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Shaping Entrepreneurial Goals in Collaboration with Partners:
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Abstract : Previous research has suggested that entrepreneurs’ perceptions of opportunities and their need for
achievement have an impact on their entrepreneurial actions and outcomes. However, the process through which
entrepreneurs develop their goals for starting, growing, and listing their startups remains an important research question
that has not been fully explored. This study aims to address this gap by conducting a case study of Nulab Inc., a
company founded in Fukuoka City in March 2004 and listed on the TSE Growth Market in June 2022. The findings
reveal a consistent pattern of goal formation through collaborative efforts with spontaneous partners across the three
phases. Lastly, we discuss the theoretical and practical implications of these findings.
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Lkl 35 [HERAMERESRK] (opportunity
entrepreneurs) % X3 L (Reynolds, Bygrave, Autio, Cox
& Hay, 2002), Fi#EN AT — 7 v 7OREIH LTH
FLOWEELZ LRI TS, T2, B3
KDEWHK (need for achievement: nAch) (McClelland,
1965) D & 9 ZEEAS, BERWATEZ BT 5 MH A
K& LR X T &7 (Johnson, 1990; Stewart & Roth,
2007) 72721, 29 LA ORISR S EEEE
T2DT TR, HOHBEOREZ BT 5 LTI
LT, RyYFyv—ORRITEET LI L HHEIEINT
2% (Baum & Locke, 2004)

9 L7zifamh 53, ot AFERASMSRINSH
HIASEHREIC R dUE, 2SR L ORER DS VIR
ARDH, BWAT =< VANEPND, L) TOt
ADEESI NS EIFERIES P HISEERNITE O
BATBRHNEZEZ LN TWD, LAL, UWIINAD TR
HOAGHEVERETH > T, ZOBHRTH/ -2
ERSE MWL S5, FBRE, 26 TL
BRAINDZDIFTIEIARL, LAAEENLELDTH
% e bk (Alvarez & Barney, 2007) %, HZER W
TSR HIIZE DS W CTITE 2 FG S 2 DTid % <,
CLAFRLOFEISITEHIZHG L, FriceBaeH
Bz 3 5 &) 56 (Sarasvathy, 2001) ZBF 2 %
&, LD, EOX) HEERDITED, H LS
DRHREEWNTREHWOBEETRRIZ L7202 %2HL
MCTHTLE, EELMIERETHL L ER D,

BEOT Y ML T LI =2y THIRTIE, TF 28—
ME(ERP ORI N BRI ERETHSL (2727
F 2T — 3 v (effectuation) | 25VEH SNTWwb,
ke, BRI, HWIH L Tz FELERT S50
WEERELZIT) LW ONTEZ, ZH) Lz [a—E—
¥ g v (causation, WHGEH)] O 7 7w —F LIiIxFIEL
12, TF 28— MREERIE, RO2SWHERRECHW
PR TWRLED, FIATEZ2TFREGHLT, FE17
WHEZEROD 2TEZEEL, ThtBEOZ WY R
7 OHFPAT AR FETL, TEHEEZ Lrb 25
LNBMHEDT I v b A Y MRBFEEEERY AAT, T
BTEB0] 7 v 77— LTV HA 7 VTHAT
W< (Sarasvathy, 2008)c 29 L7z 7/ FaxT—v 3
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[Cacoo (7 —)], EVAAF* v bY—) [Typetalk
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O ABHORAY = Ty TTaAY AT LR B
YNHENDA VI 2 =T =R EBLBMTX L7290,
WHFT—D 54 T7yFab—Y3 ¥ (Yin 2018,
pp. 126-128) 12 X B2 5 DZ Y UHERATE B L 2
oo T, A V2= 12BN L BB OMRAE O
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MTET,

7272 TNEZOL 0PGBI TH Y, HEICV %L T
HITEITTMHEIIBATH S| ZLICRKOE, ok
ANEERFEERHLEEBICEH S REE VW) EZND, K
TS o 72 R 38 & 1T 1998 AR ISR D, HK¥E
DFEIETERITHE N 20 3EB V2, MTEET S
BEBR LAY, DTP OFFH VR /NHEDREICETT
T IO TLE -7,

ZIT, BB OREE - ERBRLwE,
2001 B AMIRESH O T 0 7T < 1S Lz, 34E#%
OM EHIFLCTH & A0, Ty I=T7Mzl s —
FIZ, Java SEEOMBREDBITHI TSI AFTHENII 2
=5 4 [Mobster (E7 A% —)] %#3.5 LiF72, Mobster
T, WENFEOF -7V =2V 7 b7 =7 (0SS: Open
Source Software) DEHREVWER L F ¥ v F LTHART
WD B A#IT o720, VT MY 2T ORSETESE
FARZY L72A, HO2bTHELEZY 7MY 2T b
0SS & L TR LIgD 72,

29 L72GE 0TI, BAKESOMNED H - 72,
WAEPSLEVWH Lo LTWAZ EPWTT, ARR
a7 AP THORPBIBLTLE) 2EFDHo720 A
MiRESED AR %S, THERICENTWwEE 7 L—2A
X220 T5—HT, BROSHL I LRHFEHI LIS
WATIFECHFR 2 SN TOD AL Z LN TE [T
Ty 5 I YIRS 2 FHE o 5], [ o
EBLLLTVERLV] EoBwRs, REIZ, 0SSO
I3 2= 7 A HENCHEE Lo

ZIyLizhT, 7urs I 71l 5 Web 4 R T
DHE DR HMEENO AR, HHELWIRELITH L
Wb, HHETH, 7547V Mo THIHEZIES
Napl, 7ur7s<b LCHEEIGHITE NG X)Xk
Twoz, fAFONFICH L THGIE LS, M
400 T EDAENTHEE T2 29 AHIEE Lo 7z
D72HS, Mobster DI I 2 =5 4 I ZREBITEDY EAS) %
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BL, MM TOMMIIHTE D SRATHETET 2T 2 A
buwize RO EHRLED L2380 IZonT, BHAKIER
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MFceya Y RHEZBFLZ AR, 1370
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{ZezETHHALEETWE L7, | (Hashimoto,
2021, p. 126)
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WMEEPEE > Tz, ALY, BARKIESL x5 AR
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ORI L R, wWihd 0SS T3 2 =7 4
OMETHY, [FI2=T A HBHLMEEDLTR-T
VI, boldobBELLARSoTWI )| [ZORHRL
LT, BELBIT OS2 LWIHIERHFETO “h Yy
TIWVAIE Thotze O LOMED 720ELH R KEA
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OEMTERL, AL TWITL72T0OBEEZH ATV E
72w EEZTwiz,

mETRELALZZ LIS, [EATY RS ] LDl
FORBAEIE R0 o 720 FEBITIE, =T KR THEN
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WHRUZ ML, BRENIZIER I Loz 72728 O
HACTZEDSTE, A£G R ORI THET 22
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