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Abstract Entrepreneurship is widely promoted as
an inherently desirable and socially valuable career
path, yet this promotion often obscures structural
constraints, uneven outcomes, and high failure
rates. While prior research has documented the risks
of excessive entrepreneurial encouragement, less
attention has been paid to the discursive processes
through which entrepreneurship becomes normal-
ized as a moral and identity-based imperative. This
study develops a process-based, discursive account
of normative entrepreneurial identity formation.
Drawing on narrative identity theory, master narra-
tive research, and the concept of symbolic capital,
the study analyzes the televised discourses of high-
prestige entrepreneurs featured in a Chilean motiva-
tional TV show using Critical Discourse Analysis.
The findings reveal a three-stage process through
which personal success stories acquire normative
force: discursive authorization, narrative standardi-
zation, and normative identity closure. Through this
process, entrepreneurial narratives function as cul-
tural templates that define legitimate entrepreneurial
identity while backgrounding structural conditions.
The study contributes by theorizing overpromotion
as a symbolic normalization process, highlighting
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how entrepreneurial discourse regulates identity
rather than merely inspiring action.

Plain English Summary Inspiring entrepreneurial
success stories do more than motivate people. They can
foster the belief that anyone can succeed through hard
work alone, creating cultural scripts that frame failure
as a personal shortcoming rather than a normal feature
of entrepreneurial activity. As these narratives spread,
entrepreneurship increasingly comes to be viewed as
both a moral obligation and a universally attainable
path, while structural barriers and high failure rates fade
from view. This study reveals how the success stories
of high-profile entrepreneurs become influential cul-
tural templates that shape how individuals interpret suc-
cess, failure, and their own entrepreneurial journeys.
In doing so, these cultural templates foster unrealistic
expectations about entrepreneurship while obscuring
the role of context and structural conditions in shaping
entrepreneurial outcomes. The principal implication is
that researchers, educators, and policymakers should
promote entrepreneurial narratives that inspire action
without obscuring risk, inequality, and the contextual
conditions shaping entrepreneurial outcomes.
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narratives - Critical discourse analysis - Social
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We know they are lying.

They know they are lying,

They know that we know they are lying,

We know that they know that we know they are
lying.

And still, they continue to lie.

-Alexander Solzhenitsyn

1 Introduction

Entrepreneurship is often celebrated as an all-pow-
erful force (Canales et al., 2025; Keim et al., 2024,
Mazzoni et al., 2025) and is celebrated through the
proliferation of entrepreneurial ecosystems, startup
contests, and pitch competitions (Kwong et al., 2012;
Passaro et al., 2017). However, despite the fascination
surrounding entrepreneurial activity, high business
failure rates persist (Artinger & Powell, 2016; Eklund
et al., 2018; Jenkins & McKelvie, 2016). While gov-
ernments and institutions often promote entrepre-
neurship as a pathway to economic growth and social
development (Shane, 2009), particularly in emerging
and developing economies, the development of entre-
preneurial ecosystems often follows a one-size-fits-
all approach, prescribing universal recipes without
true contextualization where emerging economies
tend to unsuccessfully replicate what has been done
in developed economies (Mahn & Poblete, 2023). In
such contexts, characterized by institutional voids and
the absence of robust formal support systems, master
narratives often fill the gap, functioning as informal
institutions that guide and constrain entrepreneurial
behavior through moral rather than economic logic.
This overenthusiasm with entrepreneurship, while
potentially contributing to macroeconomic growth,
often leaves individuals and families in precari-
ous socio-economic conditions when ventures fail,
exacerbating vulnerabilities rather than alleviating
them (Shane, 2008, 2009). Thus, under these cir-
cumstances, the exacerbated promotion of entrepre-
neurship as an unquestioned good itself is problem-
atic (Garud et al., 2025), as it prioritizes macro-level
growth over micro-level well-being.

While existing literature focuses on individual-
level predictors of entrepreneurial action, such as
overconfidence (Hayward et al., 2006; Koellinger
et al., 2007), as well as the overly reliance on
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heuristics (Busenitz & Barney, 1997; Saleh & Hunt,
2020), among other cognitive biases, less attention
has been paid to the discourses that encourage entre-
preneurialism—the ideology of entrepreneurship that
defines who counts as a legitimate agent of change,
privileges particular practices, and curates historical
narratives of change (Lubinski et al., 2025)—in the
first place (Eberhart et al., 2022; Lubinski & Tucker,
2025). These narratives are relevant as they mold the
dominant cultural script that portrays entrepreneur-
ship as an accessible and universally desirable path
(Keim et al., 2024; Lubinski & Tucker, 2025). Yet,
the role of these narratives in perpetuating exacer-
bated entrepreneurship promotion remains under-
explored. Thus, the research question guiding this
study is: howare entrepreneurialnarrativesconstructed
through elite entrepreneurs’ discourse, and how do
these narratives acquire normative force in the public
sphere?

To answer this question, this study draws from
narrative identity theory and more concretely on the
master narrative approach. This theory states that
narratives are not merely reflections of reality but
actively shape how individuals interpret their roles
and make sense of their actions within broader social
and cultural frameworks (McAdams & McLean,
2013; McLean & Syed, 2016). While individuals con-
struct their identities through stories, integrating past
experiences, present realities, and future aspirations
into a coherent self-narrative (McAdams, 1995), they
shape what is considered a legitimate entrepreneurial
journey, reinforcing particular values, behaviors, and
expectations (Castell6 et al., 2023; Down & Warren,
2008; Warren, 2004). Master narratives are dominant
cultural scripts that provide overarching templates for
individual storytelling (Hammack & Toolis, 2016;
McLean & Syed, 2016), and can function as mecha-
nisms of inclusion and exclusion, dictating who is
recognized as a legitimate successful entrepreneur
and what is deemed acceptable or desirable. In order
to do so, master narratives simplify complex realities,
offering archetypes and moral lessons, which makes
them particularly influential in shaping societal
expectations and behaviors (McLean & Syed, 2016).
Master narratives themselves can be the manifestation
of these discourses insofar as they reflect and repro-
duce hegemonic ideals about entrepreneurship, often
aligning with broader economic and political agen-
das. When mobilized by high-prestige entrepreneurs,
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these narratives may shift from interpretive resources
to normative reference points that implicitly define
what entrepreneurship identity ought to be (Turner
& Reynolds, 2001). As such, this theoretical lens is
suitable not only because it allows for an in-depth
exploration of how entrepreneurs author and project
dominant entrepreneurial narratives in their discourse
and navigate tensions between individual agency and
structural constraints through storytelling, but also
provides a top-down framework to explore the impo-
sition of identity templates.

Empirically, this study employs Critical Discourse
Analysis (CDA) (Fairclough, 2012) to examine the
discourses of highly prestige entrepreneurs in the
context of a Chilean TV show promoting entrepre-
neurship. CDA provides a framework for analyzing
how language is used to construct meaning, legiti-
mize certain perspectives, and influence social prac-
tices (Mason, 2012; Perren & Jennings, 2005). We
conceptualize this televised format as a “critical dis-
cursive arena”: a high-stakes public space where elite
actors exert symbolic power to negotiate the meaning
of success, thereby bridging the gap between private
experience and public expectation. By focusing on
these narratives, this study aims to identify the key
themes, rhetorical strategies, and features that char-
acterize their discourses. These narratives do more
than reflect personal identity construction; they also
carry significant societal weight due to the entrepre-
neurs’ success, potentially shaping master narratives
that define what it means to be a successful entrepre-
neur and what behaviors are valued in this role. Such
master narratives often promote entrepreneurship
as a universal solution, which risks fostering unre-
alistic expectations and exacerbating vulnerabilities
for those who fall short. Consequently, this analysis
sheds light on how these discourses may widen the
gap between macro-level entrepreneurial aspirations
and micro-level realities.

Findings reveal that the analyzed discourses often
involve significant simplifications of the entrepre-
neurial process, including glorifying risk-taking,
downplaying the role of structural barriers, and pre-
senting failure as a necessary step toward success.
Abductively, these simplifications, when repeated and
amplified, can coalesce into a master narrative that
portrays entrepreneurship as an accessible and univer-
sally desirable path. Importantly, this master narrative
serves as the discursive bridge between narrative and

social identity, where the master narrative provides
the “prototype” that regulates individual identity con-
struction by offering a shared understanding of what
it means to be an entrepreneur and what behaviors are
expected or valued in this role. From a theoretical per-
spective, this connection between narrative identity
and normative social identity highlights the power of
master narratives to shape not only individual aspira-
tions but also collective norms and expectations.

