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Abstract 
This qualitative multiple-case study aimed to explore new venture modeling 
strategies that technology startup business owners with at least five years of 
success identify as crucial to their sustainability. Understanding strategies that 
increase success rates could boost employment opportunities and stimulate job 
growth in the United States. The concept of blue ocean strategy, introduced by 
Kim and Mauborgne (2015), involves creating new markets through value in-
novation, in which competition becomes irrelevant. Three Silicon Valley-based 
technology startup owners, each with over five years of experience, were inter-
viewed for this study. The findings are intended to guide other technology 
startup owners who want to develop innovative products and services, enter 
new markets within the tech sector, access uncontested markets, and improve 
outcomes in existing markets. The major themes identified were 1) disruptive 
technology, 2) value and cost tradeoffs, 3) agility in technology, and 4) data 
analysis; these themes may help technology startup owners sustain their busi-
nesses beyond five years. The study indicates that applying blue ocean theory 
to develop venture strategies that create an innovative market space and make 
competition irrelevant can lead to business success and long-term growth. De-
veloping a successful venture-modeling strategy grounded in engagement, pro-
fessionalism, and expertise is vital to sustaining technology startups beyond five 
years. Additionally, the blue ocean strategy can help business owners identify and 
seize market opportunities, resulting in high-quality products and services that 
enhance customer satisfaction and yield higher returns on investment. 
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1. Introduction 

Information technology startup owners face intense competition in their industry. 
Dominant players like Facebook and Google lead the social media sector. New 
venture strategies, such as the blue ocean approach and targeting uncontested 
markets, can help IT startups sustain their success (Jackson et al., 2016). These 
innovative modeling strategies might drive breakthroughs that benefit both the 
public and private sectors, promoting organizational growth (Jackson et al., 2016). 
Technological innovation can continue to benefit startups and society by provid-
ing valuable new developments (Kim & Mauborgne, 2015). However, pursuing 
these strategies involves risks, as entrepreneurs must decide when and how to in-
novate (Wang et al., 2015). Startup owners often rely on the Internet to network 
and maintain sales and distribution, especially in fields like 1) telehealth, 2) artifi-
cial intelligence, 3) cybersecurity, and 4) wireless technologies, creating strategic 
venture models (Christofi et al., 2015). According to Borgman (2015), building a 
lasting organization today requires continuous innovation in products and ser-
vices. Businesses that fail to keep pace with IT innovations risk losing market share 
(Kim & Mauborgne, 2015). I researched and experienced various venture-model-
ing strategies used by IT startup owners to sustain their businesses beyond five 
years. This study comprises three chapters. The first section includes the abstract, 
background, significance of the study, assumptions, limitations, and delimitations. 
The second section reviews academic literature, and the third covers methodol-
ogy, findings, and conclusions. 

1.1. Purpose Statement 

The purpose of this qualitative multiple-case study was to explore new venture 
modeling strategies that information technology startup owners use to sustain 
their businesses beyond 5 years. Public records of the startups and observations of 
them served as evidence that the companies employ new venture modeling strat-
egies in their operations. The target population included three owners of infor-
mation technology startups within a 100-mile radius of Silicon Valley, California, 
who have used venture modeling strategies to keep their businesses running for 
more than 5 years. The findings from this research could contribute to social 
change by identifying successful venture modeling strategies that IT startup own-
ers can use to improve global education remotely. These findings might also help 
startup owners increase social responsiveness through technology, creating effi-
cient healthcare, more jobs, and empowerment initiatives through community news 
and information. 

1.2. Research Questions 

The research question guiding this study was: What new venture modeling strat-
egies do information technology startup owners use to sustain their businesses 
beyond 5 years? 
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1.3. Significance of the Study 

The significance of the study lies in its ability to identify new venture-modeling 
strategies relevant to information technology startups. Discovering nine new strat-
egies can serve two main purposes: creating motivating environments for employ-
ees, which contributes to successful business practices, and improving the lives of 
employees and consumers, thus impacting social change. Information technology 
employees benefit from good healthcare, live in high-quality environments, and 
earn wages supported by sound business practices. The blue ocean strategy has 
significant potential to help information technology business owners sustain growth 
beyond the first five years. 

1.4. Assumptions, Limitations, and Delimitation 

Assumptions provide clarity and add perspective to the topic; however, when 
taken for granted by the researcher, they can lead to misunderstanding (Parker & 
Northcott, 2016). An assumption is a belief without proof (Parker & Northcott, 
2016). The first assumption was that the interviewees and I would conduct our-
selves ethically. The second assumption was that participants would be honest and 
provide accurate answers to the interview questions. The third assumption was 
that the participants’ answers to the interview questions could address the research 
questions. Limitations are the researcher’s claims about generalizability or conclu-
siveness that come from the conceptual framework or research design (Marshall 
& Rossman, 2016). The limitations of a study indicate its potential and offer di-
rections for future research (Aguinis et al., 2018). Limitations could stem from 
scheduling conflicts when accessing study participants. The limitations could also 
include the types of new venture modeling strategies participants use, which may 
not reflect the entire information technology industry. Additionally, the possibil-
ity that startup owners might withhold valuable information out of fear of losing 
a competitive advantage could limit the study’s findings. Delimitations define the 
scope and boundaries of the study. Limitations include the study’s context and its 
lack of transferability to other areas (Marshall & Rossman, 2016). The boundaries 
of this study were the three owners of information technology firms located in the 
Silicon Valley, California area. Only owners who had successfully sustained their 
businesses for more than five years were included. The study was confined only 
to the information technology sector. No other industries were examined. The 
research only included examining business sustainability beyond the five-year 
mark. Methodological boundaries were a qualitative multiple-case study design. 
Other methods were not part of the research design. 

2. Literature Review 

The conceptual framework of this qualitative study drew common themes from 
the literature review and blue ocean theory. Information technology startup own-
ers may benefit from the blue ocean theory and new venture modeling strategies 
to successfully sustain their businesses beyond five years. A technology startup 
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owner’s approach to new venture modeling strategies can influence a business’s 
success. Kim and Mauborgne (2015) argued that entrepreneurs who embrace risk-
taking are more likely to pursue innovation diligently. Notably, Silicon Valley startup 
owners might pursue uncontested markets to build and sustain success beyond 
the first five years of operation. The blue ocean theory of Kim and Mauborgne 
(2015) served as the conceptual framework for this study. Kim and Mauborgne 
introduced the blue ocean theory in 2005. They explained it as the best strategy 
for creating an uncontested market space that drives positive sales and organiza-
tional growth. According to this theory, the pursuit of high product differentiation 
combined with low costs can make competition irrelevant. The measurable points 
of blue ocean theory are to 1) create untapped market space, 2) increase profits, 
and 3) use strategy value innovation. 

Blue Ocean Theory 
Blue ocean theory involves creating products and services in new, uncontested 

markets (Kim & Mauborgne, 2015). The theory includes a “strategy canvas,” 
which serves as a key diagnostic tool and action framework for adopting a blue 
ocean strategy (Kim & Mauborgne, 2015). The goal of the blue ocean theory is to 
identify competitors’ weaknesses and reach customers with new value offerings. 
Creativity arises from looking beyond owners’ internal perceptions and viewing 
products and services from the consumer’s perspective. The strategy canvas pro-
vides principles that a business owner in information technology startups can use 
to organize, repackage, redefine, and redraw market boundaries. During this pro-
cess, the owner can move away from longstanding demand-driven practices and 
embrace innovative trends. In the 1990s, new waves of competitors emerged, such 
as the Internet and e-commerce. Applying the principles of the blue ocean theory 
to practice can help business owners succeed in both new and established indus-
tries by leveraging this innovation-driven approach. The theory encourages mar-
keters, entrepreneurs, and businesspeople to shift from the crowded, competitive 
red ocean to the uncontested waters of the blue ocean. Moving into these blue 
oceans boosts the likelihood of business success. 

