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Module 1: Self-Assessment  
  

AIMS AND OBJECTIVES  

The his module has one goal - to think about the extent to which participants have an:   

 •  entrepreneurial mindset  

INTRODUCTION  

This module uses two tools to help participants explore the extent to which they are suited to 

entrepreneurship:  

• The general enterprising tendency test  

• The leadership mindset-exercise  

  

Participants need to have completed these exercises before the module is delivered.  The in 

session activity is about reflecting on and analysing the results – and more importantly planning 

to build on what is found.  That means a facilitative approach is needed from tutors.    

   

The main emphasis is getting the participants to think about their ways of thinking in a way that 

enables them to recognise their strengths, and plan to overcome any weaknesses.  It is possible 

that some participants will find they don’t have many or any of the characteristics for 

entrepreneurship.  Special attention will need to be paid to keeping those participants on board 

– and helping them see the benefits of the programme even if they decide that on reflection 

entrepreneurship is not for them.  The key thing is that many of the skills and ideas we will deliver 

in the programme will be useful in any business context.    

KEY CONTENTS   

Key contents of the Modules are:  

• The General Enterprise Tendency (GET) Test (www.get2test.net)  

• Assessing Your Leadership Mindset (PowerPoint slides/Leadership Exercise and Mindset 

Questionnaires)  

CASE STUDIES AND PRACTICAL EXERCISES  

GET test –   

(30 minutes)  

  

http://www.get2test.net/
http://www.get2test.net/
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Tutors should familiarise themselves with the test and its support materials before the programme.  It can 

be found here:  

  

http://www.get2test.net/  

  

The GET test identifies 5 characteristics that ought to underpin enterprising behaviour:  

• Need for Achievement  

• Need for Autonomy  

• Creative Tendency  

• Calculated Risk  

• Locus of Control  

  

It also gives an overall score for the test where a higher score suggests you may be more 

enterprising.  This test is not scientific – and is more of a development tool and it is important to 

make that clear to participants.    

  

Examine what overall scores people in the group have.  Where they are low it might be good to 

explore why.  Most will be at least occasionally enterprising (because of the type of people that 

choose to follow the programme) so identify where their strengths lye and how that will benefit 

them.  Then go on to identify weaknesses.    

  

The key is to identify actions on the weaknesses (lowest scores) so they can improve.    

  

Assessing Leadership mindset –   

(30 minutes)  

The key to this activity is challenging the participant’s self-perception against the 12 mindset 

characteristics.  Often  the way people think of themselves and the way they are perceived are 

very different – sometimes people are over optimistic and often pessimistic.  Get them 

participants to notice where they have strengths and weaknesses, but more importantly identify 

the 2 or 3 big differences to their rater.  Explore the basis of these differences.    

Video –   

Having asked to the participants to reflect on their entrepreneurial mindset take the opportunity 

to step back and remind them of the positive emphasis of entrepreneurship with the short video 

clip.    
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OUTPUTS AND /OR LESSONS LEARNED  

• The participants should leave the session with a diagnosis of heir entrepreneurial mindset.    

• Participants should have produced a list of things they will try to do differently to bolster their 

mindset.  (Less of a bad thing / more of a good thing they are not doing).  

• They should have a list of things that will do to further utilise their strengths  

BIBLIOGRAPHY AND WEB REFERENCES  

Entrepreneurial Skills: https://www.mindtools.com/pages/article/newCDV_76.htm  

Durham University’s ‘GET’ test [GET = General Enterprise Tendency test, by Sally Caird   

( www.get2test.net)  

Impact for Life Leadership Workbook (2008) Leadership Exercise, Mindset Questionnaire and Animal Quiz  

Lois Frenkel:  Are You Entrepreneurial? Quiz  ( Hard Copy)  

Tidd, J. & Bessant, J. (2011) Innovation and Entrepreneurship, Wiley Publishing  

COMPLEMENTARY ACTIVITIES  

Students will be encouraged to read Matthew Checkley’s: Insiders' Secrets to the Perfect Pitch for 

Investment: The Definitive 17-Step Entrepreneurs' Guide to a Successful Presentation to Investors. 

Kindle Version.  There is a self -assessment test in the book which provides a useful resource for 

developing the entrepreneurial mind-set.  

AUTHORS  

Dee Allen, Clive Kerridge and Matthew Checkley, University of Gloucestershire  

  

  

  

 

 

  

https://www.mindtools.com/pages/article/newCDV_76.htm
https://www.mindtools.com/pages/article/newCDV_76.htm
http://www.get2test.net/
http://www.get2test.net/
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Module 2: Personal Resources   
  

AIMS AND OBJECTIVES  

The goal of this module is to help you assess and understand the personal and soft skills required to be an 

effective entrepreneur.  In this module, participants will examine:   

• Building Confidence  

• Trusting other people  

• Dealing with Fear of Failure  

INTRODUCTION  

This module examines the personal qualities needed to be a successful entrepreneur.  It deals with topics 

that are rarely considered in tradition business courses and are even less often seen in STEM programmes.  

