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Abstract
Marketing is one of the most important pillars of any

business, but marketing in other conventional ways
does not respond to the turbulent business environment
that is associated with risk and uncertainty. The salient
nature of marketing and entrepreneurship is the search
for opportunities to turn them into practical and
marketable ideas. By evaluating the existing models in
this field, there was a lack of a model for knowledge-
based companies. The present study is applied in terms
of purpose and qualitatively in terms of method. First,
qualitative data were collected through content analysis
and semi-structured interviews, then the indicators were
screened by experts. Then, the extracted indicators in
order to create the model were grouped by experts and
in the focus group meeting. Each of the related
components and concepts were analyzed and mapped
separately by Max Koda software. Finally, the model of
this research was designed based on entrepreneurship-
based marketing and innovation into four dimensions:
contextual marketing, entrepreneurial  networks,
internal guiding core, and innovative entrepreneurship,
each of which has several components.
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