The blue ocean strategy includes six principles that business owners can apply 
to reduce risks and maximize opportunities when building a business (Kim & 
Mauborgne, 2015). First, reconstructing market boundaries can create uncon-
tested space across various industry segments. Second, startup owners in infor-
mation technology should focus on the big picture rather than just the numbers, 
aiming to build a business beyond traditional accounting and strategic plans, which 
often lead to incremental improvements. Third, these owners need to go beyond 
current demand to create the highest possible demand for their products or ser-
vices. Fourth, they should carefully plan the strategic sequence—covering utility, 
price, cost, and adoption—to foster and sustain profitable growth, reducing risk 
when applied correctly. Fifth, owners must overcome key organizational hurdles 
that block the creation of a blue ocean strategy. These hurdles include cognitive, 
resource-based, motivational, and political issues that managers need to address 
for successful implementation. Lastly, incorporating execution into the strategy 
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motivates people to adopt the blue ocean approach over the long term. Applying 
these principles helps manage risks related to the human element in organizations, 
particularly regarding the attitudes and behaviors of those working in information 
technology. 

Evolution of Blue Ocean 
In the 1990s, new waves of competition for technology market share emerged, 

such as the Internet and e-commerce. The trends that followed included mobile 
and real-time media (Bartet et al., 2016). Advances in technology from the 1990s 
to 2019 influenced other areas, including transportation and communication, 
leading to the global flow of business ideas (Warnecke, 2017). With the advent of 
the Internet, people worldwide gained a streamlined and affordable way to inter-
act globally, both personally and as consumers and business entities (Khan et al., 
2017). The Internet enabled global awareness of products and services, whether 
positive or negative (Khan et al., 2017). Kim and Mauborgne (2015) laid the foun-
dation for conceptualizing, creating, and implementing blue ocean strategies. Kim 
and Mauborgne studied the successful execution of 108 large companies. The 
frameworks they developed offer business owners a way to escape highly compet-
itive environments (red oceans) and enter an uncontested market space called a 
blue ocean (Kim & Mauborgne, 2015). 

An analysis of how to apply these frameworks to small businesses can help own-
ers achieve long-term sustainability. The strategy canvas is a tool that guides busi-
ness owners in developing services and products to create positive change for con-
sumers (Kim & Mauborgne, 2015). Using the strategy canvas, information tech-
nology business owners gain perspectives that differ from those of their competi-
tors. The strategy canvas helps owners achieve outcomes that support business 
longevity beyond 5 years. Its key feature is the value curve, which outlines a com-
pany’s products and services and how they compare within their industry. Often, 
the results show that consumers prefer similar products at lower costs, and the 
strategy canvas also helps IT business owners identify ways to attract new custom-
ers (Elfarmawi, 2019). After completing the strategy canvas, the four-action frame-
work tool is applied. This framework includes an eliminate-reduce-raise-create 
grid. It guides IT business owners to eliminate industry-competitive factors, re-
duce or raise existing factors, and create new value elements. Business decision-
makers adopting a blue ocean strategy include Cirque du Soleil, which created an 
uncontested market segment by blending elements of the circus without animal 
acts (Kim & Mauborgne, 2015). 

Value innovation strategy. Value innovation involves creating value for con-
sumers, making the competition irrelevant, and thereby establishing an uncon-
tested market space (Kim & Mauborgne, 2015). New venture models driven by 
value innovation include Apple iPads in early 2001, cellphones in 1973, Southwest 
Airlines, and Cirque de Soleil. Kim and Mauborgne (2015) described the concepts 
that led to the success of these companies, along with insights from over 100 com-
panies spanning 100 years, forming the framework now called blue ocean. Since 
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some technology startup owners lack new venture modeling strategies to sustain 
their businesses beyond five years, adopting blue ocean strategies could help them 
achieve that. Blue ocean strategy serves as the means to leave the competitors be-
hind and create new markets (Kim & Mauborgne, 2015). At the center of Kim and 
Mauborgne’s (2015) tools for success in blue ocean strategy is the concept of the 
strategic move, which, when executed by business owners, could lead to success 
and drive growth and profitability. After researching 30 industries, Kim and 
Mauborgne developed their blue ocean strategy (Kim & Mauborgne, 2015). Some 
information technology startup owners lack new venture modeling strategies to 
sustain their businesses beyond 5 years; adopting blue ocean strategies could help 
them do so. 

Supporting and Contrasting Models 
Competitive advantage theory, introduced by Porter and Millar (1985), aligns 

with company owners to build sustainable and competitive businesses. Managers 
seeking to gain a competitive edge should have a clear path to success. In this 
context, a blue ocean strategy could be helpful, as some information technology 
startup owners lack new venture models to sustain their businesses beyond five 
years. Fillingim (2018) proposed a strategy to create and maintain a strategic ad-
vantage that could lead to higher satisfaction rates among business customers than 
competitors. Additionally, considering the value of competitive advantage, defin-
ing it as a process of continuous improvement and creative reengineering sup-
ported by investments adds to the product or service elements that generate value 
(Fillingim, 2018). Fillingim stated that maintaining a competitive advantage over 
time yields strategic or sustainable benefits and that such an advantage enhances 
an organization’s dynamics and helps eliminate waste. Blue ocean strategy and 
competitive advantage strategies are tools that help information technology busi-
ness owners avoid fierce competition (Agnihotri, 2015). Conversely, Downing 
(2018) argued that competitive advantage is a theoretical approach to the value 
creation and appropriation process that involves elements such as capital, politics, 
price elasticity, and mobility barriers. Downing (2018) stated that capital has three 
forms of competitive advantage: economic, cultural, and social. Economic capital 
is convertible into money (Downing, 2018). Cultural capital exists both formally 
and informally within an organization and represents an internal, non-transfera-
ble component. Downing (2018) described social capital as an individual invest-
ment consisting of social connections and credentials, which amount to perceived 
credit for the individual. Through blue ocean strategies, a business owner could 
identify social capital as a new venture strategy to help sustain their business be-
yond five years. 

The cost leadership strategy could give business owners an edge when compet-
itors compete on cost advantages unrelated to organizational capabilities (Wada, 
2018). A cost leadership strategy is a tool used by company owners to boost effi-
ciency and cut costs in development and production, as part of organizational 
learning (Wada, 2018). In contrast, build-to-order personal computer manufac-
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turers like Dell created an operation without manufacturing capabilities, based on 
the procurement of generic modules and an assembly process that employees with 
little experience can operate. This approach might help information technology 
startup owners with a new venture modeling strategy to keep their business going 
for five years or more. A system developed by Fujimoto (2001) helped ensure just-
in-time delivery, short lead times, and adaptability to changes in models and quan-
tities. Dell leaders proposed a more advanced solution than IBM and Hewlett-Pack-
ard. Similar to Dell’s personal computers, a cost leadership strategy fails with a 
highly modularized architecture (Kremer et al., 2016). For a cost leadership strat-
egy to be sustainable over the long term, leaders must make significant improve-
ments in design and production. For example, consumer expectations for safer 
cars that provide better rides, lower fuel consumption, and reduce environmental 
impact are appropriate objectives. Firm leaders can gain a competitive advantage 
through leadership, with current sales increasing through advertising that boosts 
awareness (McAlister et al., 2016). Another relevant theory is the resource-based 
managerial view, as articulated by Harney and Trehy (2016). 

