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About the Research Centre

The Durham Enterprise Centre is a multi-disciplinary research centre that aims to
establish, maintain, and develop a group that carries out world-leading research,
which significantly impacts scholarly and practice communities. We address major
issues and challenges relating to entrepreneurship, small business management,
self-employment, and social enterprise across the public, private and non-profit
sectors.

Find out more at: Durham Enterprise Centre - Durham University Business School

Topic 1
Title of Proposed Research Topic:
Social Class in Entrepreneurship

Potential Supervisors:

Grant Murray

Description of Possible Research Topic:

Historically, social class has been considered a significant barrier to social mobility.
Social class draws upon a range of social, cultural and economic capitals to structure
opportunity across society, and has been closely linked to occupational type. More
recently, social class has become harder to define, and the link with occupation has
become ambiguous, leading to an obscuration of the ways and means by which
social class confers barriers and privileges in society. Recent attempts to define
social class have provided some clarity, resulting in a resurgence of interest in the
topic (Friedman et al., 2015; Savage et al., 2013).

Against the background of barriers to social mobility, governments and researchers
often point to entrepreneurship for its potential to create economic growth through


https://www.durham.ac.uk/business/research/centres/durham-enterprise-centre/
https://www.durham.ac.uk/business/our-people/grant-a-murray/

egalitarianism (Rindova et al., 2009; Zahra and Wright, 2016). Empirical studies are
less encouraging, with a growing community of scholars looking at the ways and
means by which entrepreneurship becomes inflected with distinctions and barriers of
social class. In this project, we seek to explore the subtle ways in which this new
model of social class interacts with the growing field of entrepreneurship. The project
seeks to deepen an understanding of modern social class, of entrepreneurship, and
the relations between the two.

The successful candidate may come from a background in entrepreneurship, wider
management studies, or sociology. It is likely that they will take a qualitative
approach.
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Topic 2

Title of Proposed Research Topic:

How Do Innovation Actors Experience a Hype Decline?
Potential Supervisors:

David Johnson

Christina Koutouroushi

Description of Possible Research Topic:

Technological advancements are based on innovation actors’ (e.g., first-mover
entrepreneurs) expectations, which provide momentum to the development of
“cutting edge” industries (Bakker et al., 2012; Logue & Grimes, 2022). When inflated
expectations peak, an industry becomes hyped. While some industries become
hyped, others fall away, in somewhat predictable hype cycles with established
stages. Innovation actors (i.e., entrepreneurs, scientists, and related ventures) play
an important role in creating hype. However, sustaining hype involves
heterogeneous external stakeholders - from consumers to institutions - that
innovation actors are typically unable to control (Dedehayir & Steinert, 2016; Konrad
et al., 2012). Inevitably, initial expectations lead to disappointment, stakeholders are
disillusioned, and hypes fade. When initial excitement diminishes, innovation actors
are faced with unique challenges (e.g., adapting after loss of investment). We aim to
understand how innovation actors (with a focus on entrepreneurs) experience the
disappointment phase of a hype cycle, and how they continue to innovate and stay
relevant. The study will deepen our understanding of hype cycles in emerging
industries, with a focus on individual actors’ emotions, experiences, and strategies.
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We aim to capture the lived experiences of innovation actors through longitudinal
interviews (Hoppman et al., 2020). Please note that the student may benefit from the
supervisors’ existing links to industries which have been hyped and that are believed
to experience a decline in hype.

We can also supervise a quantitative investigation of the topic, guiding the student
as they collect and analyse archival and experimental data from a specific
industry/ies, with a focus at the individual-level of analysis.
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