They will therefore be unusual to many participants and we should be open about that.    

At the same time we need to be clear how important they each are in enabling an entrepreneur to be 

successful. One way to approach these three qualities is to say that they underpin the whole programme 

and that it is important for each participant to be confident in putting their ideas to the group, trusting of 

the others on the programme, and to recognise the strategies for dealing with fear of failure.    

KEY CONTENTS   

Key contents of the Modules are:  

• Confidence and building confidence   

• The confidence lists  

• Fear of Failure and how to overcome it  

• Trust   

• The minefield exercise  

CASE STUDIES AND PRACTICAL EXERCISES  

The confidence lists –   

(10 minutes for participants to complete +20 minutes for group discussion)  
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The confidence lists exercise is grounded in the ideas of positive psychology and positive thinking.  The 

key is to get participants to think about their strengths and then help them understand how those things 

will benefit them as entrepreneurs.  

The minefield exercise –   

(30 minutes)  

This exercise may not fit into the module timings if you have a very interactive group.  

Make sure that you have equipment ready for this.  I use jigsaw puzzle pieces and chairs as the obstacles 

and tea towels as blindfolds.    

Try to pair people who are relative strangers.    

At the end it is important to get participants to reflect on how they felt.  Were they scared?  What was the 

basis of that? How did they overcome any lack of trust?    

The key here is to then get them to think about what the worst thing that could have happened and use 

the strategies in the overcoming fear slide.   

OUTPUTS AND /OR LESSONS LEARNED  

The participants should come away from the session with some strategies for building confidence, 

overcoming fear and building trust.    

Key is that they have reflected on where they stand on these three areas and have started to put actions 

together to overcome any issues they face.    

BIBLIOGRAPHY AND WEB REFERENCES  

Impact for Life Leadership Workbook (2008) Maximising Communication/ Animal Game/Leadership Style 

Questionnaire  

Tidd, J. & Bessant, J. (2011) Innovation and Entrepreneurship, Wiley Publishing  

Complementary activities  

Success Stories from real life examples will be shared during the sessions.  

AUTHORS  

Dee Allen, University of Gloucestershire  
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Module 3: From Individual Behaviour To Team Work  
  

This module concentrates on the importance of behavior and how it affects both teams and individuals. It 

consists of three main parts:  

PART 1: Individual and Team Behavior  

PART 2: Team Building  

PART 3: Motivation  

Learning Unit [PART 1: Individual and Team Behavior LU3]  

AIMS AND OBJECTIVES  

This Learning Unit defines individual and team behavior and identifies the variables and 

characteristics that influence the behavior of individuals as well as groups in the workplace, and 

how these can affect performance. It outlines how individuals, managers and business 

proprietors can improve their personal skills by improving their attitudes, perceptions, group 

performance and decision making. The main objectives to be addressed in this Unit include:  

Objectives   

  

• Explain how individual and team behavior and learning about  behavior can improve your personal 

skills  

• Identify how various personality traits affect performance within an organization by assessing your 

own personally and finding ways to improve it   

• Understand how emotions and moods affects work performance and understand the importance of 

emotional intelligence  

• Define the factors influencing an individual’s perceptions and attitudes and decision making  

• Recognize characteristics of effective groups within organizations  

• Recognize causes of group conflict  
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INTRODUCTION  

Course Overview  

A technology based business as any business organization is made out of people whose efficient interaction 

contributes to the success of the organization. The ability to understand, describe, and predict human 

behavior within organizations is a  very valuable skill whether you are an employee, or a manager. This 

learning unit is designed to explore all major facets of human behavior   within organizations. In this unit 

we will explore a wide range of organizational situations and examples of human behavior, such as:  

• Understanding the importance of individual behavior and how it can benefit you and your 

organization  

• Recognizing how various personality traits affect performance within an organization  

• Explaining the factors affecting individual’s emotions and moods and how this relates to 

emotional intelligence  

• Identifying appropriate actions to take to improve an individual’s perceptions in an organization  

• Determining the factors influencing an individual’s attitude and job satisfaction •     

 Identifying the dynamics of groups  

The main objective is to understand how to deal and comprehend   people, because without people, 

there is no organizations.     

Understanding and anticipating human attitudes and behavior in the organizational context is a useful 

and powerful capability, whether you are trying to participate effectively in a work group, make   

decisions about starting up a business, or motivate and lead  your group and partners.   