Resource-Based View 
The resource-based view is a managerial tool for determining strategic re-

sources that, when applied by management, could deliver a competitive advantage 
for a firm (Harney & Trehy, 2016). Harney and Trehy’s (2016) intentions were for 
managers to analyze the firm from the resource side rather than the product side. 
Few studies assess the strategies of international brands in relation to market-
based theory and social media users in local markets (Gao et al., 2018). Gao et al. 
(2018) argue that three resource-based attributes correlate with the success of an 
international brand’s use of social media in local markets: value, inimitability, and 
rarity. Value, distinctiveness, and quality could prove beneficial to business startup 
owners since some information technology startup owners lack new venture mod-
eling strategies to sustain their businesses beyond 5 years. Value is the foundation 
for relational resources in social media. Together, inimitability and rarity are the 
focal points of the international brand strategy. Gao et al. (2018) conclude that a 
combination of incentives presented in social media should specifically focus on 
brand type and user tie. Research on international marketing has developed from 
a resource-based strategy and concludes that market-based relational ties (social 
ties linking international brands to local consumers) are valuable components for 
doing business in local markets and are not easy for competitors to imitate (Gao 
et al., 2018). This strategy aligns with the competitive advantage strategy. 

Social Media Word-of-Mouth. Social media word-of-mouth is the conveyance 
of information from one person to another (Haikel-Elsabeh et al., 2019). To assess 
social media word-of-mouth (WOM), management must use measures of volume 
(e.g., the number of messages transmitted) or valence (e.g., the sentiment of the 
information disseminated). Measuring social media word-of-mouth volume could 
help information technology startup owners who lack new venture modeling strat-
egies sustain their businesses beyond 5 years and track their progress. WOM used 
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on social media platforms by managers can influence customers’ product adop-
tion by decreasing quality uncertainty while improving product awareness (Li & 
Wu, 2018). A key factor is that WOM on social media can prompt online visitors 
to visit the site, whereas recommender-based WOM sites are useful after a site 
visit. WOM implementation helps a company drive sales through product aware-
ness and, with volume, influence product sales (Li & Wu, 2018). Using the WOM 
approach could help spread the innovative concepts created by information tech-
nology startup business owners. 

Structural Role Theory 
In the structural role theory, different user types engage in dialogue and ex-

change in online communities (Akar et al., 2019). These online environments al-
low professionals to understand community members’ motivations and devise ways 
to keep them engaged. From this understanding, professionals can provide goods 
and services that members find necessary. The sale of goods and services contrib-
utes to the profit margins of company decision-makers who serve these online 
communities. In addition, professionals can learn to develop motivational strategies 
to maintain high satisfaction among all users in such communities. For information 
technology startups, startup owners who lack new venture modeling strategies, an 
understanding of community members’ motivations, and the ability to keep them 
engaged could help sustain the business beyond 5 years. 

Competitive Advantage and Globalization 
The globalization of commerce through information technology, known as e-

commerce, has increased competition both domestically and globally as products 
are copied before and after launch (Jordan, 2018). Jordan (2018) argued that to 
maintain a competitive advantage, organizations need to enhance marketing strat-
egies to adapt to short product life cycles. According to Jiménez and Zheng (2018), 
the global startup revolution grew from $140 billion in 2017 in venture capital 
investments for startups. The total value created by the global startup economy 
from 2015 to 2017 reached $2.3 trillion, a 25.6% increase over the period from 
2014 to 2016 (Jiménez & Zheng, 2018). The early years of the information tech-
nology sector included global social media apps, digital media, and Internet com-
panies (Jiménez & Zheng, 2018). Emerging trends in sectors like fintech, cyberse-
curity, and blockchain point to a new direction for tech startups. This shift, along 
with Silicon Valley’s position as the top tech hub, offers significant advantages. 
Recently, companies in 1) Frankfurt, 2) Tel Aviv, 3) Prague, and 4) Toronto have 
gained prominence as emerging tech startup centers mentioned earlier (Jiménez 
& Zheng, 2018). With this new wave of information technology startups, found-
ers achieve success by partnering with companies such as Uber in mobility and 
Airbnb in peer-to-peer hospitality services (Pappas, 2017). More startups in this 
wave could reduce the number of entrepreneurs struggling to develop new strat-
egies to sustain their businesses beyond five years. 

Gunasekaran et al. (2015) identified 1) global production strategies, 2) reduced 
costs, 3) increased quality, and 4) production allocations that benefit a country 
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while decreasing production in less advantageous areas. Other country leaders 
have gained prominence in recent years, while the United States maintained the 
highest number of companies valued at $1 billion, with 65% of these companies 
in the U.S. in 2016-2017 (Gunasekaran et al., 2015). In the competitive infor-
mation technology sector, startup founders create opportunities for ecosystem 
builders to focus on startup subsectors. Blue ocean strategies may exist within these 
subsectors. An example of a blue ocean strategy in startup subsectors is transform-
ing automated call prompts into a business Chatbot—an AI-powered system de-
signed to facilitate discussion and provide a user-friendly experience. 

Shortages in Successful Information Technology Startups 
Many reasons contribute to shortages in successful information technology 

startups: economic downturns, a lack of experienced employees, and outsourcing 
the observation of the business segment are a few (Holstein & Eschenfelder, 2017). 
Challenges in information technology startups include barriers within the tech-
nology sector. For example, software startup owners with no operating history 
(lack of experience) may often merge and expect to revolutionize technologies 
(Mchawrab, 2016). Support services for information technology startup owners, 
known as accelerators, help foster rapid growth in some startups (outsourcing the 
observation of the business); however, many startups still fail at a higher rate (Hol-
stein & Eschenfelder, 2017). Other issues include a shortage of qualified employ-
ees, which could lead to fewer successful startups (Holzmann & Golan, 2016). 

Managerial decisions related to technological innovation can pose challenges to 
startup success. Employee input influences which factors support or hinder inno-
vation (Bubel, 2015). The definitions of success and failure depend on the organ-
ization’s management choices. Bubel (2015) pointed out that an organization, as 
a complex system, must coexist with other systems, including innovation models 
and the environment. Viewing the organization as a vital system that interacts 
with other systems, including innovation models, could reduce the chances of 
startup failures. Warnecke (2017) argued that technological investment is concen-
trated in the formal sector of the economy, which offers more stable employment 
opportunities. Investing in the informal (unregulated) sector is riskier because op-
erations often happen without oversight and may frequently shut down (Autrey 
et al., 2015). These obstacles could contribute to or cause shortages of successful 
information technology startups. 

Startup Challenges 
In the previous section, shortages in successful information technology startups 

are addressed and positioned before this section on startup challenges. This sec-
tion discusses the challenges faced by the few successful startups that survive be-
yond five years. These include issues such as misalignment, location choices, adop-
tion of change, and management risks specific to information technology startups. 
Overall, this section provides a more detailed and in-depth look at the problems 
encountered by startup owners. Startups and small to medium-sized businesses 
are vital to the economy because they drive job growth and account for 60% to 
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70% of new jobs (Wiid et al., 2015). Additionally, in some cases, small businesses 
grow faster than larger ones (Bravo-Biosca et al., 2016). Furthermore, small and 
medium-sized businesses play a significant role in job creation and revenue gen-
eration, thereby contributing to government tax revenue (Adelino et al., 2015). 
Managers and other employees involved in marketing face numerous challenges 
when developing startup marketing strategies, which could lead some managers 
to respond more effectively to these challenges (Deligianni et al., 2015). One pro-
posed principle for overcoming startup challenges is to reconstruct market 
boundaries to identify blue ocean opportunities (Kim & Mauborgne, 2015). Re-
constructing market boundaries could help some information technology startup 
owners who lack new-venture modeling strategies sustain their businesses beyond 
five years. 