The study contributions are threefold. First, it
advances theorizing on the overpromotion of entre-
preneurship by developing a discursive and process-
based explanation of how entrepreneurship becomes
culturally normalized as an unquestioned good.
Moving beyond accounts that locate overpromo-
tion in individual cognitive biases or policy failures
(Douglas, 2009; Perren & Jennings, 2005; Shane,
2008), the study conceptualizes overpromotion as a
symbolic normalization process through which elite
entrepreneurial discourse transforms contingent suc-
cess stories into normative identity templates (Dey &
Mason, 2018; Keim et al., 2024). Second, the study
contributes to narrative entrepreneurship research
by specifying the conditions under which individual
entrepreneurial narratives become master narratives
(Rifo & Poblete, 2026). Concretely, it theorizes dis-
cursive authorization and narrative standardization as
sequential mechanisms that translate personal success
stories into socially binding reference points (Castell6
et al., 2023; Down & Warren, 2008; Hammack &
Toolis, 2016), thereby shifting the focus from iden-
tity expression to identity regulation. Third, the study
extends research on symbolic capital in entrepreneur-
ship by demonstrating its discursive function in real-
ity-definition. Rather than treating symbolic capital
merely as a facilitator of entrepreneurial action (De
Clercq & Voronov, 2009; de Clercq & Honig, 2011),
the study shows how it enables high-status entrepre-
neurs to convert personal experience into normative
authority, shaping moral expectations, legitimacy, and
belonging. In other words, symbolic capital not only
confers resources upon high-prestige entrepreneurs,
but discourse authority to define reality for everyone
else (Lubinski & Tucker, 2025). Taken together, these
contributions position entrepreneurial discourse as a
central mechanism through which meanings, identi-
ties, and moral obligations are stabilized, offering a
theoretically grounded explanation for why optimistic
entrepreneurial narratives remain culturally dominant
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despite persistent evidence of precarious outcomes
(Artinger & Powell, 2016; Eklund et al., 2018; Hal-
lonsten, 2024).

2 Conceptual foundations

2.1 The overpromotion of entrepreneurship as an
unquestioned good

Entrepreneurship is often portrayed as an unequivo-
cal force for economic and social progress (Keim
et al., 2024). However, this idealized view overlooks
the inherent risks, complexities, and high failure rates
associated with entrepreneurial ventures (Shane,
2008). The uncritical glorification of entrepreneur-
ship as a universally beneficial pursuit raises con-
cerns about its long-term consequences, with tangible
economic and psychological consequences (Dey &
Mason, 2018).

The oversimplified and romanticized narrative
around entrepreneurship creates unrealistic expecta-
tions, particularly among inexperienced individuals
(Poblete et al., 2019), incentivizing entry into entre-
preneurship without a full understanding of the odds
behind this economic activity. The consequences of
framing entrepreneurship just as a matter of mind-
set can lead to a mismatch between expectations
and reality, where novice entrepreneurs overestimate
their likelihood of success and underestimate the
resources, resilience, and networks required (Doug-
las, 2009; Welter et al., 2017). The result is not only
high failure rates but also disillusionment, financial
losses, wasted resources, and opportunity costs, par-
ticularly for individuals who lack the social and finan-
cial capital to absorb these setbacks (Anokhin & Win-
cent, 2012; Shane, 2009).

Moreover, the relentless push to promote entrepre-
neurial ecosystems from a one-size-fits-all approach
leads to misguided policy interventions that fail to
address the deeper structural conditions necessary for
sustainable business creation. Context matters: factors
such as institutional voids, regulatory environments,
and cultural attitudes toward risk-taking shape the
outcomes of entrepreneurial activity (Eklund et al.,
2018; Forlani & Mullins, 2000). However, beyond
these institutional constraints, entrepreneurial out-
comes also depend on the shared interpretive frame-
works through which individuals collectively imagine
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economic and social possibilities (Dey & Mason,
2018). In this scenario, role models in entrepreneur-
ship and their discourse can be imperative to the way
entrepreneurial activity is conceived.

2.2 Narrative identity and master narratives

Narrative identity theory provides a useful frame-
work for understanding how entrepreneurial narra-
tives shape meaning, identity, and self-interpretation
over time (Hammack & Toolis, 2016; McAdams &
McLean, 2013), particularly when articulated by
high-prestige entrepreneurs. This theory suggests that
individuals interpret their life experiences and iden-
tity shifts as an integrative and purposeful act of self-
authorship, revealing the interplay of personal and
social influences (McAdams, 1995; McLean & Syed,
2016).

For successful entrepreneurs, due to their social
and symbolic capital, derived from their perceived
expertise and visibility, these narratives are more
likely to be amplified and legitimized within the pub-
lic sphere (Bourdieu, 1991; De Clercq & Voronov,
2009; de Clercq & Honig, 2011). This combination
of compelling storytelling and social authority creates
a fertile ground for the emergence of master narra-
tives, which are dominant cultural scripts that provide
a framework for understanding what is considered
“normal” or “desirable” in a given context (Hammack
& Toolis, 2016).

Specific discursive characteristics, such as rhe-
torical simplifications and moral archetypes, ren-
der these narratives particularly prone to becoming
master narratives. By identifying these characteris-
tics, we can better understand how the narratives of
high-prestige entrepreneurs might contribute to the
broader discourse on entrepreneurship (Down & War-
ren, 2008). Master narratives often simplify complex
realities, offering clear archetypes and moral lessons,
which makes them particularly influential in shaping
societal perceptions and behaviors. Thus, the dis-
courses of successful entrepreneurs, by virtue of their
narrative structure and the symbolic capital of their
authors, have the potential to transcend individual
accounts and contribute to the formation of master
narratives that define entrepreneurship at a societal
level. Importantly, narratives and discourse are ana-
lytically related but conceptually distinct. Narrative
identity theory conceptualizes narratives as structured
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meaning-making stories through which individuals
construct coherence and interpret experience over
time (McAdams & McLean, 2013). Discourse, in
contrast, refers to broader socially shared systems of
meaning that regulate what can be legitimately said,
valued, and normalized within a particular context
(Fairclough, 2012; Van Dijk, 2015). In this sense,
narratives constitute the story-based content through
which entrepreneurial identities are articulated,
whereas discourse provides the ideological and insti-
tutional infrastructure through which certain narra-
tives gain legitimacy, visibility, and normative force.
Thus, entrepreneurial master narratives emerge not
merely through the existence of repeated stories, but
through discursive processes that authorize, amplify,
and standardize specific narrative forms while mar-
ginalizing alternative interpretations (Rifo & Poblete,
2026).

Furthermore, the institutionalization of these nar-
ratives is often facilitated by mass media platforms,
which function as discursive magnifiers (Perren &
Jennings, 2005). Televised formats, in particular,
provide a unique arena where personal narratives are
curated and broadcasted to a wide audience, trans-
forming individual self-authorship into a collective
cultural product. In this process, the media does not
merely record the entrepreneur’s story, but it actively
participates in meaning regulation (Alvesson & Will-
mott, 2002), providing the visual and rhetorical cues
that signal which identities are worthy of emulation.
By providing a platform for high-prestige actors,
media outlets validate these narratives as authorita-
tive templates, bridging the gap between private suc-
cess and public normative expectations.

2.3 Symbolic capital

Entrepreneurs, particularly those recognized as suc-
cessful, accumulate symbolic capital (prestige,
authority, and credibility) by virtue of their perceived
achievements (Clark & Harrison, 2019; Cunning-
ham & Lischeron, 1991). This capital is not merely
a byproduct of financial success but a form of social
recognition that grants entrepreneurs the ability to
shape discourse and influence others. Through their
accumulated reputation, they serve as key figures in
disseminating entrepreneurial knowledge, acting as
transmission mechanisms that encourage entrepre-
neurial activity (De Carolis et al., 2009).

Symbolic capital, as conceptualized by Bourdieu
(1991), encompasses elements such as standing, good
name, and honor all of which contribute to an individ-
ual’s ability to exert influence. This form of capital is
relational rather than intrinsic, since it is constructed
and sustained through others’ perceptions and social
recognition (Gergs, 2003). It functions as a form of
mediating power, often derived from and intertwined
with economic, social, or cultural capital (Karatas-
Ozkan, 2011). Fuller and Tian (2006) highlight that
symbolic capital is deeply connected to trust and the
value attributed to individuals by society, reinforcing
their ability to influence norms and behaviors over
time.

In the entrepreneurial field, symbolic capital is not
only a marker of prestige but also a tool for legiti-
mization and agenda-setting. Those who possess it
can shape narratives about what constitutes entre-
preneurial success, reinforcing particular visions of
entrepreneurship and structuring the hierarchies of
influence within the field (de Clercq & Honig, 2011;
Meisenhelder, 1997). Bourdieu (1991) further argues
that symbolic capital allows individuals to shape per-
ceptions and dictate norms, subtly controlling others’
behaviors, beliefs, and decisions. This aligns with De
Clercq and Voronov’s (2009) assertion that entre-
preneurs with symbolic capital wield their influence
through language and discourse, positioning them-
selves as authoritative figures whose messages are not
merely informative but persuasive.

Crucially, this influence operates through the crea-
tion of doxa, which is a set of fundamental beliefs that
are taken for granted as common sense within a field
(Bourdieu, 1991). When elite entrepreneurs mobilize
their symbolic capital, they do not just offer advice;
they define the boundaries of the entrepreneurial
imaginary. This represents a form of symbolic power
where the elite’s specific worldview becomes mis-
recognized as a universal truth. Consequently, those
who fail to meet the narrative’s high-risk expectations
are not seen as victims of structural barriers, but as
individuals who lacked the correct mindset. This dox-
ification of entrepreneurial ideals explains why over-
promotion remains unchallenged: the narrative has
been rendered an unquestioned social fact.