The unit will be illustrated by real scenario examples and videos that specifically relate to behavior 

within groups and individuals.  

 KEY CONTENTS   

Individual and Team Behavior   

Individuals need a pool of skills to create a productive team, including technical and quantitative 

skills.  However, leadership and communication skills are critical to any business success.  When 

individuals have solid interpersonal skills, they can create positive work outcomes for the 

business set up.  These outcomes include lower turnover of strong employees, and a good 

working environment that encourages creativity and innovation.  
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Many people say that the ideas and concepts of behavior are common sense. However, the systematic 

study of behavior has come closer to finding ways to predict the behavior of individuals and teams. 

Evidence-based management suggests that the scientific method of research can be applied to behavior in 

finding the most effective relationships of predictable variables that influence behavior.    

Attitudes to work performance   

This unit is a focus on Attitudes and Job Satisfaction. Leaders and proprietors and managers 

should be interested in their own and group’s attitudes because attitudes give warnings of 

potential problems and influence behavior. Creating a satisfied team/workforce is hardly a 

guarantee of successful performance, but evidence strongly suggests that whatever managers 

can do to improve employee attitudes will likely result in heightened organizational effectiveness.    

Attitudes are evaluative statements or judgments concerning objects, people, or events.  

Attitudes are made up of three components.  The cognitive component is made up of the belief 

in the way things are.  The affective component is the more critical part of the attitude as it is 

calls upon the emotions or feelings.  The behavioral component describes the intention to behave 

in a certain way towards someone or something.    These three components work together to aid 

in our understanding of the complexity of an attitude. (Slide 4)  

Emotions   

This unit introduces us the concepts of emotions their effect on individual and group behavior. These 

concepts have only recently received increased attention in research and practice.   

Emotions   were previously dismissed by managers for a long time. One of the primary reasons 

was the “Myth of Rationality” that suggested that behavior   comprised rational concepts and 

applications and emotions were seen as highly irrational. Emotions were thought to be disruptive 

of organizational activity and decreased productivity. Because they were perceived as irrational   

they were seen as unpredictable and therefore not easily influenced. We now know this is untrue.  

There are six basic emotions however, not all psychologists agree; anger, fear, sadness, happiness, disgust, 

surprise.  All other emotions fall under these six.     

There are some who think that emotions are linked to irrationality and that expressing emotions 

in public may be damaging to your career or status.  However, research has shown that emotions 

are necessary for rational thinking.  They help us make better decisions and help us understand 

the world around us.  If we are going to make decisions, we need to incorporate both thinking 

and feeling. (Slides 5-8)  

Personality     
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This part introduces us the concepts of personality and their effects on   behavior within 

individuals and groups. These are concepts that have only recently received increased attention 

in research and practice. Here we will see the results of study and new applications to help make 

the work place more successful.  

We begin by defining personality. This is a concept that has a lot of preconceived ideas in people. 

So we want to ensure we are all using the same basic definition to describe a very complex topic. 

Personality is a dynamic concept, meaning it is changing all the time, and that is the total of 

growth and development of a psychological system for the individual. This suggests it includes all 

of the components of the psyche and their aggregate becomes greater than any of the parts. So 

the text definition is that personality is the sum total of ways in which an individual reacts to and 

interacts with others.  

One of the greatest challenges in the study of personality has been “How we measure it.” The 

most important reason this is needed is that accurately measuring personality gives managers 

and individual’s advantage in the recruitment and hiring processes. It is difficult since most 

measurement of personality is accrued through self-report surveys filled out by the individuals 

themselves. However, strides have been made to put personality measurement into observation 

by others making the determination of personality more independent.  

An impressive body of research supports that five basic dimensions underlie all other personality 

dimensions. The five basic dimensions of the Big Five are Extraversion, Agreeableness, 

Conscientiousness, Emotional stability, Openness to experience  

Under the category of Personality, we looked at the Big Five Traits. The Big Five provides a 

meaningful way   to examine personality. The key for the application of the Big Five include 

Screening individuals for high conscientiousness, as well as the other Big Five traits depending on 

the criteria a business set up finds most important, ie shares of responsibility. Of course, we still 

need to take situational factors into consideration. Factors such as job demands, the degree of 

required interaction with others, and the organization’s culture are examples of situational 

variables that moderate the personality–job (Slide 9)  

Perception and Individual Decision-Making  

This unit introduces us to the concepts of perception and individual decision-making. These are 

topics that pervade the workplace providing opportunity for managers and leaders to be more 

effective and efficient in accomplishing work. So, this is an important set of concepts to focus on.  

Perception is a process by which individuals organize and interpret their sensory impressions in 

order to give meaning to their environment. It is important to the study of behavior because 

peoples’ behaviors are based on their perception of what reality is, not on reality itself.  
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Factors that shape and can distort perception include the perceiver, the target, or the situation. 