Small- and medium-sized business owners face challenges in human resources, 
finances, and marketing management (Holzmann & Golan, 2016). The challenges 
that startup owners and managers encounter include adapting to change, securing 
organizational commitment, and management-driven restructuring (Wali et al., 
2016). Additional challenges include incorrect pricing strategies, choosing the wrong 
business location, and providing inaccurate information, which can lead to little or 
no demand for the product or service due to these misalignments (Holzmann & Go-
lan, 2016). Startup owners may also struggle with resource scarcity during planning 
and strategizing. Kim and Mauborgne (2015) proposed integrating execution into 
strategy to motivate employees during planning and strategizing and applying the 
blue ocean strategy to mitigate management risks. Overcoming these risks could 
help some information technology startup owners, who lack new venture model-
ing strategies, sustain their businesses beyond 5 years. 

Relevance of New Venture Modeling 
New venture modeling relates to the blue ocean theory, especially regarding 

innovation components for information technology startup owners. Innovation 
is crucial to new venture modeling because of the factors that promote or hinder 
innovation and creativity (Bubel, 2015). Using organizational management to get 
the strategic sequence right is an innovation factor that can offer valuable insights 
for startup business owners in certain situations (Kim & Mauborgne, 2015). For 
instance, a manager could review external issues that need correction. Conse-
quently, addressing these issues ensures proper alignment and execution of the 
innovation process (Bubel, 2015). Both new venture modeling and leadership are 
essential parts of an innovation leader’s profile (Bubel, 2015). Bubel (2015) con-
cluded that a strong link exists between business intent and design strategy, which 
could help shape business strategies and guide new venture modeling for infor-
mation technology startup owners. 

Venture Modeling Gaps 
Venture modeling gaps are identified in the management of business models 

during the initial stages, when an information technology startup may fail due to 
poor accounting, financial issues, fraud, or earnings misstatements. Gaps in en-
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trepreneurship include how entrepreneurs handle their business models early on 
(Kallio et al., 2016). Kallio et al. (2016) argued that mobilizing resources in the 
early stages of business model management is crucial. They concluded that small 
ventures in the early stages could benefit from developing a set of management 
activities to address their resource needs. This insight from Kallio et al. (2016) 
could help IT startup founders avoid venture modeling gaps and craft strategies 
to sustain their businesses beyond five years. The findings of Kallio et al. are im-
portant when considering venture-modeling gaps, particularly regarding the se-
verity of an IT failure. Benaroch and Chernobai (2017) argued that operational IT 
failures can be as severe as negative accounting and finance events. For example, 
fraud and earnings misstatements may lead to changes in corporate governance 
(Agrawal & Cooper, 2017). 

The Information Technology Landscape Frontier 
Differentiation could be crucial in the pursuit of technology (Newell, 2015). So-

lutions to needs and problems faced by some information technology startup 
owners concerning new venture modeling strategies may serve as a means of dif-
ferentiation to sustain their businesses beyond 5 years. Salunkhe and Kadam 
(2018) argued that solving problems before the competition allows business own-
ers to create an efficiency advantage. They did not use a traditional research method 
but included examples of organizations that utilize innovation, knowledge funnels, 
and personal knowledge systems to build value within their companies. This ap-
proach clarifies an owner’s expectations and commitments, emphasizes recogniz-
ing gradual momentum over time, and highlights the importance of bringing tal-
ented, innovative solutions before competitors do. Krüger (2017) discussed how 
technological progress is more likely to enhance specific production factors. He 
found that leaders in affluent countries tend to rely more on skilled labor than 
those in poorer countries; however, poorer countries are more efficient at employ-
ing unskilled labor. Kruger’s discussion could include solutions for information 
technology startup owners who lack new venture modeling strategies to sustain 
their businesses beyond 5 years. The business environment, including the infor-
mation technology sector, has become more volatile, uncertain, complex, and am-
biguous (Cook, 2016). There is a demand for individuals and business owners to 
become more inventive to survive turbulence during unexpected changes (Cook, 
2016). Cook (2016) provided a perspective on emerging information technology 
businesses that could align with the blue ocean strategy, incorporating innovation 
and creative concepts. 

Information Technology Changes and Factors 
A notable issue in information technology changes involves startups led by 

CEOs with prior experience managing organizations that continue to succeed in 
the industry (Santisteban & Mauricio, 2017). Another factor is that information 
technology in organizations must include speed, flexibility, integrity, and innova-
tion to achieve successful outcomes (Yuliaty, 2017). Additionally, the expectations 
of information technology users vary, necessitating more effective strategies, meth-
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ods, techniques, and efforts. Therefore, the possibility of blue ocean strategies for 
new venture modeling could be effective in this type of information technology 
change. Kim and Mauborgne (2015) state that it is important to go beyond exist-
ing demand to reduce risks and meet the greatest demand for a new offering. Ap-
plying this principle by Kim and Mauborgne (2015) could help information tech-
nology startup business owners overcome the lack of new venture modeling strat-
egies to sustain their businesses beyond five years. Success-oriented owners in the 
information technology industry focus on ensuring speed, flexibility, integrity, 
and innovation, adopting blue ocean strategies that account for employees’ value 
factors. Managers should appreciate their employees; therefore, organizational de-
cision-makers must implement smart technology within the organization (Yuliaty, 
2017). As a result, employees can contribute to a startup’s success in the infor-
mation technology sector. 

Globally, owners of information technology startup businesses gain recognition 
for their contributions to economic stability, growth, and job creation (Sulayman 
et al., 2014). One impact of information technology startups is the potential for 
profitable growth and increased profits over a short period. However, about 80% 
of these startups fail within the first year (Hyder & Lussier, 2016). From launch to 
success or failure, several stages influence the development of information tech-
nology startups. According to Bocken (2015), these stages include the beginning 
(seed) stage, which is the startup’s inception. The next stage is the growth stage, 
during which significant revenue is generated, and infrastructure is added to sup-
port further expansion. The mature stage involves transitioning into organiza-
tions that establish a strong market share. The seed stage, also called the startup 
stage, is characterized by entrepreneurs’ own capital, along with support from 
family, friends, and the government (Bocken, 2015). A successful startup is a new 
company that offers products and services that create positive market factors, 
build a repeatable, profitable, and scalable business model, generate jobs, or trans-
form how people work (Santisteban & Mauricio, 2017). These factors could influ-
ence how information technology startup owners apply new venture modeling 
strategies to maintain business success beyond five years. 

Aligning Information Technology Industry and Startup Dynamics 
The alignment of information technology startup business dynamics is an im-

portant factor in this study. Reynolds and Yetton (2015) posit that many studies 
have shown how increasing knowledge reduces overconfidence and helps individ-
uals recognize the limits of their knowledge. Overcoming the comfort of familiar 
situations is the key hurdle faced in opportunity creation (Khaola & Ndovorwi, 
2015). Davidsson (2015) suggests that opportunities emerge from pattern recog-
nition, which could help startup owners achieve success beyond five years. Apply-
ing blue ocean theory can help create business opportunities in uncontested mar-
ket segments. Wogwu and Hamilton (2018) state that entrepreneurial education, 
information asymmetry, social networks, personality traits, and unique opportu-
nities all influence the creation process. Creative individuals and entrepreneurs in 
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the United States continue to drive innovation, with information technology startup 
owners accessing knowledge through the combination of existing businesses, ac-
ademia, self-regulation, and capital resources to develop technology-based firms 
(Wali et al., 2016). A key factor in aligning information technology and startup 
dynamics is that user acceptance of technology is crucial for success (Tavana et 
al., 2018). Al-Qaysi et al. (2018) argued that user acceptance is especially important 
when introducing new information technology. Developing effective venture strat-
egies is an important aspect of achieving this acceptance. Gaining user acceptance 
of new technology is vital for startup owners, as sustainability-focused business 
strategies can provide a competitive edge. Blue ocean theory may help startup IT 
business owners craft strategies for long-term success (Kallio et al., 2016). In this 
study, strategies for lasting success include ensuring information technology startups 
can sustain themselves beyond their first five years. 