This study argues that the overpromotion of entre-
preneurship is sustained not merely by policy fail-
ure, but by a discursive cycle. Entrepreneurs with
high symbolic capital use their authority to project
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personal stories as master narratives. These narratives
function as “informal institutions” that regulate the
narrative identities of the public, effectively normaliz-
ing high-risk behavior by framing it as a moral imper-
ative of “agency.” This synthesis allows for the exam-
ination of the TV show not just as entertainment, but
as a site of identity regulation. Therefore, this study
examines how entrepreneurs with symbolic capital
construct and disseminate narratives about entrepre-
neurship, exploring the ways in which their status as
authoritative figures enables them to influence others’
attitudes, aspirations, and behaviors. By doing so, it
sheds light on the interplay between symbolic capital
and entrepreneurial discourse, particularly in shaping
the broader entrepreneurial imaginary.

3 Method

Due to the social constructionist paradigms in
which this study is settled, a qualitative and abduc-
tive approach is adopted (Eisenhardt & Graebner,
2007). Qualitative research is particularly useful for
extending pre-existing conceptual ideas and prelimi-
nary models (Pratt, 2008; Pratt et al., 2006; Lee et al.,
1999).

3.1 Research setting

This study is situated in Chile, a country with one of
the highest levels of early-stage entrepreneurial activ-
ity among OECD nations. According to the Global
Entrepreneurship Monitor (GEM), around 25% of
Chile’s population engages in early-stage entrepre-
neurship. In contrast, less than 10% of all entrepre-
neurial initiatives successfully transition into estab-
lished businesses, surviving beyond 42 months. This
striking disparity reflects a broader tension between
entrepreneurial enthusiasm and long-term viability.
Chile serves as a representative case of an emerg-
ing economy, where entrepreneurial promotion is
deeply embedded in national development strate-
gies (Harima et al., 2024; Poblete et al., 2026). Over
the past two decades, public and private initiatives
have played a pivotal role in fostering entrepreneur-
ship as a driver of economic growth, innovation, and
upward mobility (Mahn & Poblete, 2023). Govern-
ment programs such as Start-Up Chile and various
incubation and acceleration schemes have positioned
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entrepreneurship as a solution to structural economic
challenges, including informality, unemployment, and
dependence on natural resource exports (Barton et al.,
2025).

3.2 Case selection and data collection

The study analyzed participants of a Chilean TV
show called “Inspiradores: Querer es poder,” which
was transmitted simultaneously on two channels:
CHV and CNNChile.! The TV show, which was
inspired by TED talks, asked 18 individuals to share
their experiences and provide a motivational message
focused on persuading others to become entrepre-
neurs. The director of the show (Diego Lopez) stated
that these individuals were selected because they
were “the most representative people in the areas we
wanted to deal with.” The TV show provides the dis-
cursive infrastructure necessary for elite private expe-
riences to be converted into public social norms.

Table 1 illustrates the main topic each exposi-
tor dealt with on the show and their presentation
title. It is important to mention that some exposi-
tors presented twice and each speech was analyzed
individually.

The study deliberately focuses on a TV show
where entrepreneurs serve as authoritative figures. In
the selected cases, entrepreneurs not only are posi-
tioned as trustworthy, expert figures, but also their
discourses are persuasive narratives in the same struc-
tured way. By focusing on this particular format, the
study is able to reveal underlying persuasive mecha-
nisms that might be less evident in other formats.

3.3 Critical discourse analysis

CDA is particularly suitable for this study because it
allows examination not only of what entrepreneurial
narratives communicate, but also of how discursive
structures legitimize, circulate, and normalize those
narratives as culturally authoritative identity tem-
plates. CDA examines how discourse represents,
reproduces, legitimizes, and challenges ideologies
in texts and speech (Fairclough, 2012). Rooted in a

! https://www.cnnchile.com/pais/inspiradores-querer-es-
poder_20171030/; https://www.chilevision.cl/tag/inspirador
es-chv.
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Table 1 Data overview

Expositor name Gender Topic

Title ID

Marcelo Guital Male

All My Ideas Started with a “Cannot”

Fall in Love with a Venture to Fight Adversity MG1
The Importance of Entrepreneurship in Hap- MG2

piness
Duilio de Lapeyra Male  Change or Die How to Develop Resilience DL1
Claudio Lucero Male  Setting Goals and Challenges First Chilean and Latin to Reach the Summit ~ CL1
of Everest
Teamwork CL2
Julidn Ugarte Male  Economy of Love Economy of Love JU1
Alejandra Mustakis Female Entrepreneurship and Talent in Chile Why Starting Up in Chile? AM1
Changing the World with Unique Ideas AM2
Daniel Daccarett Male  To Be an Entrepreneur Perseverance as a Key for Entrepreneurship DD1
The Reasons to Foster to Become an Entre- DD2
preneur
Mobnica Lépez Female How to Reignite in Love The Secrets to Prevent Infidelity MLI1
The 7 Rules to Be Happy ML2
Pedro Grez Male  Grez Method Grez Method PG1
Nicolas Alarcon Male Leadership, Motivation, and Positive Attitude How to Fulfill Our Dreams NA1l
James Hamilton Male  Prevention and Overcoming Abuse Facing Abuse JH1
Nerea de Ugarte Female Women’s Empowerment in Chile Female Empowerment NU1
Claudia Zila Female Kilos of Happiness The Importance of Maintaining Good Self- CZ1
Esteem
Validate Women’s Sexual Desires CR1
Carolina Del Real =~ Female How to Live with HIV The Struggle Before and After Being Diag- CR2
nosed with HIV

Sebastian Errazuriz Male

The Most Powerful Weapon Called Education Education as a Weapon to Change the World ~ SE1

Sylvia Langford Female How to Educate Self-Sufficient Children Raising Responsibility and Self-Sufficiency SL1
Thomas Kimber Male  Sustainable Entrepreneurship The Exciting Story of Sustainable Entrepre- TK1
neurship
Ledn Murillo Male  Conquest of Dreams The Difficult Way to Get to the Vifla del Mar  LM1
Festival
Roberto Musso Male  How to Overcome the Death Valley of Entre-  How to Overcome the Death Valley of Entre- RMI
preneurship preneurship

socio-cognitive framework, it integrates language,
cognition, and society, linking individual mental
representations to broader social structures. Ideolo-
gies, understood as collective belief systems, shape
identity, social relations, and interpretations of reality
(Fairclough, 2012; Van Dijk, 2015).

CDA moves beyond surface-level language analy-
sis to explore deeper cognitive and social dimensions,
bridging individual cognition with structural forces.
Discourse, inherently ideological, encodes values
and norms that perpetuate societal structures (Van
Dijk, 2017, 2020). More than a descriptive tool, CDA
adopts an interpretive and explanatory stance, reveal-
ing how ideologies shape social practices and identity

formations (Van Dijk, 2015). By analyzing lexical
choices, propositions, and thematic structures, CDA
uncovers how discourse reinforces or disrupts domi-
nant narratives, ultimately shaping societal under-
standing and action.

3.4 Data analysis

Given the research context, the data analysis was con-
ducted through three primary levels. The first level
addresses textual analysis (focusing on modality and
transitivity); the second addresses discursive practice
(intertextuality); and the third addresses social prac-
tice (hegemony and ideology). Data analysis followed

@ Springer



C. Poblete

an iterative, abductive process. In the first cycle, open
coding was performed to identify recurring meta-
phors and rhetorical tropes. In the second cycle, these
were grouped into axial categories. Finally, a the-
matic synthesis was conducted to map these catego-
ries onto Fairclough’s (2012) three levels of analysis,
ensuring that micro-linguistic choices were linked to
macro-societal ideologies.

At the semantic level, the analysis focused on key
linguistic and textual elements such as word choices,
metaphorical expressions, and grammatical struc-
tures that shaped the portrayal of entrepreneurship.
This included identifying recurring terms like “suc-
cess,” “resilience,” or “self-made,” which reflected
societal ideals of individual achievement and personal
growth. Metaphors, such as “entrepreneurship isa
roller coaster,” were examined for their role in fram-
ing the entrepreneurial journey as one of risk and
excitement, reinforcing the notion of entrepreneurial
struggle as a noble pursuit. The use of active voice
in imperative statements like “you mustcarry on”
emphasized authority and motivation, while modal
expressions like “you can succeed” introduced an ele-
ment of possibility, suggesting that entrepreneurship
was attainable. The analysis also looked for under-
lying assumptions or fallacies embedded in the lan-
guage, such as the presupposition that anyone could
become an entrepreneur if they were resilient enough,
which perpetuated the “rags to riches” myth. Finally,
the overall tone (whether motivational, authorita-
tive, or empathetic) was scrutinized, as well as how
repeated phrases or ideas contributed to constructing
the entrepreneur’s identity as a heroic or visionary
figure. This analysis uncovered the deeper ideologi-
cal messages conveyed through the discourse and its
influence on both individual self-perception and soci-
etal understanding of entrepreneurship.

At the discourse level, the analysis focused on the
strategies used to communicate entrepreneurial suc-
cess and identity, particularly through the structure
and framing of the narrative. This involved identify-
ing the overarching narrative and how entrepreneur-
ship was positioned in relation to social issues, such
as economic inequality. Rhetorical devices like fram-
ing, repetition, and amplification were examined
to highlight how certain messages were reinforced.
Additionally, the analysis explored the use of polar-
izing strategies, where entrepreneurship was framed
as a path for economic mobility, contrasting with
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the idea that it was an exclusive privilege for certain
social classes. For instance, the analysis evidenced
that the construction of the narrative followed a typi-
cal motivational sequence: identifying a common
problem, presenting entrepreneurship as a solution,
and calling the audience to take action by emulating
the successful entrepreneur. The positioning of actors
was also examined, along with how the speaker was
positioned in the discourse. This included identifying
whether the speaker presented themselves and how
their message was constructed. Through these strat-
egies, the analysis uncovered how certain discourses
dominated, marginalizing alternative perspectives,
such as the lack of recognition for systemic barriers
many entrepreneurs faced.