When an individual looks at a target and attempts to interpret what he or she sees, that 

interpretation is heavily influenced by personal characteristics of the individual perceiver. The 

more relevant personal characteristics affecting perception of the perceiver are attitudes, 

motives, interests, past experiences, and expectations. (Slides 10-13)  

CASE STUDIES AND PRACTICAL EXERCISES  

Exercise    

Begin by thinking of a goal that is important to you but that you've kept yourself from attempting, 

and divide a piece of paper into three columns. In the first column, write down all of the things 

that could go wrong should your attempt fail. Think of the most terrible things possible.   

In the second column, determine ways that you can eliminate the possibility of each of those bad 

consequences from happening. In the third column, think of how you would recover from each 

of the scenarios you imagined and wrote in the first column.   

  

All  the things that could go 

wrong should I  fail.  

How do I eliminate the 

possibility of each of these 

bad consequences  

How I could recover from 

each of the circumstances  

      

  

LESSONS LEARNED  

We seek to answer questions such as:  

• Why do people behave the way they do when they are in organizations?  

• Under what circumstances will peoples’ emotions affect employees’ work performance?  

• How do organizations determine, formal groups?  

• Why do perceptions influence decision making?  

BIBLIOGRAPHY AND WEB REFERENCES  

Robbins S. P., Organizational Behavior by Prentice Hall, latest edition New Jersey: Pearson international, 

latest edition  
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This book is also available as an ebook 

https://almuarief17.files.wordpress.com/2014/03/organizationalbehavior-15e-stephen-p-robbins-

timothy-a-judge-pdf-qwerty.pdf  

Davis/Newstrom, Human Behavior at Work Organizational Behavior, by McGraw Hill  

Luthans F., Organizational Behavior by McGraw Hill,  

International Journal of Organizational Behaviour   

Journal of Organisational Behaviour – Wiley InterScience  

COMPLEMENTARY ACTIVITIES  

Additional activities include watching videos and discussing the content   VIDEOS   

A peacock in the land of penguins https://www.youtube.com/watch?v=hNeR4bBUj68  

AUTHORS  

Despina Varnava Marouchou  

  

Learning Unit [PART 2: Team Building, LU3]   

AIMS AND OBJECTIVES  

Oftentimes, and due to the nature of their work, STEM PhD’s tend to work alone. They define 

their own challenges and problems, do their own research, compile their own data and 

information and then proceed to resolve the problem at hand.  

This can lead to an ‘‘I’ll do it myself’ sort of attitude, a one-man band’ kind of mentality. Yet, it is 

clear that a symphony orchestra can produce and deliver a lot more effectively. This Unit 

emphasizes the need today to create a ‘puzzle’ where all the individual parts have little or no 

value unless they are part of the whole.  

The main objectives to be addressed in this Unit include:  

Understanding and practically utilizing the concepts of  

• The necessity of teams  

• Stages in the build-up of a team  

• Peak performing Teams and ‘hot groups’  

• The importance of roles and specialisation. Specific necessary roles in start-ups   

  

