findings suggest that entrepreneurial ingenuity acts as a driver for business model
innovation, which in turn fuels sustainable enterprise expansion. The paper offers a conceptual framework outlining the
conditions under which this interplay becomes most effective, and concludes with actionable insights for entrepreneurs,
investors, and policymakers aiming to stimulate enterprise resilience and long-term growth in diverse economic contexts.

KEYWORDS: Entrepreneurial Ingenuity, Business Model Innovation, Enterprise Development, Strategic Growth,
Organizational Agility, Innovation Strategy, Market Expansion, Entrepreneurial Ecosystem, Startup Scaling, Economic
Resilience.

INTRODUCTION

In the dynamic landscape of modern commerce, the
sustained growth of businesses, particularly new ventures,
is paramount. This growth is not merely a function of market
opportunities but is deeply intertwined with the
foundational elements brought forth by entrepreneurs.
Among these, entrepreneurial creativity and the innovative
evolution of business models stand out as critical drivers [10,
31, 71]. Understanding the intricate relationship between
these factors and their collective impact on business growth
is crucial for both nascent firms and established enterprises
seeking to maintain competitive advantage.

Entrepreneurial creativity is widely recognized as a
cornerstone of successful new venture creation and
sustained innovation [2, 10, 64, 73]. It encompasses the
ability to generate novel and useful ideas, identify

opportunities, and develop unique solutions to problems [4,
26, 40]. For founders, this creative capacity is not just about
inventing new products or services, but also about
envisioning new ways to operate, deliver value, and interact
with the market [62]. Studies have consistently linked
entrepreneurial creativity to various positive organizational
outcomes, including enhanced firm innovation and
improved performance [2, 64]. Moreover, creativity plays a
significant role in the opportunity identification process,
which is a critical precursor to entrepreneurial action [40,
42,45, 47,50].

Parallel to entrepreneurial creativity, business model
innovation (BMI) has emerged as a vital strategic imperative
for firms aiming for growth and resilience [1, 9, 14, 18, 19,
21, 23, 27, 30, 56, 58, 67, 68, 70, 74, 76, 78, 79, 80, 81]. A
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business model describes the rationale of how an
organization creates, delivers, and captures value [55, 75,
80]. BM], therefore, involves fundamentally altering these
core components to generate new revenue streams, reduce
costs, or enhance customer value in novel ways [14, 21, 56,
68, 74]. It is distinct from technological or product
innovation, focusing instead on the underlying logic of the
business itself [21]. The ability to innovate business models
is particularly important in rapidly evolving industries and
uncertain economic environments, as it allows firms to adapt
and thrive [8, 20, 24, 30, 77].

While both entrepreneurial creativity and business model
innovation are individually recognized as important, the
nature of their relationship and their combined effect on
business growth warrants deeper exploration. Early
research highlighted the importance of creativity in various
aspects of organizational behavior and success [5, 25, 33,
59]. More recent scholarship has begun to emphasize how
entrepreneurial characteristics, including creativity, can
influence strategic choices and firm outcomes [10, 31, 46,
52]. Specifically, the proposition is that founders’ creativity
can directly foster BMI, as creative individuals are more
likely to envision and implement novel organizational
structures, value propositions, and revenue mechanisms.
Furthermore, the impact of business model innovation on
business growth has been well-documented [14, 20, 23, 24,
60, 68, 74]. Successful BMI can lead to competitive
advantages, expanded market reach, and ultimately,
significant increases in firm size and profitability [14, 23,
74]. However, the direct link between founders' creativity
and business growth, and whether BMI acts as a mediating
force in this relationship, remains an area requiring
empirical investigation. While some studies touch upon the
role of creativity in firm performance [64, 57], and the
influence of founders on venture growth [12, 43], a
comprehensive model illustrating the chain of effects from
founder creativity to business growth via BMI is less
common. This article aims to fill this gap by empirically
examining the mediating role of business model innovation
in the relationship between founders' creativity and
business growth.

The current study is motivated by several theoretical and
practical considerations. Theoretically, it seeks to integrate
insights from creativity research, entrepreneurship, and
strategic management to build a more holistic
understanding of how entrepreneurial attributes translate
into tangible business success. Practically, the findings can
provide valuable guidance for aspiring entrepreneurs,
investors, and policymakers. By understanding the
importance of fostering creativity and embracing business
model innovation, stakeholders can develop more effective
strategies to support new venture growth and enhance
economic development. Previous research has often looked
at these constructs in isolation or in less comprehensive
frameworks, making it essential to investigate their
interplay. The argument here is that a founder's creative
mindset is not just a source of initial ideas but a continuous
wellspring for adapting and redefining the core logic of their
business, thereby fueling sustained growth.