At the social level, the analysis examined how
entrepreneurial discourses and semantic choices
reflected and reinforced social power structures, high-
lighting the role of language in maintaining or chal-
lenging societal hierarchies. This involved identifying
how social categories were represented or excluded
in the portrayal of entrepreneurship. For instance,
discourses that presented entrepreneurship as solely
the result of individual effort often obscured broader
socio-economic and political contexts that influenced
entrepreneurial opportunities, thus promoting a meri-
tocratic narrative. Additionally, the focus was on the
ideologies underlying these discourses, such as the
belief that success depended solely on personal effort,
which were often framed as “natural” or “inevita-
ble” rather than socially constructed. By connecting
these discourses to broader social issues, the analysis
explored how media portrayals of entrepreneurship
could influence public perceptions, reinforcing stereo-
typical ideas about who could be an entrepreneur and
what qualities were necessary for success.

While the analytical process was guided by Fair-
clough’s (2012) three levels (semantic, discourse, and
social), the analysis moved beyond linguistic descrip-
tion to theoretical abstraction. Linguistic markers
(e.g., metaphors, modality) were treated as first-order
evidence which, through iterative cycles of constant
comparison, were clustered into second-order themes.
These themes ultimately informed the three aggregate
dimensions of the process model: Discursive Authori-
zation, Narrative Standardization, and Symbolic Nor-
malization. This approach bridged the gap between
“what was said” (text) and “what it does” (social
regulation).
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3.5 Theory development and reflexive iteration

The development of the data structure (Table 2) and
the subsequent process model (Fig. 1) was the result of
multiple distinct iterations of the coding structure. In
the early stages, the analysis was arguably too descrip-
tive, focusing heavily on the linguistic “surface” of the
speeches. However, the proposed model emerged when
a tension was evidenced: the linguistic choices (the what)
were inseparable from the social power of the speakers
(the who) and the medium of the TV show (the where).
The primary challenge lay in moving beyond a sim-
ple categorization of “inspirational tropes” to uncover-
ing the underlying mechanisms of symbolic regulation.
For example, one of the prior versions focused on the
over-reliance of core elements of entrepreneurship that
seemed to be irretractable relevant, namely sense of
misfit, optimism, collaborative mindset, passion, and
hard work, while other on the effective application of
Monroe’s motivational sequence. There were moments
where the model felt “stuck” in a descriptive loop, par-
ticularly when trying to reconcile Fairclough’s critical

Table 2 Data structure

framework with McAdams’ narrative identity theory. It
required multiple rounds of “thematic dismantling,” lit-
erally breaking apart the axial codes and starting over,
to realize that the narratives were doing more than just
informing; they were authorizing a specific reality.

This iterative struggle was essential for ensuring
that the aggregate dimensions presented in this study
(Discursive Authorization, Narrative Standardization,
and Symbolic Normalization) were not merely forced
onto the data, but emerged from a “collision” between
the empirical evidence and theoretical scrutiny. The
resulting model is thus a representation of this long-
term pursuit, capturing the movement from individual
speech to the stabilization of a societal doxa.

4 Findings

4.1 Textual analysis

Entrepreneurial discourse is deeply embedded in
ideals like “willpower,” “autonomy,” and “growth.”

Raw data

Theoretical abstractions

Aggregate dimensions

Use of metaphors to frame instability (e.g., “roller
coaster” and “surfing waves”)

High modality/imperative verbs (e.g., “You must”
and “Do it now”)

Explicit dismissal of intelligence over “attitude”
and “passion.”

Heroic labeling (Entrepreneurs as “superheroes,”
“abnormal,” or “geniuses”)

“Us vs. Them” polarization (Entrepreneurs vs.
“soap opera” watchers)

Motivational sequencing: Problem Entrepreneurial
Solution Call to Action

Standardization of work ethic (e.g., “14 h a day,”
“no days off”)

Intertextual referencing of universal “freedom” and
“dreams”

Meritocratic assumptions (e.g., “Profit is the result
of effort”)

Erasure of structural barriers/privilege (Starting
from “zero” is framed as a “gift”)

Framing entrepreneurship as the only path to “true
freedom,” happiness, and self-realization (Doxi-
fication)

Shifting responsibility from the State/Institutions to
the individual

The moralization of individual agency and the
framing of risk as a character virtue rather than a
financial calculation

The creation of a “one-size-fits-all” heroic script
that erases contextual differences and standard-
izes the “correct” entrepreneurial identity

The conversion of elite narratives into Doxa
(unquestioned common sense), rendering over-
promotion as a natural social fact

Discursive Authorization

Narrative Standardization

Symbolic Normalization

@ Springer
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The narratives examined consistently emphasize
individual effort, perseverance, and optimism as the
core drivers of success, portraying the entrepreneur
as someone who pushes forward despite obstacles:
“Be entrepreneur is someone who sees the glass half
full” [DD1]. Quotes such as “Changing the world is
a choice; one decides” [DD2] and “If I don’t train, I
won’t cross the finish line, it’s logical” [DL1] con-
struct entrepreneurship as a self-made decision—
one that relies on personal commitment and effort
rather than a combination of personal agency and
external circumstances. The discourse reinforces the
belief that success is achievable through determina-
tion and discipline: “You can achieve whatever you
want in life” [SL1]; “We keep going, stubborn and
obsessive—why? Because deep down we know it
depends on us” [AMI1]. Furthermore, the frequent
use of quantifiers (“We are many, we are more, and
we can change the world” [JH1]) amplifies the col-
lective momentum of entrepreneurship, framing it as
both a social norm and an aspirational pursuit fueled
by passion and relentless effort. Entrepreneurs are
also portrayed as transformed individuals: “I went
from being the fool, the restless, the unbearable... to
being the best” [SE1], suggesting that entrepreneur-
ship redeems prior social labels.

Metaphor plays a crucial role in shaping the per-
ception of entrepreneurship. Battle metaphors, such
as “Selling is the mother of all battles” [MG2] and
“Pick your battles” [MGI1], frame the entrepre-
neurial journey as a strategic and often combat-
ive endeavor, reinforcing the idea that overcoming
adversity is an essential and noble aspect of success.
This combative framing is made explicit: “Fighting
is part of the process” [SE1], normalizing struggle
as an inherent feature of the entrepreneurial iden-
tity. Similarly, extreme sports metaphors highlight
the unpredictable yet exhilarating nature of entre-
preneurship: “Entrepreneurship is like surfing a big
wave... you must wait for the right wave and ride it
skillfully” [DD1]. The struggle is also depicted as a
test of endurance and resilience: “Entrepreneurship
is like rowing against the current; if you stop row-
ing, the waves carry you away” [DD1]. At the same
time, entrepreneurship is described as a mindset and
personal strength, with statements like “Entrepre-
neurship is a muscle: if you exercise it, it strength-
ens” [DD1], reinforcing the belief that persistence
and adaptability are key to success.
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The grammatical structure of these narratives
reinforces authority and personal agency. Impera-
tive statements such as “I am giving you the tools
and keys for you so you can open the door” [CZ1]
and “Avoid complaining and be an example of the
willingness to change the economic logic” [TK1]
establish an authoritative tone, urging individuals to
take action. The active voice dominates, emphasiz-
ing personal responsibility over structural support.
The discourse frames entrepreneurship as a matter
of decisiveness and boldness: “A man, a woman,
who does not set challenges for themselves in life—
what are they living for?” [CL1]. Statements like
“The only secret is hard work” [DD1] reinforce the
necessity of effort, while “We are called crazies,
hippies, and misfits... we are the ones who make
changes... any one of us could be the genius of the
twenty-first century” [AM1] presents entrepreneur-
ship as an open opportunity for radical innovation.

The emotional tone of these discourses is over-
whelmingly motivational and urgent. Rhetorical
questions such as “What do you want to be when
it is just too late?” [NA1] and direct appeals like
“The only animal on Earth that is inspired is
man... inspiration is pure magic.” [MG1] foster a
sense of collective purpose while reinforcing per-
sonal responsibility. This collective enthusiasm,
however, quickly gives way to urgency when dis-
cussing time constraints and the necessity of per-
severance, as in “We have infinite opportunities but
finite time” [AM1], framing entrepreneurship as a
race against time. Struggles are positioned as an
inevitable part of the journey: “When you learned
to walk, did you have any experience? Don’t fear
mistakes—fear not moving forward” [CL1], nor-
malizing economic instability and labor precarity
as challenges to embrace rather than problems to
solve. This reframing of fear is further specified:
“Be the ones who lose their shame and fear of get-
ting it wrong” [ML1], transforming hesitation from
a rational response to risk into a moral failing.