https://almuarief17.files.wordpress.com/2014/03/organizational-behavior-15e-stephen-p-robbins-timothy-a-judge-pdf-qwerty.pdf
https://almuarief17.files.wordpress.com/2014/03/organizational-behavior-15e-stephen-p-robbins-timothy-a-judge-pdf-qwerty.pdf
https://almuarief17.files.wordpress.com/2014/03/organizational-behavior-15e-stephen-p-robbins-timothy-a-judge-pdf-qwerty.pdf
https://almuarief17.files.wordpress.com/2014/03/organizational-behavior-15e-stephen-p-robbins-timothy-a-judge-pdf-qwerty.pdf
https://almuarief17.files.wordpress.com/2014/03/organizational-behavior-15e-stephen-p-robbins-timothy-a-judge-pdf-qwerty.pdf
https://almuarief17.files.wordpress.com/2014/03/organizational-behavior-15e-stephen-p-robbins-timothy-a-judge-pdf-qwerty.pdf
https://almuarief17.files.wordpress.com/2014/03/organizational-behavior-15e-stephen-p-robbins-timothy-a-judge-pdf-qwerty.pdf
https://almuarief17.files.wordpress.com/2014/03/organizational-behavior-15e-stephen-p-robbins-timothy-a-judge-pdf-qwerty.pdf
https://almuarief17.files.wordpress.com/2014/03/organizational-behavior-15e-stephen-p-robbins-timothy-a-judge-pdf-qwerty.pdf
https://almuarief17.files.wordpress.com/2014/03/organizational-behavior-15e-stephen-p-robbins-timothy-a-judge-pdf-qwerty.pdf
https://almuarief17.files.wordpress.com/2014/03/organizational-behavior-15e-stephen-p-robbins-timothy-a-judge-pdf-qwerty.pdf
https://almuarief17.files.wordpress.com/2014/03/organizational-behavior-15e-stephen-p-robbins-timothy-a-judge-pdf-qwerty.pdf
https://almuarief17.files.wordpress.com/2014/03/organizational-behavior-15e-stephen-p-robbins-timothy-a-judge-pdf-qwerty.pdf
https://almuarief17.files.wordpress.com/2014/03/organizational-behavior-15e-stephen-p-robbins-timothy-a-judge-pdf-qwerty.pdf
https://almuarief17.files.wordpress.com/2014/03/organizational-behavior-15e-stephen-p-robbins-timothy-a-judge-pdf-qwerty.pdf
https://almuarief17.files.wordpress.com/2014/03/organizational-behavior-15e-stephen-p-robbins-timothy-a-judge-pdf-qwerty.pdf
https://almuarief17.files.wordpress.com/2014/03/organizational-behavior-15e-stephen-p-robbins-timothy-a-judge-pdf-qwerty.pdf
https://almuarief17.files.wordpress.com/2014/03/organizational-behavior-15e-stephen-p-robbins-timothy-a-judge-pdf-qwerty.pdf
https://almuarief17.files.wordpress.com/2014/03/organizational-behavior-15e-stephen-p-robbins-timothy-a-judge-pdf-qwerty.pdf
https://almuarief17.files.wordpress.com/2014/03/organizational-behavior-15e-stephen-p-robbins-timothy-a-judge-pdf-qwerty.pdf
https://almuarief17.files.wordpress.com/2014/03/organizational-behavior-15e-stephen-p-robbins-timothy-a-judge-pdf-qwerty.pdf
https://almuarief17.files.wordpress.com/2014/03/organizational-behavior-15e-stephen-p-robbins-timothy-a-judge-pdf-qwerty.pdf
https://www.youtube.com/watch?v=hNeR4bBUj68
https://www.youtube.com/watch?v=hNeR4bBUj68
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INTRODUCTION  

As outlined above, a technology based business idea requires a wide range of skills and very different roles 

to be played. Roles and skillsets which a single person cannot possible have.   

The necessity of teams will be described in its many aspects, with real life examples, both at the 

business and everyday life level. The stages in the development of a team are important to 

explain because, once they are known, each member, and especially the leader, can be able to 

deal with any stage-specific challenges and opportunities too.   

The power of peak performing teams will be illustrated by real examples of technology based 

such teams. Garfield’s analysis of the Apollo missions can illustrate this, as can smaller start-up 

success stories, with each team member and his contribution outlined. Leavitt’s ‘Hot groups’ can 

be used to illustrate the key ingredients in a successful team. These ‘ingredients’ can be nurtured 

and ways to do so will be outlined.   

Specific roles, and how each can contribute to a technology based start-up will be explained. 

Typical duties will be outlined, along with an illustration of ‘what it takes’ to perform them. The 

importance of voluntary versus mandatory roles will be described, as some cases where teams 

are not actually necessary. The possibility of combining roles will also be examined.  

A final important element can be the presentation of typical team problems, because each has 

its own characteristics and manifestations and each has its own interpretations and remedies. 

Only if time permits can these be discussed, but it is useful for the presenter to be aware of them 

anyway, in case a relevant point is raised.  

A team exercise will be included in this presentation. Its goal will be to highlight which roles 

participants naturally take for themselves. The best way to conduct such an exercise is by having 

participants focus, in groups, on another task. E.g. A ranking the importance of a list of jobs to be 

carried out by start-up organisations. The ‘hidden’ agenda will be to see which roles are ‘grabbed’ 

by the participants (e.g. spokesperson, leader, passive member, etc.) KEY CONTENTS   

The key contents of this Learning Unit are the following:  

  The necessity of teams  

  

In this section, the instructor should work with real examples in which teams have been 

proven to be much more effective than individual efforts. In particular, ‘effectiveness’ must 

be highlighted, with the participants themselves identifying, through past experiences, when 

they have belonged in such teams, whether that be their family, or in a project, or socially.   
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It is the intention that at this early stage of this Learning Unit the participant engages in self -reflection, 

identifying perhaps strengths and weaknesses in social settings.  

  

Also, the importance of the individual must be highlighted before the team is fully 

introduced. The presenter must accept certain truths: individualism has risen in importance, 

hence the ‘disappearance’ of the hero of the past, the person who sacrifices himself or 

herself for the group. This individualism will not evaporate; it must be respected, even in a 

group setting. Also, people today expect much more both from themselves and others. 