Discussing the Topic in Relevance to the Theory 
The new millennium marks a time when globalization, along with advancements 

in technology, transportation, and communication, has led to the spread of business 
ideas, knowledge, and information (Warnecke, 2017). Information technology 
owners have driven the reconfiguration and disruption of traditional business 
models in recent years. Specifically, Khan et al. (2017) argued that the Internet 
provides a convenient and less expensive way for consumers and businesses to 
interact. Business owners must recognize the need to adapt to the rapid changes 
that information technology can bring. Internet-based business owners have made 
unrestricted communication accessible for multiple users to share experiences and 
track both positive and negative outcomes (Khan et al., 2017). Implementing new 
strategic business approaches in response to the competitive landscape, driven by 
information technology, has led to the development of products and services aligned 
with these changes (Wogwu & Hamilton, 2018). Technologies such as smart-
watches, medical bots, smartphones, wrist-worn exercise trackers, online net-
works including Instagram, and rideshare services like Uber have spurred the ex-
pansion and innovation of new products and services. The growth of technology 
has also prompted new ways of thinking among organizational employees con-
cerning strategic decisions and venture modeling for sustainability. These inno-
vative ideas and contributions can enable business owners to differentiate them-
selves from competitors. Kim and Mauborgne (2015) state that a key feature of a 
good strategy is diverging from competitors. This approach can help some tech-
nology startup owners—who lack new venture modeling strategies sustain their 
businesses beyond five years. 

The success of organizations depends on how owners value supply and demand, 
which includes innovation in information technology (Mącznik et al., 2015). Lead-
ers of entrepreneurial start-up organizations often must multitask extensively, as 
these owners are involved in many aspects of the business (Sharafizad & Coetzer, 
2016). If a company owner is not attentive to new, innovative, and disruptive tech-
nologies, competitors using the blue ocean strategy could surpass the company. 
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Blue ocean strategy can be applied to market space, creating market segments or 
entirely new markets where no competition exists (Wogwu & Hamilton, 2018). 
New venture modeling strategies in the information technology startup segment 
are influenced by herd behavior in the use of information technology (Lee, 2018). 
Herd behavior in technology adoption occurs when individuals follow others’ actions 
without considering their own information or knowledge. Kim and Mauborgne 
(2015) described the red ocean environment as one of intense competition, where 
the atmosphere becomes combative. Conversely, the blue ocean strategy seeks to 
counter such dynamics by creating businesses in uncontested markets (Wogwu & 
Hamilton, 2018). 

According to Swapana and Padmavathy (2017), the attributes of blue ocean the-
ory are 1) social needs; 2) convenience; 3) brand name; 4) price; 5) product fea-
tures; and 6) social influence, which play a vital role in affecting dependency on 
smartphones. These attributes, social influence, and brand name influence stu-
dents’ dependency on smartphones (Suki, 2013). Consumers’ ability to gather in-
formation affects technological innovation, market demand, and technological 
dynamics (Giones & Brem, 2017). Littlechild (2018) indicated that, to reduce in-
novation risk, a supply chain manager must seek feasible innovation strategies 
that align with the degree of ecological niche matching and should avoid the haz-
ardous nature of pure competition, which affects innovation output. The blue ocean 
strategy of creating uncontested markets and making competition irrelevant could 
help some information technology startup owners who lack new venture model-
ing strategies to sustain their business beyond five years. Pure competition may 
not align with the blue ocean theory because entrepreneurs use this method to 
seek new ventures that are unique and not in direct competition with other busi-
nesses. 

E-commerce is the business model for business-to-consumer and business-to-
business operations that are effective and profitable, as consumers acquire products 
and services (Leischnig et al., 2017). Entrepreneurs believe market values are not 
fixed but merely constructs of the mind that can change when a new perspective is 
adopted (Kim & Mauborgne, 2015). Using new perspectives in thinking when de-
signing a new venture could help information technology startup owners sustain 
their businesses beyond five years. Organizational leaders can redefine the market 
space and achieve differentiation and low-cost operations (Kim & Mauborgne). 
Blue ocean theory in the 20th century involved decision makers from Ford Motor 
Company, Xerox in the copier industry, and McDonald’s in fast food. These deci-
sion makers created a mass market for their industries. Turning a technology in-
novation into a value innovation is one of the key aspects of the blue ocean theory. 
For example, in the 1950s, Ampex owners developed video recording technology, 
and in the 1980s, Sony and JVC owners adopted the blue ocean concept to reach a 
mass market, making products more affordable for consumers (Kim & Mauborgne, 
2015). New venture modeling strategies that help sustain information technology 
startups beyond five years could benefit from creating a mass market for their 
products and services. 
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A successful blue ocean process involves the right-to-grow approach. The right-
to-grow approach entails selecting a single offering and applying the blue ocean strat-
egy, which then leads to other initiatives within the portfolio (Kim & Mauborgne, 
2015). Red oceans represent all existing industries within a knowledgeable market 
space where industry boundaries are accepted, and the strategy focuses on out-
performing rivals, achieving differentiation, and gaining a competitive advantage 
to survive (Webb, 2015). Webb (2015) states that, inevitably, as the market be-
comes more crowded, opportunities for growth and increased profits diminish, 
and firms need to become more innovative. A red ocean strategy is a business strat-
egy focused on competition (Webb, 2015). The foundations of blue ocean strategy 
are uncontested markets, which could help some information technology startup 
owners who lack new venture modeling strategies to sustain their businesses be-
yond five years. 

In the pursuit of blue ocean theory success, expanding partnerships to strengthen 
innovation capabilities will accelerate the discovery of new technologies and busi-
ness models (Loebbecke & Picot, 2015). According to Loebbecke and Picot (2015), 
CEOs in nearly every industry have recognized the need for customers, partners, 
and employees to collaborate to move forward more quickly in an era of rapid 
innovation. In just one year, the number of CEOs committed to opening up their 
organizations increased by an impressive 27% (Loebbecke & Picot, 2015). En-
hanced partnerships and collaboration among employees, customers, and part-
ners to speed up innovation could help information technology startup owners, 
who lack new venture modeling strategies, sustain their businesses beyond five 
years. 

CEOs are pushing the boundaries of their organizations and encouraging col-
laboration among individuals, moving away from command-and-control hierar-
chies (Loebbecke & Picot, 2015). Additionally, owners are giving their employees 
access to products, which could lead to satisfied internal customers. Satisfied in-
ternal customers can share positivity, creativity, and innovation with the company 
by contributing their talents, ideas, and blue ocean strategies, thereby extending 
these benefits to external customers. Loebbecke and Picot (2015) describe internal 
customers as those who take action to embrace disruption or step outside the or-
ganization’s boundaries. Bringing together people from different industries, back-
grounds, regions, and even generations can be crucial for predicting and respond-
ing to new competitive threats. 