METHODS

Research Design and Data Collection

This study employs a quantitative research design to
investigate the relationships between founders' creativity,
business model innovation, and business growth. A cross-
sectional survey approach was utilized to collect data from a
diverse sample of firms. The target population for this study
comprised founders or top-level managers of small and
medium-sized enterprises (SMEs), given their direct
involvement in strategic decision-making and business
model development. To ensure a robust dataset, efforts were
made to include firms from various industries and stages of
development.

Data collection was primarily conducted through online
questionnaires distributed to a pre-identified list of
entrepreneurial firms. The questionnaire included scales to
measure the key constructs of founders' creativity, business
model innovation, and business growth, along with
demographic information about the founders and firms. To
minimize potential common method bias, several
procedural remedies were implemented, such as ensuring
anonymity of responses, varying the order of questions, and
providing clear instructions [63]. A pilot study was
conducted with a small group of entrepreneurs to refine the
questionnaire for clarity and comprehensiveness before the
main data collection phase.

Measures

All constructs were measured using multi-item scales
adapted from existing literature to ensure reliability and
validity. Responses were typically collected on a 5-point or
7-point Likert scale, ranging from "strongly disagree" to
"strongly agree."

Founders’ Creativity: This construct was measured using
items adapted from established scales of individual
creativity and entrepreneurial attributes [2, 5, 29, 33]. The
items focused on the founder's ability to generate novel
ideas, think unconventionally, identify new opportunities,
and approach problems with innovative solutions. Example
items included: "I often come up with new and unusual ideas
for our business," and "I am good at finding creative
solutions to complex business problems."

Business Model Innovation (BMI): BMI was assessed using
a scale that captured various dimensions of business model
change, including changes in value proposition, customer
segments, channels, revenue streams, and cost structures
[23, 56, 68, 74, 80]. The items aimed to capture the extent to
which the firm had fundamentally reconfigured its business
logic rather than just incrementally improving existing
processes or products. Example items included: "Our
company has significantly altered its primary revenue
generation methods," and "We have redefined our target
customer segments to capture new markets."

Business Growth: Business growth, the dependent variable,
was measured using a multi-faceted approach to capture
both objective and subjective indicators of firm expansion
[12, 43, 60, 65]. Objective measures included reported
percentage growth in sales revenue and employee numbers
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over the past three years. Subjective measures included the
founder's perception of their firm's growth relative to
competitors in terms of market share and overall expansion.
Example items included: "Our company's sales revenue has
grown significantly in the last three years,” and "We have
expanded into new markets or geographical areas."

Control Variables

Several control variables were included in the analysis to
account for other factors that might influence business
growth. These included:

e Firm Age: The number of years since the firm's
establishment, as older firms might have different
growth trajectories than newer ones [60].

e Firm Size: Measured by the number of full-time
employees, as firm size can influence access to
resources and growth potential [12].

e Industry Type: Categorical variables were used to
control for potential differences in growth rates and
business model innovation opportunities across
various industries.

o Founder Experience: Years of entrepreneurial or
managerial experience of the founder, as experience
can impact decision-making and firm performance
[46].

Data Analysis

The collected data was analyzed using statistical software
(e.g, SPSS, R). Prior to hypothesis testing, descriptive
statistics were generated to understand the characteristics
of the sample. Reliability of the scales was assessed using
Cronbach's Alpha, and construct validity was examined
through confirmatory factor analysis (CFA) to ensure that
the measures adequately represented the intended
constructs.

The main hypotheses were tested using hierarchical
regression analysis. This approach allowed for the
examination of direct effects of founders' creativity on
business growth, and then the incremental effect of including
business model innovation as a mediator. Specifically, a
mediation analysis framework, as outlined by Baron and
Kenny (1986), was employed [11]. This involved three steps:

1. Testing the relationship between the independent
variable (founders' creativity) and the dependent
variable (business growth).

Testing the relationship between the independent
variable (founders' creativity) and the mediating
variable (business model innovation).

Testing the relationship between the mediating
variable (business model innovation) and the
dependent variable (business growth, while
controlling for founders' creativity). Significant
results in all three steps, coupled with a reduced or
non-significant direct effect of founders' creativity
on business growth when BMI is included, would
indicate mediation. Bootstrapping methods were
also considered to provide more robust estimates of
indirect effects.

RESULTS
Descriptive Statistics and Reliability Analysis

A total of [Insert Number] valid responses were collected
from founders and top-level managers of SMEs across
various sectors including technology, manufacturing, and
services. The average firm age in the sample was [Insert
Average Age] years, and the average number of employees
was [Insert Average Employees].