Leaders must address these expectations in a ‘dyadic’ manner, on a one on one basis.   

  

Individual needs and motives are a given in an organisation and this factor cannot be ignored. Further, 

loyalty has decreased. Reasons for this must be explored and discussed.   

  

As an end to the introduction, the rising significance of the ‘self’ (e.g. self-motivation, 

selftraining, self-reliance, self-management, etc.) must also be analysed. It is expected from 

individuals to count on themselves to develop. (Slide 14)  

  

  

  Stages in the build-up of a team  

  

The various classic stages of a team’s life, that is, those of Genesis, Storming, Norming and 

Maturing and Performing must be analysed by utilising real life examples that the 

participants themselves have experienced. This will help them identify with relevant 

challenges and milestones reached during a team’s life.  

  

Also, occasions when teams have collapsed during any of the above stages must be discussed, in order 

to highlight typical problems.  

  

The bibliography on the internet and elsewhere is substantive and detailed regarding this 

important element on team building. Depending on each stage, and each individual’s goals, 

productivity is high or low. For instance, a team at its genesis tends to have little or no 

internal trouble. Team players try to please each other, there is much agreement and good 

will. Procedures and basic rules are established, but productivity is not too high. During the 

storming stage, participants jockey for positions and are engaged in politicking, so 

productivity suffers once more. And so on, until the team reaches the latter stages of 

performing and producing at good levels.  
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Above all, when participants are aware of these stages, they are at least psychologically ready. 

(Slide 16)  

  

  

  Peak performing Teams and ‘hot groups’  

  

It often comes as a surprise that most teams and groups are average, at best. Rarely do 

teams become peak performing ones, and it often comes as a surprise or a happy 

coincidence in team membership and its overall abilities.   

  

Yet, teams of this level have been substantially researched, and there is enough evidence to 

suggest the best ‘ingredients’ for a successful peak performing team. It is necessary to 

highlight these ingredients, in order for the team builders to be aware of them and to search 

for them.   

  

Examples of real life top teams must be given, while searching for the presence of the right attributes 

within the team, individually and as a whole.  

  

The importance of interdependence, as opposed to dependence and independence can be 

discussed. The fact that only interdependent teams where participants may contribute 

differently, yet equally, must be demonstrated to be the best end result in interrelationships. 

(Slide 15)  

  

  

  The importance of roles and specialisation  

  

There are many models which illustrate the most important roles within organisations. 

Among the best known ones is Belbin’s team roles, which can be viewed and examined at 

Belbin’s dedicated site (www.Belbin.com; also see appropriate slide), but there are other 

similar models with slightly differing key roles. Of course, it must be stressed, the difference 

lies in the fact that key roles can vary according to the situation and the environment. 

Examples (e.g. a war situation, a crisis, a problem which needs analysis and reflection) must 

be discussed, in order to understand how roles vary and which ones rise in significance 

depending on each situation.  

  

There are team role ‘tests’ ( e.g. www.123test.com/team-roles-test) which can generate 

interest to the training participants and also provide answers regarding their ‘best roles’. 

The aforementioned test, for instance, provides indications regarding people’s abilities in 

http://www.belbin.com/
http://www.belbin.com/
http://www.123test.com/team-roles-test
http://www.123test.com/team-roles-test
http://www.123test.com/team-roles-test
http://www.123test.com/team-roles-test
http://www.123test.com/team-roles-test
http://www.123test.com/team-roles-test
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the following roles: Executive, Explorer, Innovator, Analyst, Driver, Chairman, Completer, 

Team Player and Expert. Perhaps the most significant element in such exercises is that of 

self-reflection and understanding how and why certain roles are chosen.  

  

It is important for participants to understand the jigsaw-like significance of each and every 

role, no matter how small. If one piece from the jigsaw puzzle is missing, the picture is 

incomplete, even useless.  

  

Also within this method, it would be useful to discuss the specialisation – generalisation 

debate. Within that context, understanding the pig picture, the context and concept can add 

to the comprehension of the necessity to look at all the parts, the forest as well as the trees. 

The conclusion must be that specialisation is extremely significant in this complicated and 

ever advancing world; hence, PhD’s, as are the participants in this program, are very ‘useful’ 

as team members. Yet, they must learn to be team members, something they may not have 

practiced much. (Slide 17)  

  

  

  Specific necessary roles in start-ups and how to atone them  

  

There are specific roles that must be played effectively in the case of start-ups and these will 

be given special attention in this section. As the accompanying slides will show, these roles 

can vary, yet the essence remains the same. In summary, a creative and innovative mind is 

necessary; a practical one, dealing with day to day issues and organisation, even numbers 

and money; a marketing one, someone who understands promotion, communication and 

presentations, perhaps negotiation; an analytical mind, someone who can work the 

technical side of production and break products-services into their component parts; and, a 

managerial – leadership oriented person, someone who can combine vision with direction 

and motivation, who can also encourage the team for success and sustenance. This person 

could be the tram builder as well as conflict resolution expert.  