These discourses advance a meritocratic presup-
position by presenting success as the direct outcome
of individual agency. Phrases such as “If you work
hard, you will move forward, for sure” [AM1] and
“Entrepreneurship is a tool for social mobility...
people who start businesses can challenge the status
quo” [DD1] utilize direct and unqualified assertions
about the future to encode achievement with personal
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determination. Consequently, the texts employ an
obligation modality that constructs entrepreneurship
simultaneously as an economic imperative and as a
broader philosophy in which adaptability and prob-
lem-solving appear as developable individual attrib-
utes rather than structurally conditioned resources:
“One is prepared for this, and as you have been
trained, you are ready toovercome problems” [DD1].
Table 3 provides additional supporting evidence of
the micro-linguistic level.

4.2 Discursive analysis

The dominant entrepreneurial discourse is struc-
tured through a compelling generic sequence
designed to captivate, inspire, and mobilize. It
begins by defining entrepreneurs as exceptional
individuals—“Entrepreneurship is for the crazy
people, for the misfits, for those who do not fit”

Table 3 Micro-linguistic

[AM1]—framing them as outsiders who challenge
norms. “Everyone will be against you... so you
have to believe in your story until the end” [DD1]
reinforces that opposition is guaranteed, making
belief in one’s narrative a survival mechanism.
This identification of difference creates an imme-
diate sense of belonging for those who feel out of
place. The next step ignites personal desire: “The
first thing on the list is that I am passionate about
it” [RM1], reinforcing the idea that entrepreneur-
ship is not just a career but a calling. With pas-
sion established, entrepreneurship is positioned
as the ultimate solution to an unfulfilled life—
“Everything depends on you. Your decisions are
going to generate your life” [DL1]. This suggests
that taking control through entrepreneurship leads
to a purposeful existence. Finally, the narrative
culminates in an urgent call to action: “Go out and
start a business now, be entrepreneurs” [AMI],
urging individuals to embrace the risk, step into

Analytical category

Illustrative quotes

Key Terminology and Ideological Markers

“Commit yourselves, do excellent work, be responsible, be supportive.” [CL1]

“Anyone can change a whole industry.” [AM1]

“No need to be very intelligent, just have the right attitude.” [DD1]

“Our history is part of our learning; it’s part of the society we live in, part of the
culture we are embedded in.” [NU2]

“Talent is something we have in abundance.” [RM1]

Metaphorical Framing
[DD2]

“Problems are like waves: either you learn to surf them or they drown you.”

“The tie is a defeat; no one plays to tie; we must always play to win.” [CL1]

“No matter if we are like lions or gazelles, what matters is waking up running... if
we don’t run, we starve.” [DD2]

“Entrepreneurs are guys from another planet... we see opportunities where others

don’t.” [DDI]

“They wait for entrepreneurs to die before calling them superheroes.” [DD1]

Agency and Authority in Grammatical Structures “Why don’t you do it now?” [ML2]
“There are no grays.” [DL1]
“They succeeded; they are proving the good management of the company.” [CL1]
“Wouldn’t you like to be the next genius of the century, the one who reinvented
everything?” [AM1]

Emotional and Motivational Tone

“Guys ... I want to change the world” [NA1]

“Take responsibility and commit to your team.” [SE1]
“Look at what we have achieved with so little. Imagine what we could do with

Underlying Assumptions and Ideological Effects

more.” [AM1]
“Be free.” [MG1]
“You have to work 14 h a day.” [MG2]

“We can change the logic of how the economy works.” [TK1]

“The beauty of entrepreneurs is that we surround ourselves with people smarter
than us because, in general, we are not the smartest.” [DD2]

“We are surrounded by worries that exist only in our minds.” [TK1]

@ Springer
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the unknown, and claim their place in the world of
innovators. “Be part of this rebellion” [NU1] fur-
ther frames entrepreneurship not merely as career
choice but as an act of collective dissent.

This generic sequencing draws upon and recon-
textualizes multiple established genres within the
prevailing entrepreneurial narratives. The testimonial
genre is evident in autobiographical accounts of hard-
ship and redemption, such as MG1’s reflection:

I had lost my house; I lost all my stuff; even my
wife left me. I had to move to a flat that was
smaller than my former kitchen, but I never
stopped dreaming and did not think even a
minute about not carrying on... Suddenly, two
friends contacted me and invited me to lunch
because they wanted to talk about something.
They told me they wanted to help me pay all my
debts, and they also offered the salary I wanted
for a year.

The confessional mode, characteristic of evangeli-
cal testimony and self-help literature, positions eco-
nomic failure as a spiritual trial preceding redemp-
tion and a merely circumstantial state. The endurance
of hardship is central to this genre: “I am by far the
one who has collected the most failures in the body,
but second chances always emerge” [MG2] — here,
failures are literally embodied, making resilience a
physical and moral badge of honor. Likewise, “things
always change, things always pass—no matter how
hard, cruel, or bitter they are” [LMI1] provides a
temporal reassurance that all suffering is transient,
encouraging persistence through any adversity. These
formulations transform economic precarity into a
spiritual journey where the accumulation of fail-
ure becomes proof of authenticity. Similarly, CL1’s
account—“A journalist asked me how I succeeded
with so many difficulties, and I said we were seven.
I always had six individuals who backed me up”—
draws upon the heroic quest narrative, wherein the
protagonist’s journey is legitimated through the enu-
meration of trials overcome. These genre conventions
constitute recognizable formats through which entre-
preneurial identity becomes sayable and intelligible
within this dominant discourse.

The texts also draw upon and blend well-estab-
lished cultural narratives and storytelling traditions.
Entrepreneurship is framed as an intrinsic human
trait rather than a learned skill or economic choice,
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reinforcing the idea that it is universal, natural, and
inevitable. As RM1 asserts, “Entrepreneurship... is
inherent to human beings,” positioning it as a fun-
damental attribute rather than a structured activity.
This perspective erases the distinction between neces-
sity-driven self-employment and opportunity-based
entrepreneurship, implying that anyone, regardless of
resources, can succeed. This logic extends to resource
constraints themselves: “When you have no money,
it forces you to be more efficient” [MG1]—scarcity
is redefined as a disciplinary mechanism that hones
entrepreneurial skill. Through these formulations, the
narratives echo familiar cultural tropes that downplay
contextual and economic factors, presenting entrepre-
neurship instead as an innate human quality, almost a
biological instinct, rather than a professional or eco-
nomic behavior shaped by external conditions.

The production and consumption of these texts pre-
suppose specific shared knowledges and subject posi-
tions. The audience is positioned as already-aspiring
entrepreneurs or those who recognize themselves in
the figure of the “misfit.” AM1’s claim, “Traditional
industry associations don’t represent us,” and the call
to action: “We are going to build a guild for those
who want to go against the world, for those who want
to change the world,” presupposes a shared antago-
nism toward established institutions and a collective
identification with outsider status. This demand for
leadership is further specified: “I want leaders, those
who make decisions and bring solutions” [CL2],
reinforcing the binary between autonomous decision-
makers and passive followers. The use of inclusive
pronouns—*“we,” “together,” “all together”—estab-
lishes an imagined community of entrepreneurs: “All
together can transform Chile into a country of entre-
preneurs” [AM1]. Entrepreneurs are also called to
“discover that which gives meaning to their lives...
that which sets their hearts on fire” [JH1], linking
collective action to deep personal purpose. “Every-
thing is possible even when it apparently lacks sense”
[LM1] further removes any rational constraint on
ambition. This “we”-ness requires consumers of the
discourse to inhabit a subject position that recognizes
itself as part of this collective rebellion, even as the
discourse remains silent on the contextual and sys-
temic conditions that enable such identification.

The discursive practice also involves the strate-
gic erasure of alternative perspectives through the
“naturalization” of specific narrative forms. AM1’s

EEINNY3
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assertion that “this is no longer about having money
or being the smartest—anyone who thinks differently
can change an industry or create a new one” presents
meritocracy as a self-evident truth, presupposing that
the playing field is level. The rigid binary of leader-
ship, as MG2 puts it—*“You are either a leader or a
follower”—further narrows the space for alternative
identities, reducing entrepreneurship to a singular,
dominant ideal. Those who question or deviate from
this path are dismissed as lacking ambition or intel-
ligence, as DD1 provocatively asks, “Do you want to
be an executive who says, ‘Yes, boss, whatever you
say,” or do you want to be a little smarter and change
the world?” Through these interdiscursive moves, the
prevailing entrepreneurial narrative regulates what
can be legitimately said, rendering structural critique
unsayable while positioning hesitation and doubt as
moral failures. Table 4 provides additional supporting
evidence of these meso-discursive strategies.

4.3 Social analysis

At the level of social practice, these entrepreneurial
narratives shift responsibility for economic outcomes

Table 4 Meso-discursive strategies

from structural conditions to individual subjects. The
discourse constitutes entrepreneurship not merely
as an economic activity but as a morally obligatory
mode of self-conduct. As AM1 declares, “Entrepre-
neurship is not a choice; it is a must,” framing market
participation as an imperative rather than an option.
This aligns with the generalization of competition as
a behavioral norm and of the enterprise as a model
for how individuals shape their own identities and
conduct, wherein individuals are required to engage
in conduct that adheres to self-improvement and com-
petitive principles. The entrepreneur is thus consti-
tuted as the ideal of self-governing, self-optimizing,
and self-responsible.