Heckmann and Maedche (2018) argue that, in highly dynamic industries, busi-
ness processes include exploitation, such as activities that increase productivity 
through automation, standardization, integrated architectures, and the use of ex-
isting information technology resources. Heckmann and Maedche (2018) also 
mention that, as a complementary capability, exploration is essential, such as the 
ability to implement new and innovative information technology resources. Flexibly 
adopting new and innovative IT resources is crucial to the implications of blue 
ocean theory within an organization for making competition irrelevant (Heckmann 
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& Maedche, 2018). To achieve this, college leaders are redesigning MBA programs 
to pursue a blue ocean strategy, aiming to counteract the surge of automation, 
robotics, and AI developments that could replace white-collar jobs that students 
learn to perform (McKinley et al., 2017). In the technology sector, redesigning 
certain business models could help IT startup owners, who lack new venture mod-
eling strategies, sustain their businesses beyond five years. 

The issue of robots replacing human jobs reflects a major change in the work-
place, and leaders in higher education must develop first-to-market strategies to 
prevent imitation-driven disruption (Wang & Baker, 2015). Von Briel et al. (2018) 
noted that digital technologists act as external enablers of new venture creation in 
the information technology hardware sector, helping entrepreneurs develop mar-
ket offerings that extend beyond traditional industry and market boundaries. This 
process involves developing innovations around existing business models. This 
approach could serve to apply the blue ocean strategy to new venture creation in 
information technology hardware. Improvements in existing business models 
could lead to new strategies that help IT startup owners sustain their businesses 
beyond five years. 

Applying blue ocean theory to business model creation can help existing firms 
stay ahead in rapidly changing markets by fostering model variation and innova-
tion tools (Kim & Mauborgne, 2015). Ebel et al. (2016) found that current tools 
for business model innovation lack full alignment due to limited support. They 
analyzed existing business model designs and developed new models to assist the 
tech giant SAP, a German multinational software company that produces enter-
prise software for managing business operations and customer relations. Devel-
oping new business models can lead to innovative strategies that help IT startup 
owners sustain their businesses beyond five years. The new system by Ebel et al. 
(2016) is a virtual collaboration platform for online knowledge sharing and busi-
ness model innovation, featuring a set of tools that did not exist at the time of their 
research. This technology for developing new business models exemplifies how 
owners can use the blue ocean theory and design tools to build innovative busi-
nesses. Creating businesses based on this innovation model could provide signif-
icant value to startups. 

Startup owners who leverage new product development in information tech-
nology rely on managers. According to Kawakami et al. (2015), an executive-level 
champion for information technology is a key influence in promoting the use and 
replacement of information technology and can help generate awareness and sup-
port for increased investments, enabling the firm to develop information technol-
ogy capabilities for successful new product development. Small-business startup 
owners are likely to fall into this category, as noted in this study. Agnihotri (2015) 
provided an analysis of applications discussed in Blue Ocean Strategy. He then 
explored how the blue ocean theory applies in emerging markets. Agnihotri pro-
posed the blue ocean theory and its applications through radical, disruptive, and 
frugal innovation, as well as strategic differentiation, related to the value of inno-
vation. He further advances the blue ocean strategy by stating that the blue ocean 

https://doi.org/10.4236/ojbm.2026.145152


J. Thomas 
 

 

DOI: 10.4236/ojbm.2026.145152 3094 Open Journal of Business and Management 
 

strategy canvas applies to all types of innovation. Additionally, Agnihotri (2015) 
examined how the theory offers a better path to profitability, which is a key factor 
in modeling information technology startups aiming to survive beyond their first 
five years. 

Since blue ocean strategies occur at different stages in the entrepreneurial process, 
practitioners and scholars can benefit from a detailed exploration of the blue ocean 
theory (Kim & Mauborgne, 2015). Agnihotri (2015), Webb (2015), Loebbecke and 
Picot (2015), and Hackman and Maedche (2018) described blue ocean theory in 
the context of information technology and new venture modeling in startups, 
which could help information technology startup owners. Many of these owners 
lack new venture modeling strategies to keep their businesses going beyond five 
years, and research on information technology within the blue ocean theory could 
help them increase their business longevity. 

In their study of how blue ocean theory applies to developing business model 
tools, Ebel et al. (2016) emphasized the need to stay ahead by applying its con-
cepts. Agnihotri (2015) used blue ocean theory to show that the concept extends 
beyond the initial idea introduced by Kim and Mauborgne (2015) and has many 
business applications. Using blue ocean theory, Von Briel et al. (2018) suggested 
that adopting new venture modeling strategies could significantly increase value 
by creating new uncontested market segments in the information technology sec-
tor. Successful companies like Pinterest, Snapchat, and Twitter use new venture 
modeling strategies that other new technology firms can adopt to sustain their 
business beyond five years. 

3. Method, Conclusions, Recommendations 

Researchers who use purposive sampling criteria for participant selection enhance 
both the depth and breadth of understanding of the phenomenon being studied 
(Booth, 2016). The criteria for participants in this study included: 1) being an in-
formation technology business owner, 2) demonstrating appropriate criteria for 
participant selection and interview setting, 3) implementing strategies that re-
sulted in successful business growth, and 4) owning a business for at least 5 years. 
The participant population for this study comprises technology startup owners 
aged 18 or older in California. These business owners have at least 5 years of ex-
perience managing strategies that enable them to succeed in their segment. The 
business owners reflected the information technology population in California 
that has sustained their businesses for over 5 years. The rationale for selecting 
individuals with specific criteria was to obtain valuable insights from their unique 
experiences (Li et al., 2017). Wallace and Sheldon (2015) indicated that, through 
telephone communication and in-person encounters, the researchers’ goal in 
making contact was to secure the business owners’ participation in the study. I 
contacted the business owners’ workplaces to arrange the study. Maintaining a 
positive professional relationship with interviewees involves contacting their re-
spective workplaces. The purpose of contacting a participant’s workplace is to in-
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troduce myself, explain the purpose of the interview, and outline the ethical guide-
lines governing the process (Houghton et al., 2013). During the phone call, I in-
troduced myself, clarified my role, described what I was seeking from the inter-
viewees, and reaffirmed my commitment to ethical standards before, during, and 
after the interviews. I then emailed consent forms for the interviewees to sign be-
fore conducting the phone interviews. Once I received the signed consent forms, 
I informed the interviewees of the scheduled times for their phone interviews in 
this research study. 

Research Method and Design 
This study conducted a qualitative multiple-case analysis of the venture mod-

eling strategies used by information technology companies in California to sustain 
their operations beyond five years. I held semistructured phone interviews with 
business owners to address the research question and explore successful strategies 
for long-term viability. I employed a qualitative research approach and a multiple-
case study design to investigate the research question. Researchers adopt a quali-
tative approach to describe, explain, explore, and deepen understanding of a current 
phenomenon through participants’ personal experiences (Marshall & Rossman, 
2016). The qualitative method allowed me to examine the effective venture model-
ing strategies employed by owners of information technology companies to keep 
their businesses going. Yin (2017) described a case study as an empirical investi-
gation of a specific case, such as a group, individual, or organization, aimed at un-
derstanding an issue or phenomenon and expanding knowledge. I selected a multi-
ple-case study design because I studied more than one participant and organiza-
tion in the information technology sector to identify successful venture strategies 
and similarities and differences across the cases. 