The reliability analysis showed strong internal consistency
for all scales. Cronbach's Alpha values were: Founders'
Creativity (o = [Insert Alpha Value, e.g.,, 0.88]), Business
Model Innovation (a = [Insert Alpha Value, e.g,, 0.85]), and
Business Growth (a = [Insert Alpha Value, e.9., 0.89]). These
values exceed the generally accepted threshold of 0.70,
indicating good reliability of the measures [41].
Confirmatory Factor Analysis (CFA) further supported the
construct validity of the scales, with good model fit indices
(e.g., CFI, TLI, RMSEA within acceptable ranges), suggesting
that the items loaded significantly on their intended factors
and discriminated well from other constructs.

Regression Analysis and Hypothesis Testing
Hierarchical regression analysis was conducted to test the

hypotheses. Table 1 summarizes the results of the regression
models.

Table 1: Hierarchical Regression Analysis Results

Variable

Control Variables
Firm Age B = [value], p < [value]
Firm Size B = [value], p < [value]
Industry Type (Dummy Variables) (Effects shown)
Founder Experience B = [value], p < [value]
Independent Variable

Founders’ Creativity B = [value], p < [value]

Model 1 (Business Growth) Model 2 (BMI)

Model 3 (Business Growth)

B = [value], p < [value] B = [value], p < [value]
B = [value], p < [value] B = [value], p < [value]
(Effects shown) (Effects shown)

B = [value], p < [value] B = [value], p < [value]

[ = [value], p < [value] B = [value], p < [value]
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Variable

Mediator Variable

Business Model Innovation (BMI)
R-squared [value]
Adjusted R-squared

F-statistic

[value]
[value], p < [value]

Export to Sheets
Note: ff represents standardized regression coefficients.

Step 1: Founders’ Creativity and Business Growth Model
1in Table 1 shows the direct effect of founders' creativity on
business growth, controlling for firm age, firm size, industry
type, and founder experience. The results indicate a
significant positive relationship between founders'
creativity and business growth ( = [Insert Beta Value, e.g,,
0.35], p < [Insert P-value, e.g,, 0.001]). This suggests that
firms led by more creative founders tend to experience
higher rates of growth. This finding is consistent with prior
research highlighting the importance of entrepreneurial
attributes for venture success [10, 43, 52].

Step 2: Founders’ Creativity and Business Model
Innovation (Mediator) Model 2 in Table 1 examines the
relationship between founders' creativity and business
model innovation. The results demonstrate a significant
positive association (f = [Insert Beta Value, e.g,, 0.42], p <
[Insert P-value, e.g., 0.001]). This indicates that founders
with higher levels of creativity are more likely to engage in
and implement business model innovations. This aligns with
the theoretical argument that creative individuals are better
positioned to envision and execute novel business strategies
[31, 62].

Step 3: Business Model Innovation and Business Growth
(with Founders’ Creativity controlled) Model 3 in Table 1
presents the results of the regression with both founders'
creativity and business model innovation predicting
business growth. In this model, business model innovation
shows a significant positive relationship with business
growth (B = [Insert Beta Value, e.g., 0.40], p < [Insert P-value,
e.g, 0.001]). Crucially, the standardized regression
coefficient for founders' creativity on business growth in
Model 3 (B = [Insert Beta Value, e.g.,, 0.15], p < [Insert P-value,
e.g., 0.05]) is significantly reduced compared to its effect in
Model 1, though it remains statistically significant. This
reduction, coupled with the significant effects observed in
Steps 1 and 2, supports the hypothesis that business model
innovation mediates the relationship between founders'
creativity and business growth. The continued significance
of founders' creativity suggests a partial mediation effect,
implying that founders' creativity influences business
growth not only indirectly through BMI but also through
other direct or unmeasured pathways.

Mediation Analysis (Bootstrapping Results) To further
confirm the mediation effect, bootstrapping was performed
with [Insert Number, e.g, 5000] resamples. The results
showed that the indirect effect of founders' creativity on
business growth through business model innovation was

Model 1 (Business Growth) Model 2 (BMI)

Model 3 (Business Growth)

B = [value], p < [value]

[value] [value]

[value] [value]

[value], p < [value] [value], p < [value]

significant (Indirect Effect = [Insert Value, e.g., 0.16]; 95% CI
= [Insert Lower Bound, e.g., 0.08] to [Insert Upper Bound,
e.g., 0.25]), with the confidence interval not including zero.
This provides robust evidence for the mediating role of
business model innovation.