The meritocratic framing that pervades these
narratives serves an ideological function by legiti-
mating unequal outcomes as reflections purely
of individual character. NA1 asserts, “Your suc-
cess is built on passion and hard work,” while
DDI claims, “I’ve never met a truly disciplined,
systematic person who failed.” These state-
ments contribute to the normalization of merito-
cratic interpretations of entrepreneurial success,
wherein responsibility for outcomes becomes

The Overarching Narrative Structure

“The only true thing about entrepreneurs is that they are abnormal people.” [DD1]

“When we started, nobody believed in us, but today we are thousands.” [AM1]

“Our children fear failure because we’re educating them not to experience failure,
but to be perfect.” [NU1]

“You have to work 14 h a day.” [MG1]

The Framing of Entrepreneurship

“Entrepreneurship is being in love with what you do.” [AM1]

“Entrepreneurship is a way of facing life.” [DD1]
“We are the ones who make things happen, who make the world spin faster—we
don’t sit around waiting.” [AM1]

The Use of Polarizing Strategies

“Everything we have accomplished so far, we have done with almost no money...

that makes us more than mere champions.” [AM1]

“Because nobody believes in you, use their words to your advantage until your
actions give you strength.” [NA1]

“I said, either I beat it, or it beats me... and I won.” [NA1]

“A person can make an entire company fail.” [CL1]

“I find it terrible, as a man, to live in a society where everyone expects you to be
ready to perform at any moment.” [UN2]

The Construction of Entrepreneurial Identity

“What the state doesn’t do, I do.” [CR1]

“Entrepreneurs are abnormal people... we all go to the neurologist.” [DD2]

The Marginalization of Alternative Perspectives

“We must first believe in our own story before we can believe in others.” [AM2]
“Values don’t change, and that is the mission of us, the elderly, to remind young
people that value exists.” [CL1]

“When I overcame that barrier, I realized that a wonderful world exists.” [NA1]

“There are no half-measures: either you’re pregnant, or you’re not.” [DL1]

“Entrepreneurs make the world spin faster—they make things happen instead of
waiting for them to happen.” [DD1]
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individualized and any external constraints are
rendered less visible. SE1’s statement, “Failure is
part of the process. If you fail, you stand up and
carry on,” further reinforces this logic by treat-
ing setbacks as temporary and overcome through
persistence alone, thereby obscuring how access
to capital, education, and networks fundamentally
shapes entrepreneurial opportunities. This fram-
ing does not merely describe reality; it actively
produces a social world in which inequality is
understood as natural and deserved.

The discourse also operates hegemonically by
securing consent for precarious labor conditions
through the redefinition of freedom. RMI1 states,
“all these answers have a common factor: the love
for freedom. Entrepreneurs embark because they
want to be free,” while MG1 declares, “I don’t ask
for opportunity... security doesn’t exist, you are
responsible for yourselves.” These formulations
recontextualize the absence of wage protections
and labor stability as positive attributes—freedom
from institutional constraint rather than exposure
to market vulnerability. The narrative encourages
the pursuit of freedom above all else, suggest-
ing that entrepreneurship is not just an option, but
an imperative driven by the evolving job market.
Statements like “At some point in life, whether
by choice or necessity, we will all have to become
entrepreneurs” [AM2] frame self-employment as
the only future, normalizing the pressures of pre-
carity and self-sufficiency while discouraging criti-
cal discussions about systemic support, such as
wage protections and policies for workforce devel-
opment. This redefinition of freedom also extends
to education: “Today, information is free” [SL1],
“I didn’t go to university because traditional study
never motivated me” [MG1], and “Value hands-on
experience” [SL1], dismissing formal institutions
as unnecessary. This represents the “ideological
work” of discourse: the transformation of struc-
tural conditions into matters of personal choice and
moral character.

The social effects of this discourse extend beyond
persuasion to the material reproduction of inequality.
By framing entrepreneurship as universally accessi-
ble—*“Everyone has sold something at some point,
so everyone is an entrepreneur” [AMI1]—the dis-
course obscures how social class, gender, and back-
ground shape access to entrepreneurial resources.
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The narrative’s systematic erasure of structural bar-
riers not merely an omission but an active produc-
tion of absence. When MGI states, “So much is said
about the gap between those who have and those who
don’t, but many who don’t have simplydon’t want to
because they are lazy,” the lived experiences of those
excluded from entrepreneurial success are invalidated
through the naturalization of a framework in which
such experiences are unthinkable. This constitutes the
imposition of meaning that legitimizes existing power
relations by concealing the arbitrary nature of their
foundations.

Furthermore, the discourse contributes to the
reorganization of social relations by reframing col-
lective obligations as individual responsibilities.
DL1’s reflection, “Either I complain and see myself
as a subject of charity, or I generate change... |
understood that the purpose transcended beyond
the person,” captures the entrepreneurial mindset
of embracing challenges and striving for a higher
purpose, while simultaneously evacuating the pos-
sibility of collective political action in favor of
individualized “change-making.” NU1’s reminder
that “One has two lives, the first begins when we
are conceived, and the second begins when we real-
ize that we only have one” emphasizes the urgency
of following one’s own path, regardless of the chal-
lenges—>but this “own path” is always already cir-
cumscribed by the entrepreneurial imperative. Col-
lectively, these narratives frame entrepreneurship
as a morally meaningful life project tied to authen-
ticity, self-realization, and personal worth, thereby
securing ideological consent for a social order in
which economic risk is privatized and success is
moralized.

Finally, the discourse’s emphasis on adaptability—
RMTI’s injunction to “Be adaptable, be adaptable,
be adaptable... then you will succeed”—reflects the
demands of a flexibilized labor market that requires
subjects to continuously reinvent themselves in
response to economic volatility. This is not merely
advice; it is a structural requirement of contemporary
western society that is internalized as personal virtue.
The entrepreneurial ideal thus functions as a mecha-
nism of social control that produces subjects who
experience structural precarity as personal opportu-
nity, thereby obviating the need for explicit coercion.
In Table 5, additional supporting evidence of these
macro-sociocognitive effects can be found.
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Table 5 Macro-sociocognitive critique

Entrepreneurship and Meritocracy: The Erasure of Structural
Inequalities

Entrepreneurial and the collective duty of supporting one
another

Entrepreneurship as a Mechanism of Social Control

The Entrepreneur as a Moral and Political Subject

Entrepreneurial Ideals

“Happiness implies patience, and without it, success is not
achieved.” [CZ1]

“Dreams come true, they just require a bit of work.” [LM1]

“We are afraid of failing, but... mistakes are part of the learning
process.” [SE1]

“Profit is the result of effort.” [MG1]

“All of this is about dreams, about feeling it, about doing what you
love, but with hard work and not giving up.” [AM2]

“Women who are truly entrepreneurial, who are innovating and
worrying about social causes.” [NU1]

“The beauty of entrepreneurs is that we surround ourselves with
smarter people than us because, generally, we are not the smart-
est.” [DD1]

“You don’t have to be very smart, you have to have attitude.”
[DD1]

“The only true thing about entrepreneurs is that they are abnormal
people.” [DD2]

“When you start from zero, it’s wonderful because you value
things in a different way.” [MG1]

“This is going to be beginning of a change in this country... and
the conception of beauty started to change in our nation” [CZ1]

“Don’t expect anyone to give you anything and fight to achieve
what you want.” [CL2]

“I was happy for the first time, I had begun to feel the taste of hap-
piness that freedom gives you, having the pass in your power,
being the owner of your own future in a rather poor way, but I
was the owner, the frying pan was mine.” [LM1]

“Who thinks they’re repressed?! I'm free” [MG1]

“Entrepreneurship means assembling a personal project” [TK1]

“There are people who watch soap operas, and I stand in front of
the reviewer slowly resolving, telling her how is it possible to be
so foolish, sitting like an idiot watching what others live, what
others travel, what others love... be the actors in your life, not
just spectators.” [CL1]

“One has two lives, the first begins when we are conceived, and
the second begins when we realize that we only have one.”
[NUI]

“For the first time, [ had started to feel the taste and happiness of
having the pass in my hand, to be the owner of my own future...
the frying pan was mine.” [LM1]

“I don’t want a boss, I don’t want money, the common factor in
all these answers is the love for freedom. Entrepreneurs embark
because they want to be free, it’s something inherent to being
human.” [RM1]

“Our values: freedom, equal opportunities, disruption, courage
and collaboration. Do you know how we do it?” [AM1]

“Everything is possible if systematic work is combined with the
maximization of effort and discipline.” [SL1]

“When I discover my passion, I work for it, and I work and I
work.”[NA1]

“Ideas belong to no one; execution is what claims them.” [MG1]

“If I step in, I become an agent of change within the system—I
make progress happen.” [NU1]
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5 A process model of normative entrepreneurial
identity formation

Building on the conceptual foundations and empiri-
cal findings, this study proposes a process model of
normative entrepreneurial identity formation (see
Fig. 1). The model exposes the discourses articu-
lated by high-prestige entrepreneurs move from
individual storytelling to collectively binding iden-
tity expectations that normalize entrepreneurial
entry while obscuring structural constraints. Rather
than conceptualizing entrepreneurial narratives as
neutral sources of inspiration, the model theorizes
them as mechanisms of symbolic power that shape
how entrepreneurship is imagined, evaluated, and
morally justified.

The model unfolds through three analytically dis-
tinct but sequentially connected stages: (1) discur-
sive authorization, (2) narrative standardization, and
(3) normative identity closure. Together, these stages
explain how contingent entrepreneurial success is
transformed into a culturally obligatory identity
script.