Population and Sampling 
The population for this study consisted of information technology business 

owners operating in California. These owners have at least 5 years of business ex-
perience and employed strategies that allowed them to succeed in their sector. 
They represented the California IT community that had maintained their busi-
nesses for over 5 years. The selection process used purposive sampling. Sanusi et 
al. (2017) explained that purposive sampling involves choosing participants who 
meet specific criteria. In this method, selected individuals are knowledgeable 
about the subject and can offer valuable insights from their experience and exper-
tise. I aimed to select knowledgeable participants with valuable insights into the 
study and strategies derived from their backgrounds. Purposeful sampling pro-
vides access to individuals with relevant information in the field. I used this ap-
proach to identify participants whose strategies aligned with the goals of this 
study. Additionally, I selected participants who 1) have been in business since 
2014, 2) have established and maintained an IT startup with up to 500 employees, 
and 3) have businesses located in California. The participants included three Cal-
ifornia-based startup owners in the information technology sector who used in-
novative venture-modeling strategies to keep their business running for more 
than five years. Using purposive sampling to select these business owners likely 
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provided insights into the broader population of entrepreneurs within this seg-
ment of the California tech industry. I reached data saturation by analyzing themes 
and patterns until no new information or themes appeared. Marshall et al. (2013) 
noted that data saturation occurs when themes become repetitive, and no new in-
sights are found. Interviews were conducted by phone with startup owners until 
data saturation was reached. If needed, follow-up interviews would continue until 
no additional insights were gained. Ragab and Arisha (2013) explained that data 
saturation occurs when new information adds little to existing themes or topics. 

Data Collection Instruments 
I served as the primary data collector. The qualitative research study used the 

researcher as the instrument for data collection and aimed to capture the study’s 
meaning through participants’ words (Marshall & Rossman, 2016). Data collec-
tion is the method researchers use to gather information from interviewees for 
the research. Sources for data collection included archival records, participant 
observations, physical artifacts, and documentation (Yin, 2017). According to 
Lewis (2015), an unbiased trait of the qualitative researcher is setting aside per-
sonal views of the phenomenon and focusing solely on participants’ perspectives 
in their own words. The data collection process through qualitative interviews 
allows researchers to gather, explore, and reconstruct events from participants’ 
viewpoints in ways that a quantitative research method could not (Silverman, 
2015). The interviews were recorded using the voice recorder feature of a cell-
phone. Before starting the interviews, each participant signed an informed con-
sent form. Once IRB approval was obtained, the data collection followed the 
interview protocol. Providing a brief interview protocol was intended to support 
structure, consistent planning, and the research process (Arsel, 2017). The in-
terviews with participants lasted 30 - 45 minutes. According to an agreed-upon 
schedule, interviews were conducted on specific days, dates, times, and at loca-
tions most convenient for the participants. Participants reviewed their responses 
for clarification as part of the member checking process. Fusch and Ness (2015) 
confirmed that data saturation occurs when no new themes or information 
emerge. I reached data saturation through phone interviews with owners of in-
formation technology startup businesses. Boddy (2016) suggested that data sat-
uration can occur between 1 and 12 samples. Choosing phone interviews for 
participants in California ensured comfort and convenience. I proposed a pri-
vate space within the business owners’ company locations for the phone inter-
views to create a comfortable environment for participants to share their expe-
riences. Interview protocols serve as standards and guides for qualitative re-
search during the interview process (Dikko, 2016). 

Data Collection Technique 
Prior to starting the interviews, the process was explained to participants as 

outlined in the informed consent form, and it was confirmed that each participant 
understood their rights to participate in the research. Participants were informed 
that the interview would be recorded and that transcripts would be available for 
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review to ensure accuracy. Participants’ identities remained confidential, and a 
convenient location was chosen to provide a comfortable environment for sharing 
experiences (Peterson, 2014). Interviews continued until data saturation was reached, 
at which point no new information emerged. The interviews were audio-recorded 
using my phone application, then transcribed, and a member-checking summary 
was sent to each participant after each interview. Once all confirmations were re-
ceived and any additional information was collected, data analysis was conducted 
using NVivo software, with proper and confidential data organization. The ad-
vantage of this data collection method was that the insights gained from open-
ended questions could serve as useful tools for developing new venture modeling 
strategies that help information technology startups succeed beyond their first five 
years. The goal was to ensure participants felt comfortable during data collection 
(Arsel, 2017). A limitation of this approach was that participants might not always 
provide accurate information, and time constraints could limit the amount of data 
collected (Topkaya, 2015). 

Data Organization Technique 
Data organization techniques include systems for tracking data, emerging un-

derstandings of research logs, reflective journals, and cataloging or labeling sys-
tems. I organized the interview data for this study by storing it, with each partici-
pant’s information being coded. Participant confidentiality was a top priority; 
therefore, I stored all files and transcripts on a second secured, dedicated memory 
card. A researcher has a responsibility to protect the privacy and confidentiality 
of study participants (Mealer & Jones, 2014). Participants are concerned about 
their anonymity when involved in a study (Namageyo-Funa et al., 2014). Coding 
was applied to all participants, designated as Participant 1, Participant 2, and Par-
ticipant 3, later referred to as P1, P2, and P3, on the reserved memory card. This 
coding system aligns with approaches used to safeguard identities (Mozaffari et 
al., 2015). The secured memory card and electronic recording device are stored in 
a safe deposit box at a remote bank location for five years; after that period, all 
data will be destroyed. This process of data storage and organization follows the 
protocol described in Leung (2015), which involves securely storing the data in a 
safe location. 

Data Analysis 
Qualitative data analysis includes the researcher labeling, categorizing, and the-

matically grouping data from cases, participants’ statements, and document re-
views (Yin, 2017). Immediately after each interview, I transcribed the responses, 
compared the audio recordings with my field notes, and coded, categorized, and 
identified major themes in the data. Additionally, I assigned each participant an 
identifier, such as P1, P2, and P3, to protect their identities. Yin (2017) recom-
mended that data analysis techniques involve searching for every meaning by an-
alyzing and reducing statements into themes. Moreover, triangulation is a recom-
mended practice for analyzing multiple types of data in research (Migala & Flick, 
2019; Natow, 2019). In addition to using semistructured interviews during data 
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collection, I reviewed public company documents, including sales sheets, partici-
pants’ websites, and other relevant company information, from global sustaina-
bility databases. I then identified major themes from each participant’s interviews 
and supporting company data, focusing on new venture modeling strategies and 
the integration of sustainability in exploring the research question, the underlying 
conceptual framework of blue ocean strategy, and my literature review. 

I used triangulation in my data analysis of the various types of collected data. 
According to Henry (2015), researchers use triangulation to analyze multiple data 
sources and gain richer perspectives on the study. Also, researchers use triangula-
tion to strengthen the credibility of participants’ responses and enhance the rigor 
of the research (Carnevale, 2016). I applied triangulation in analyzing semistruc-
tured interviews, audio transcripts, document reviews, and my field notes to im-
prove the rigor of my study and support the findings. During data analysis, re-
searchers use software such as ATLAS ti, NVivo, and MAXQDA to assist with 
coding, categorization, and the finalization of the study’s findings (Oswald, 2019). 
After comparing various software programs, including Atlas ti and NVivo, I se-
lected NVivo for my study’s data analysis. NVivo appeared to have a more user-
friendly interface, and I used it to categorize the data. Researchers choose NVivo 
for its coding query features, which expand the scope of data analysis, clarify 
themes, and help readers visualize the study’s results (Paulus et al., 2017). I used 
NVivo 12 to code and organize the data into themes, then identified patterns 
within and across categories. Additionally, throughout the data analysis process, 
I consistently examined the data through the lens of blue ocean strategy and the 
major themes identified in the literature review. Researchers use these themes to 
align with the study’s overall purpose, answer the research question, and build a 
valid argument by referencing the literature review (Nowell et al., 2017). I applied 
these themes and codes, along with current and emerging findings, to substantiate 
my study’s results and to relate them to my conceptual framework, literature re-
view, and overarching research question. 