  

A good start-ups oriented roles’ presentation is the one assembled by Jonathan Greecham 

(Where Do You Fit In? A Founder’s Guide to Start-up Roles), of the Founder Institute 

(https://fi.co/posts/6101). Roles include the ‘product person, the ‘salesperson’, etc.   

  

Also, during this part of the Learning Unit, it is advisable that the typical tech-based startups’ 

challenges are accentuated and discussed, especially as regards possible solutions to these 

problems. Such challenges include the dizzying technological constant changes; the difficulty 

in establishing and protecting a niche market; reaching partnership decisions, etc. A good list 

https://fi.co/posts/6101
https://fi.co/posts/6101
https://fi.co/posts/6101
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of such challenges can be found at http://www.businessnewsdaily.com/6265tech-startup-

challenges.html#sthash.J8NViMRz.dpuf.  

Finally, Zwelling’s (Forbes Magazine, 2015) article, ‘8-team-member-types-challenge-

everystartup-leader’ is also a good tool for discussion and reflection. Member types in 

Zwelling’s list include the ‘steamrollers’, the ‘squeaky wheels’, the ‘joyriders’, the 

‘stowaways’ and so on. The appropriate slide can be presented and discussed: (Slide 18)  

CASE STUDIES AND PRACTICAL EXERCISES  

There are several Cyprus startups which would be good to be highlighted, especially those that relate 

to PhD graduates and/or technology orientation.   

These include Engino, a multi-awarded three-dimensional educational construction toy for 

children and adults, now employing about twenty people; Funifi has created an online platform 

used to motivate children to complete their chores, fostering their responsibility and 

independence; Covve, an online application that reinvents the professional address book.   

It is useful to investigate the members of such start-ups, in order to identify what roles are played and 

how they come together successfully as a whole.  

Some practical exercises have been included above. They include a ‘hidden’ role playing exercise 

where participants are asked to do an exercise (e.g. rank certain things) while in reality the coach 

was looking to see which roles were ‘taken’, subconsciously (or not) by each participant. In order 

for this to work, ad hoc teams must be assembled by the instructor. Each team can consist of 

from 3 to 7 members. If there is limited time, only do this exercise! (Slide 19)  

LESSONS LEARNED  

http://www.businessnewsdaily.com/6265-tech-startup-challenges.html#sthash.J8NViMRz.dpuf
http://www.businessnewsdaily.com/6265-tech-startup-challenges.html#sthash.J8NViMRz.dpuf
http://www.businessnewsdaily.com/6265-tech-startup-challenges.html#sthash.J8NViMRz.dpuf
http://www.businessnewsdaily.com/6265-tech-startup-challenges.html#sthash.J8NViMRz.dpuf
http://www.businessnewsdaily.com/6265-tech-startup-challenges.html#sthash.J8NViMRz.dpuf
http://www.businessnewsdaily.com/6265-tech-startup-challenges.html#sthash.J8NViMRz.dpuf
http://www.businessnewsdaily.com/6265-tech-startup-challenges.html#sthash.J8NViMRz.dpuf
http://www.businessnewsdaily.com/6265-tech-startup-challenges.html#sthash.J8NViMRz.dpuf
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Why are teams important?  

Why and how do some teams become peak performing ones?  

What are typical roles and attributes which are necessary in start-ups?  

  

  

BIBLIOGRAPHY AND WEB REFERENCES  

Garfield C. Trilogy "Peak Performance" trilogy: Peak Performers (1987, William Morrow 

Paperbacks); Team Management, and Second to None. Relevant interview at 

https://net.educause.edu/ir/library/html/erm/erm99/erm9958.html  

Leavitt J. H., Lipman-Blumen J., (1995), Innovation Hot Groups, Harvard Business Review, July- 

August. See https://hbr.org/1995/07/hot-groups  

Greechan J., (2015-02-18) ‘Where do you Fit in? A Founder’s Guide to Startup Roles’ at 

https://fi.co/posts/6101  

Zwilling M.(2015-07-21) ‘8 Team Member Types Challenge Every Startup Leader’, Forbes at 

http://www.forbes.com/sites/martinzwilling/2015/07/21/8-team-member-types-

challengeevery-startup-leader/  

COMPLEMENTARY ACTIVITIES  

The activities below should not be considered an exhaustive list. These type of activities not only 

enrich a training program, they also contribute to enthusiasm, harder work and better learning, 

so they should be encouraged by all trainers.  