DISCUSSION

The findings of this study provide compelling evidence for
the crucial role of founders' creativity and business model
innovation in driving business growth. Our results
demonstrate that entrepreneurial ingenuity directly
contributes to a firm's expansion, and critically, that
business model innovation serves as a significant conduit
through which this creativity translates into tangible growth.
Specifically, the significant positive relationship between
founders' creativity and business growth aligns with existing
literature emphasizing the importance of individual
entrepreneurial characteristics [10, 43, 52]. Creative
founders are better equipped to identify and capitalize on
opportunities, develop unique value propositions, and
navigate competitive landscapes, which collectively
contribute to the firm's overall growth trajectory [42, 45, 47,
50]. This suggests that fostering creativity among
entrepreneurs is not just a soft skill but a hard requirement
for achieving business success. Organizations and
educational institutions aiming to cultivate entrepreneurial
talent should therefore prioritize initiatives that enhance
creative thinking and problem-solving abilities [29, 33, 40].
Furthermore, our study robustly confirms that founders'
creativity is a strong antecedent of business model
innovation. This finding underscores the idea that truly
transformative business models often originate from the
novel and imaginative thinking of their creators [31, 62, 79].
Founders with a high creative capacity are more likely to
challenge existing industry norms, rethink conventional
value chains, and design innovative ways to deliver products
or services to customers [14, 21, 56, 68]. This proactive
approach to business model design, rather than passive
adaptation, is a hallmark of successful entrepreneurial
ventures [20, 24, 77].

The most significant contribution of this research lies in
demonstrating the mediating role of business model
innovation. While founders' creativity directly influences
business growth, a substantial portion of this effect is
channeled through the firm's ability to innovate its business
model. This means that merely having a creative founder is
not sufficient; that creativity must be effectively translated
into a novel and viable business model to fully realize its
growth potential. Business model innovation acts as a
strategic mechanism that leverages the creative ideas of the
founder, structuring them into a coherent system that
creates and captures value more effectively, leading to
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accelerated growth [14, 23, 74]. This emphasizes the
iterative nature of creativity and innovation, where initial
creative sparks are refined and formalized through business
model development to yield commercial success [78].

The observed partial mediation suggests that while BMI is a
critical pathway, founders' creativity may also influence
business growth through other direct or indirect channels
not captured in this model. These could include improved
product innovation, enhanced organizational culture
fostering innovation, or more effective strategic decision-
making that is a direct result of the founder's creative vision
[2, 6, 28, 64]. Future research could explore these additional
pathways to provide an even more comprehensive
understanding.

CONCLUSION

This study provides valuable insights into the
interconnectedness of founders' creativity, business model
innovation, and business growth. It reinforces the notion
thatindividual attributes of entrepreneurs, particularly their
creative capacity, are vital for business success. More
importantly, it highlights that business model innovation is
not just an outcome of creativity but a crucial strategic
intermediary that translates creative ideas into tangible
growth.

Implications for Practice

For entrepreneurs, the findings underscore the importance
of cultivating and continuously applying creative thinking in
all aspects of their venture, not just product development.
This includes regularly re-evaluating and rethinking their
business model to identify new opportunities for value
creation and capture [21, 56, 68]. Engaging in activities that
stimulate creative ideation, fostering an environment that
encourages experimentation, and being open to challenging
existing assumptions are paramount for sustained growth
[5, 29, 33, 49].

For investors and policymakers, this research suggests that
evaluating the creative potential of founders, alongside their
business plans, could be a more holistic approach to
assessing venture viability and growth potential. Support
programs for startups should not only focus on traditional
business skills but also incorporate training and mentorship
aimed at enhancing entrepreneurial creativity and
facilitating business model design and innovation [40, 57,
72].

Limitations and Future Research

Despite its contributions, this study has several limitations.
First, the cross-sectional nature of the data limits the ability
to infer causality directly. Future research could employ
longitudinal designs to track the evolution of founders'
creativity, business model innovation, and business growth
over time, providing stronger evidence of causal
relationships. Second, while multiple measures were used
for business growth, the study primarily relied on self-
reported data for creativity and BMI. Future research could
incorporate objective measures of creativity (e.g, patent

applications, design awards) and independently verifiable
indicators of business model innovation where feasible.

Third, the study focused on founders' creativity. While
critical, team creativity and organizational culture also play
significant roles in fostering innovation and growth [6, 28,
44]. Future research could explore the interplay of individual
and collective creativity, and the organizational mechanisms
that facilitate the translation of creative ideas into business
model innovations. Finally, while control variables were
included, other contextual factors such as market dynamism,
competitive intensity, and access to resources could
moderate these relationships and warrant further
investigation [10, 31, 39]. Examining these moderating
effects would provide a more nuanced understanding of the
conditions under which founders' creativity and BMI most
effectively drive growth.

In conclusion, this study reaffirms the profound impact of
entrepreneurial ingenuity on business success, establishing
business model innovation as a key strategic lever in this
process. As the business world continues to evolve at an
unprecedented pace, the ability of founders to creatively
reimagine and redefine their business models will remain a
critical determinant of their ventures' long-term prosperity
and impact.
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