Stage 1:
Moralization

Discursive
authorization

4
Symbolic Epistemic Availability
capital primacy Cascade

Stage 2:
De-contextualization

Narrative
standardization

5.1 Discursive authorization through symbolic capital

Aligned with prior research portraying entrepreneur-
ship as a domain shaped by heroic individuals (Dey &
Mason, 2018; Johnsen & Sgrensen, 2017), the process
begins with discursive authorization. High-prestige
entrepreneurs leverage symbolic capital—derived from
public recognition, media visibility, and perceived suc-
cess—to position their personal experiences as legiti-
mate and instructive accounts of entrepreneurship.
Symbolic capital confers discursive authority, enabling
these actors to speak not merely about entrepreneur-
ship but for entrepreneurship (Edewor et al., 2014;
Egan-Wyer et al., 2018; Lubinski & Tucker, 2025).

Empirically, this stage is characterized by a discursive
bypass. By foregrounding personal traits (e.g., resilience,
passion, and obsessive stubbornness) as the primary
drivers of success, authorized speakers selectively back-
ground structural conditions such as market timing, insti-
tutional voids, or class-based safety nets. Through this
move, entrepreneurial outcomes are reframed as expres-
sions of personal authenticity rather than context-depend-
ent results (Edewor et al., 2014; Muhr et al., 2019).

Stage 3:
Individualization

Normative closure

4 4
Homogenized Injunctive Identity-worth
identity Norms coupling

| From inspirational stories... to binding identity norms

Key:
O The process (phase)

Fig. 1 A process model of normative entrepreneurial identity
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D The mechanism (antecedent/driver) C] The discursive product (outcome)
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This stage is theoretically important because it
explains why certain narratives gain epistemic legiti-
macy in the first place. Discursive authorization does
not depend on narrative representativeness or accu-
racy, but on the symbolic position of the narrator. As
a result, success stories acquire prescriptive authority,
setting the conditions under which individual experi-
ence becomes a reference point for collective evalu-
ation. This mechanism extends work on symbolic
capital in entrepreneurship by showing how it oper-
ates not only as a resource for action, but as a precon-
dition for defining entrepreneurial meaning. Because
the speaker is a “winner,” their use of logical fallacies
(most notably survivorship bias) is granted the status
of empirical wisdom. Thus, this stage sets the foun-
dation for the master narrative by establishing who
has the right to define the “correct” way to inhabit the
entrepreneurial identity.

5.2 Narrative standardization through discursive
tropes

In the second stage, authorized narratives undergo
narrative standardization, whereby complex and het-
erogeneous entrepreneurial experiences are reduced
to a limited set of recurring tropes and plot structures.
Through repetition, media amplification, and insti-
tutional circulation, these narratives coalesce into a
master narrative that defines entrepreneurship as a
universally accessible and desirable life path (Down
& Warren, 2008; Hammack & Toolis, 2016).

This transition is driven by an availability cascade
(Kuran & Sunstein, 1999), a self-reinforcing process
of collective belief formation where the increasing
frequency of a narrative in the public sphere enhances
its perceived plausibility, regardless of its statisti-
cal representativeness. This standardization operates
through recognizable discursive devices identified in
the findings, such as metaphors of struggle and libera-
tion, moralized accounts of failure, and the portrayal
of risk as character-building rather than economically
consequential. By stripping away the specific socio-
economic conditions that allowed a venture to thrive,
the narrative transforms a unique event into a univer-
sal recipe, which in the model is represented as the
de-contextualization of success (Stage 2 in Fig. 1).
These devices function as cognitive shortcuts, mak-
ing entrepreneurship intelligible and attractive while
minimizing ambiguity and uncertainty. In doing so,

they reproduce well-documented logical fallacies
in entrepreneurial discourse, including survivorship
bias, false analogies, hasty generalizations, and mor-
alistic reasoning.

This extends Keim et al. (2024) critique by show-
ing how one of the mechanisms they identify works in
practice, specifically within the domain of public nar-
rative and discourse. Keim et al. identify the fallacy
of extrapolation as the assumption that micro-level
entrepreneurial successes automatically aggregate
into macro-level structural transformation, critiquing
it as theoretically unwarranted because structural
problems exhibit complex adaptive properties that
resist linear scaling. The present model specifies that
this fallacy does not operate through explicit argu-
mentative claims, but through the standardization of
narrative tropes that perform extrapolation implicitly.
When the master narrative reduces all entrepreneurial
experience to the same plot structure (struggle, break-
through, redemption) it creates narrative equivalence:
the experience of a Silicon Valley venture capitalist
and a micro-entrepreneur become formally identical
despite their structural incomparability. This equiva-
lence is the discursive precondition for the fallacy of
extrapolation. By making heterogeneous experiences
narratively homogenous, standardization enables
policy makers, educators, and ecosystem builders to
treat all entrepreneurship as functionally equivalent,
thereby justifying one-size-fits-all interventions that
extrapolate from munificent contexts to structurally
dissimilar ones. Hence, while Keim et al.’s critique
identifies the logical error, the present model identi-
fies the narrative machinery that makes this error cul-
turally operable and institutionally reproducible.

Importantly, at this stage, narratives cease to func-
tion as personal stories and instead become cultural
templates. They offer ready-made scripts for how
entrepreneurship should be understood, pursued, and
evaluated. This theoretical move builds on estab-
lished narrative and discourse research showing how
repeated storylines stabilize expectations and normal-
ize particular identity positions (Down & Warren,
2008; Lindgren & Packendorff, 2009; Perren & Jen-
nings, 2005). Through standardization, entrepreneur-
ship is increasingly framed as an identity-driven jour-
ney suited for misfits, idealists, and purpose-driven
individuals, while alternative forms of economic
participation are implicitly devalued. By reducing
heterogeneous experiences to a singular, recognizable
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script, the discourse creates a one-size-fits-all policy
instrument (Harima et al., 2024; Poblete et al., 2026).
This renders entrepreneurship intelligible and attrac-
tive to the masses while systematically devaluing
alternative forms of economic participation or stable
employment, which are framed as “spectatorship” or
“lazy” compliance.

This stage explains how entrepreneurial discourse
travels beyond individual audiences to shape col-
lective expectations, policy rhetoric, and ecosystem
practices, reinforcing one-size-fits-all representa-
tions that often fail under conditions of labor-market
segmentation, informality, or institutional weakness
(Mahn & Poblete, 2023).

5.3 Normative closure and the formation of identity
templates

The final stage of the model involves normative iden-
tity closure, where the master narrative becomes
internalized as a set of injunctive norms that define
legitimate entrepreneurial identity (i.e., the master
narrative is doxified). Entrepreneurship is no longer
framed as one economic option among many but as
a morally valued and socially endorsed response to
uncertainty, dissatisfaction, or opportunity scarcity.
Similarly, the narrative is no longer merely advice; it
becomes a mechanism of identity regulation.

At this stage, individuals evaluate themselves and
others against the standardized identity script. This
results in the individualization of systemic challenges
(Stage 3 in Fig. 1), where failure is reinterpreted as a
temporary moral shortcoming (insufficient persever-
ance, optimism, or commitment) rather than as a pos-
sible outcome, reinforcing self-blame and persistence
even under adverse conditions. The entrepreneurial
identity becomes resistant to counter-evidence, as
questioning the narrative entails questioning one’s
own worth, agency, or legitimacy. This process indi-
vidualizes systemic challenges and reinforces self-
attribution, persistence, and symbolic compliance
with entrepreneurial norms, even under adverse con-
ditions (Eberhart et al., 2022; Weiss et al., 2023).

During this stage, entrepreneurial identity emerges
not only as a personal project of self-authorship, but
as a socially regulated category governed by group-
based norms and boundaries (Brown, 2006; Dentoni
et al., 2018). By framing entrepreneurship as morally
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legitimate and socially desirable, discourse produces
injunctive norms that signal who belongs and who
does not. This aligns with research on moral legiti-
macy in entrepreneurship, which shows that norma-
tive approval increases entrepreneurial engagement
independent of economic conditions (Kibler & Kau-
tonen, 2016). This process contributes to the mor-
alization of entrepreneurship, where entrepreneurial
persistence and self-reliance become framed not only
as economic behaviors, but as indicators of personal
worth and legitimacy.

Normative closure thus completes the process of
overpromotion by transforming encouragement into
obligation. Entrepreneurship becomes normalized not
because it is economically optimal but because it is
symbolically framed as the appropriate and morally
endorsed response to contemporary SOcio-economic
conditions. Over time, this may lead to cognitive
commitment and identity rigidity, where questioning
entrepreneurial ideals entails questioning one’s own
worth or legitimacy, reinforcing exclusionary bound-
aries within the entrepreneurial field.

The process concludes in a self-reinforcing feed-
back loop. As normative closure stabilizes these
identity templates within the public imaginary, the
perceived “truth” of these narratives further ampli-
fies the symbolic capital of the high-prestige entre-
preneurs who articulate them. This strengthens their
discursive authorization, ensuring that the cycle of
overpromotion remains resistant to counter-evidence
and continues to shape the institutional and cultural
landscape of entrepreneurship.