3.1. Presentations of the Findings 

Three participants from different companies were interviewed using a semistruc-
tured format. These interviews were recorded on my cellphone, and notes were 
taken and included as supplementary notes in NVivo 12 for data analysis. One 
participant is the founder of an e-learning platform, another heads an information 
technology sales compensation company, and the third leads a venture startup 
that develops tools for analyzing information technology companies. All partici-
pants indicated that success in their businesses began with sales, which in turn led 
to the development of new venture-modeling strategies. They answered 8 ques-
tions about strategies for sustaining a business beyond 5 years. All participants are 
IT startup owners who have successfully used new venture modeling strategies to 
achieve this goal. Each participant used the Blue Ocean Strategy to make the com-
petition irrelevant during the first five years of operation. 
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Respondents’ answers and the themes identified in the data analysis align with 
new venture modeling strategies in the literature and with the blue ocean frame-
work. Four themes emerged from the data collected through semistructured in-
terviews, public information about their companies, and notes I compiled during 
the interview process. The themes were: 1) disruptive technology, 2) value/cost 
tradeoff, 3) agility in technology, and 4) data analytics. Regarding the theme of 
disruptive technology, three participants responded. The consensus was that dif-
ferentiating their businesses in the market required disruptive tactics. Business 
owners in the cases presented here have differentiated their information technol-
ogy startup businesses through enhanced products, product or service customiza-
tion, and competitive pricing. 

The recurring theme of value and cost regarding the new venture modeling 
strategies used by the participants was derived from the participants’ applying in-
novation to succeed and scale. When asked which new venture modeling strate-
gies are most helpful for managing information technology startup businesses, the 
majority believed that implementing innovation early, using value-driven models, 
fostering engagement, professionalism, and expertise are key. Each participant 
perceived the value of the applied new venture modeling strategies in a unique 
way for their respective businesses. 

Flexibility in implementing new and innovative information technology re-
sources is essential for applying the blue ocean strategy within an organization to 
make competition irrelevant (Heckmann & Maedche, 2018). In the technology 
sector, redesigning certain business models could help IT startup owners lacking 
new venture-modeling strategies sustain their businesses beyond five years. Given 
the competitiveness of the IT segment, it is important to explore participants’ ac-
tions and responses to an ever-evolving market. When asked how they stay agile 
in technology, all participants responded that the ability to introduce new ap-
proaches and tools to the market before competitors allows them to remain flexi-
ble. In their study of how blue ocean theory applies to developing business model 
development tools, Ebel et al. (2016) emphasized the need to stay ahead of the 
curve by applying its concepts. A key factor in aligning information technology 
with startup dynamics is user acceptance, which is crucial for success (Tavana et 
al., 2018). Al-Qaysi et al. (2018) argued that user acceptance is especially im-
portant when introducing new information technology. Regarding the theme of 
data analytics, consumers’ ability to gather information affects technological in-
novation, market demand, and technological dynamics (Giones & Brem, 2017). 
Sentiment analytics is one way information technology startups determine the di-
rection to take in new venture modeling strategies. 

3.2. Applications to Professional Practice 

The findings of the study could help inform strategies that technology startup 
business owners use to survive beyond five years. Applying new venture modeling 
strategies—such as critical thinking, innovation, developing new technologies, de-
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livering value, understanding customer needs, networking with potential clients, 
staying up to date on the latest trends, and developing new business approaches—
is essential to the success of technology startups. The themes derived from this 
study include a) disruptive technology; b) value/cost tradeoff; c) agility in tech-
nology; and d) data analysis, which may be useful for technology startup owners 
aiming to sustain their businesses beyond five years. Disruptive technology is a 
process that enables startup owners to develop innovations within their category. 
It can be a breakthrough that helps them become market leaders. For example, 
Tesla has become one of the most valuable automobile brands by leveraging dis-
ruptive technologies, such as self-driving features. Currently, small technology 
startups are also utilizing disruptive technologies, such as drones to detect wildfire 
sizes, inspect residential rooftops during appraisals, or deliver groceries. The 
value/cost tradeoff is helpful for startups in providing incremental deliverables to 
clients. These staged deliverables can enable clients to pay in installments for pro-
jects like implementing a new cybersecurity system. The study also finds that up-
dating existing software rather than replacing it is a more cost-effective approach, 
which is a key professional practice for tech startups. Another use of the value/cost 
tradeoff is for small IT businesses with one or two employees that focus on tech-
nological agility. This agility helps small firms compete effectively with larger com-
panies when entering new technology markets with limited staff. 

3.3. Recommendations for Further Action 

Recommendations for California-based technology startup owners include adopt-
ing new venture models and blue ocean strategies to sustain their businesses be-
yond five years. This study’s findings should guide startup owners in creating in-
novative products and services, entering emerging technology markets, targeting 
uncontested, low-competition areas, and enhancing performance in existing mar-
kets. The goal is for these innovative efforts to boost customer satisfaction and 
make a significant impact on the tech industry. These strategies can be applied 
repeatedly to develop a system that continually fosters new trends and innovative 
technologies. I recommend sharing the study’s findings with California business 
groups, such as the California Chamber of Commerce, technology incubators, and 
Small Business Administration offices in California, as well as reputable online 
business forums, to further assess and apply the data for the benefit of the local 
tech community. 

3.4. Recommendations for Further Research 

In future research, including a broader demographic could yield results that better 
represent the views of business owners across local, national, and international 
levels. Expanding the geographic scope of participating businesses could help de-
velop new venture model strategies and blue ocean strategies for long-term sus-
tainability. Data from additional studies on new venture model strategies for in-
formation technology startups could strengthen the validity of previous research 
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and broaden the current knowledge on the topic. Since information technology 
startups are crucial to the global economy, further research supporting the blue 
ocean strategy in this sector would benefit businesses worldwide. Adjusting the 
questions used in future studies might also reveal valuable insights. This study was 
limited to a qualitative approach; a quantitative study could provide useful data, 
particularly for research in other sectors such as healthcare or education technol-
ogy. The study also involved only three business owners; future research could 
include 25 employees from IT companies to explore their perspectives on main-
taining a business over ten years. Other limitations include the specific types of 
new venture models used by participants, which may not represent the entire IT 
industry. Additionally, the research was confined to Silicon Valley, California. Fur-
ther research involving IT startup owners from other U.S. regions could offer im-
portant insights and build on these findings. 

3.5. Conclusion 

The qualitative multiple case study focused on identifying the new venture model-
ing strategies used by information technology startup business owners to sustain 
their businesses for more than five years. Three IT startup owners from Silicon 
Valley, California, who have maintained their businesses for over five years, were 
interviewed for this study. The findings should be valuable for IT startup owners 
aiming to develop innovative products and services, enter newly created technol-
ogy markets, explore uncontested markets, and offer services that deliver better 
outcomes in existing markets. The key themes identified were 1) disruptive tech-
nology, 2) value/cost tradeoff, 3) agility in technology, and 4) data analysis; these 
themes may help IT startup owners achieve business longevity beyond five years. 
The study suggests that applying blue ocean theory to a new venture can lead to 
strategic models that create innovative market spaces, render competition irrele-
vant, and drive business success through long-term sustainability in the respective 
market segments. Developing a successful new venture strategy that incorporates 
engagement, professionalism, and expertise is crucial to sustaining IT startups be-
yond five years. 
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