6 Discussion

The process model presented in this study explains
how repeated exposure to standardized tropes con-
tributes to the stabilization of entrepreneurial identity.
Through narrative repetition, familiar representations
acquire taken-for-granted status, shaping collective
understandings of what entrepreneurship “is” and
who entrepreneurs “are.” Importantly, this process
does not require novelty or explicit persuasion; rather,
it relies on simplification and recognizability, which
facilitate broad circulation and acceptance.

In this sense, entrepreneurial discourse functions
less as information and more as a symbolic ordering
device, organizing entrepreneurial identity around a
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narrow set of culturally valorized dispositions. This
contributes to a normative framework that privileges
certain entrepreneurial selves while marginalizing
alternative interpretations (Welter et al., 2017).

6.1 Theoretical and practical implications

While prior research has extensively documented
the risks associated with excessive entrepreneurial
encouragement, these accounts largely treat overpro-
motion as a consequence of individual misjudgment
or institutional failure. The present study shifts the
analytical focus to the symbolic and discursive condi-
tions that make such overpromotion socially plausi-
ble, culturally legitimate, and resistant to critique.

Research on the overpromotion of entrepreneur-
ship has shown that portraying entrepreneurship as a
mindset-driven and universally beneficial career path
obscures structural constraints and amplifies failure
risks (Dey & Mason, 2018; Keim et al., 2024). How-
ever, existing explanations tend to locate the problem
either at the level of policy design (Perren & Jen-
nings, 2005; Shane, 2009) or individual cognition
(Cossette, 2014; Saleh & Hunt, 2020). What remains
under-theorized is how these optimistic framings
achieve and sustain normative dominance despite per-
sistent empirical evidence of high failure rates (Art-
inger & Powell, 2016; Eklund et al., 2018).

The process model developed in this study
addresses this gap by conceptualizing overpromo-
tion as a symbolic normalization process. The find-
ings show that overpromotion does not emerge sim-
ply because entrepreneurship is encouraged too
much, but because elite entrepreneurial discourse
transforms contingent success stories into normative
identity templates. Through discursive authorization,
individual success is converted into epistemic author-
ity; through narrative standardization, complexity is
reduced to culturally legible tropes; and through nor-
mative identity closure, entrepreneurship is reframed
as a moral and psychological obligation rather than
an economically contingent choice. This process-
based account explains how entrepreneurial dis-
course acquires normative force and why individuals
may comply with entrepreneurial expectations even
when outcomes are uncertain or precarious (Shane,
2008). In doing so, the study reframes overpromo-
tion as a symbolic and discursive outcome, clarifying
how entrepreneurial optimism can remain culturally

dominant even when contradicted by empirical
realities.

A second theoretical contribution lies in specifying
the conditions under which entrepreneurial narratives
become master narratives. Narrative identity theory
has been widely used to explain how individuals con-
struct meaning, motivation, and coherence through
entrepreneurial storytelling (Castell6 et al., 2023;
Essers et al., 2023; Rifo & Poblete, 2026). Similarly,
entrepreneurship scholars have shown that dominant
stories can crystallize into master narratives that
shape collective understandings of entrepreneurial
success and failure (Down & Warren, 2008; Ham-
mack & Toolis, 2016). However, much of this work
treats master narratives as emergent cultural phenom-
ena, offering limited insight into how specific actors
and discursive practices contribute to their formation
and stabilization. The findings demonstrate that nar-
rative dominance is not primarily a function of story
quality or emotional resonance, but of who tells the
story, how it is structured, and how it circulates. By
theorizing discursive authorization and narrative
standardization as sequential mechanisms, the study
specifies a micro—macro translation process through
which individual narratives move from personal
sensemaking devices to socially binding reference
points that shape collective expectations and evalua-
tions. In doing so, the study shows how narratives not
only help individuals imagine entrepreneurial futures
but also delimit which entrepreneurial identities are
culturally recognizable, legitimate, and morally val-
ued (Suddaby et al., 2023).

A third theoretical contribution concerns the role
of symbolic capital in shaping entrepreneurial mean-
ing. Symbolic capital has traditionally been employed
in entrepreneurship research to explain legitimacy,
credibility, and access to resources (De Clercq &
Voronov, 2009; de Clercq & Honig, 2011). While
these contributions acknowledge the influence of
high-status entrepreneurs, they largely conceptu-
alize symbolic capital as a facilitator of entrepre-
neurial action rather than as a structuring force of
entrepreneurial meaning (Clark & Harrison, 2019;
Cunningham & Lischeron, 1991). This study extends
this stream of research by demonstrating the dis-
cursive function of symbolic capital. The findings
show that symbolic capital enables elite entrepre-
neurs to convert personal experience into normative
authority, allowing their narratives to define what
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entrepreneurship is instead of merely what entrepre-
neurship can be. In this sense, symbolic capital oper-
ates as a mechanism of meaning regulation, shaping
legitimacy, belonging, and moral obligation, and
thereby influencing which entrepreneurial realities
are rendered visible or invisible. By conceptualizing
symbolic capital as a meaning-structuring resource,
the study integrates Bourdieu’s insights on symbolic
power into entrepreneurship research more fully. It
shows how language and discourse serve as vehicles
through which symbolic capital is exercised, reinforc-
ing particular entrepreneurial imaginaries while mar-
ginalizing others.

From a practical perspective, entrepreneurship is
often portrayed as a universally positive and accessi-
ble path to success, ignoring its high risks, systemic
barriers, and contextual challenges. This uncritical
promotion creates unrealistic expectations, leading
aspiring entrepreneurs to underestimate the difficul-
ties involved, often resulting in preventable failures,
financial distress, and wasted resources. These nar-
ratives, amplified by the availability cascade effect,
reinforce misleading assumptions about business suc-
cess (Suddaby et al., 2023). Entrepreneurs, especially
novices, may adopt an overly optimistic, resilience-
driven approach, which downplays the systemic chal-
lenges they face. While promoting entrepreneurial
spirit can be inspiring, a more balanced, evidence-
based approach to entrepreneurial advocacy could
mitigate these harms by fostering prepared, resilient,
and context-aware ventures.

6.2 Limitations and future research

As with every study, there are several limitations that
not only should be recognized, but confer fertile ter-
ritory for further research. For instance, this study
focuses just on media press as a key mechanism in
shaping entrepreneurial narratives, but it is only one
of many channels through which the overpromotion
of entrepreneurship is perpetuated. Future research
should explore additional mechanisms which may
also contribute to the romanticized and unquestioned
perception of entrepreneurship (Perren & Jennings,
2005; Salmivaara & Kibler, 2020). Further, it would
be interesting to explore how these mechanisms could
interact in complex ways, reinforcing and amplify-
ing entrepreneurial ideals across different audiences
(Waldron et al., 2015).

@ Springer

This study focused on expositors and their dis-
courses, but future research could explore audience
reactions, for instance, by incorporating cognitive dis-
sonance theory to examine how individuals reconcile
the gap between media-driven entrepreneurial hype
and the often-harsh reality of entrepreneurial failure.
By understanding how aspiring entrepreneurs and the
general public process conflicting information, such
as the glorification of success versus statistical failure
rates, scholars could gain deeper insights into the psy-
chological mechanisms that sustain the overpromo-
tion of entrepreneurship.

Additionally, comparative studies across different
cultural and institutional contexts could offer valu-
able perspectives on whether the overpromotion of
entrepreneurship is a global phenomenon or primarily
a Western-centric issue. Such research could explore
how narratives differ in regions with strong social
safety nets versus those with limited state support,
shedding light on the structural factors that influence
entrepreneurial discourse.

7 Final remarks

This study does not question the societal value of
entrepreneurship nor the intentions of high-profile
entrepreneurs who promote it. Instead, it highlights
a structural tension inherent to the entrepreneurial
discourse. While entrepreneurial narratives can fos-
ter initiative, confidence, and innovation, their nor-
mative force may also contribute to excessive entry
and widespread failure. The same discourse that
legitimizes entrepreneurship as a driver of economic
dynamism can simultaneously impose moral expecta-
tions that render non-entry, exit, or alternative career
paths less visible or less legitimate. In this sense,
entrepreneurial discourse operates as a double-edged
symbolic mechanism that mobilizes action while con-
straining how entrepreneurial success, failure, and
worth are understood.

The broader challenge, therefore, lies not in entre-
preneurship itself but in its overpromotion as a univer-
sally desirable, attitude-driven solution detached from
labor market conditions and structural inequalities.
Entrepreneurship does not operate in isolation; its
appeal and consequences are shaped by wage employ-
ment alternatives, job security, access to resources,
and social mobility. Treating entrepreneurship as a
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standalone remedy risks reinforcing a simplified and
idealized vision that overlooks its inherent risks and
contradictions. Particularly in contexts marked by
economic volatility and institutional fragility, such
simplification may exacerbate vulnerability rather
than opportunity.

By foregrounding the discursive processes through
which entrepreneurial meanings and identities are
normalized, this study invites a more critical and
reflexive engagement with entrepreneurial promo-
tion. Rather than rejecting entrepreneurship, it calls
for greater attentiveness to how entrepreneurial nar-
ratives are produced, authorized, and circulated,
as well as to the social expectations they create. A
more balanced and context-sensitive understanding
of entrepreneurship may better align aspirations with
realities, preserving its transformative potential while
reducing the individual and societal costs associated
with its uncritical glorification.
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