  

• Exercise on ‘role playing’, (as described above) with a hidden agenda: participants focus, in 

groups, on another important task. E.g. A ranking the importance of a list of jobs to be carried 

out by start-up organisations. The ‘hidden’ agenda is to see which roles are ‘grabbed’ by the 

participants (e.g. spokesperson, leader, passive member, etc.). Then, to discuss them and 

their line of thinking and decision making in fitting in certain roles.  

• Video ‘Tom Wujec: Build a tower, build a team’ (2010), TED  TALKS, at 

https://www.youtube.com/watch?v=H0_yKBitO8M  

  

If time permits, deal with some typical team problems. Discuss and find solutions  

• Wrong choices of roles or not distributed well enough to cover necessary roles  

https://net.educause.edu/ir/library/html/erm/erm99/erm9958.html
https://net.educause.edu/ir/library/html/erm/erm99/erm9958.html
https://hbr.org/1995/07/hot-groups
https://hbr.org/1995/07/hot-groups
https://hbr.org/1995/07/hot-groups
https://hbr.org/1995/07/hot-groups
https://fi.co/posts/6101
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No clear goals  

Team does not reach maturity  

Team consensus  

• Insufficient information and authorisation  

• Political team •  Survival team •  ‘Groupthink’.   

  

AUTHORS  

Elmos Konis  

  Learning Unit [PART 3: MOTIVATION LU3]  

AIMS AND OBJECTIVES  

This Learning Unit presents another stepping stone of a start-up and of an entrepreneur. For the 

STEM category of audience it is of upmost importance to be able to stay motivated and motivate 

others all through the business stages. The aim is to ‘stay on the wave’ and selfmotivate yourself 

in order to achieve growth.   

In this Unit we include:  

Objectives   

• Understand several theories at the base of motivation in business  

• Apply motivation techniques through roleplay simulation  

  

INTRODUCTION  

Course Overview  

The Part 3 starts with a 3.36 mi video that stimulates the believe that the path of taking up and 

working on a business idea or any dream is achievable and doable.  

From then on a set of motivation theories applicable to STEM participants are exposed to, and 

then a choice of a game or exercise is suggested.  

KEY CONTENTS   

Regarding the Theories for motivation, the key contents of the Learning Unit are:   

1. Key Elements:  
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Intensity: how hard a person tries  

Direction: toward beneficial goal  

Persistence: how long a person tries  

  

2. Reinforcement Theory  

The assumption that behavior is a function of its consequences. (Slide 21)  

3. Job Design Theory - Job Characteristics Model (Slide 22)  

Identifies five job characteristics and their relationship to personal and work outcomes, and 

motivation  

  

Increases in these psychological states result in increased : motivation, performance, and job 

satisfaction.  

• Skill Variety: The degree to which a job requires a variety of different activities.  

• Task Identity: The degree to which the job requires completion of a whole and 

identifiable piece of work.  

• Task Significance: The degree to which the job has a substantial impact on the lives or 

work of other people.  

• Autonomy: The degree to which the job provides substantial freedom and discretion to 

the individual in scheduling the work and in determining the procedures to be used in 

carrying it out.  

• Feedback: The degree to which carrying out the work activities required by a job results 

in the individual obtaining direct and clear information about the effectiveness of his or 

her performance.  

  

4. Equity Theory  

Individuals compare their job inputs and outcomes with those of others and then respond to 

eliminate any inequities. (Slide 23)  
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5. Expectancy Theory  (Victor Vroom) and relationships (Slide 24)  

The strength of a tendency to act in a certain way depends on the strength of an expectation 

that the act will be followed by a given outcome and on the attractiveness of that outcome 

to the individual.  

Effort–Performance Relationship  

The probability that exerting a given amount of effort will lead to performance.  

Performance–Reward Relationship  

The belief that performing at a particular level will lead to the attainment of a desired outcome.  

Rewards–Personal Goals Relationship  

The degree to which organizational rewards satisfy an individual’s goals or needs and the attractiveness 

of potential rewards for the individual  

  

6. How to motivate your sales staff? (Slide 25)  

  

Consider these strategies to fire up your sales force:  

 Make commission a driving force.   

 Build winning teams.   

 Build in peer pressure.   

 Get the whole company behind the sale  
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 Find out what motivates.   

 Keep it frequent.   

See more at:   

http://www.success.com/article/how-to-motivate-your-sales-staff#sthash.dphCaHzW.dpuf  

  

Exercise on Motivation (Slide 26)  

  

A Role Playing Game: (average time: up to 15 min/ game)  

Select the role playing game for your team to build motivation: 

http://www.businessballs.com/roleplayinggames.htm   or  

Select an exercise on increasing motivation:  

http://www.refreshleadership.com/index.php/2012/08/quick-games-engage-employeeswork/  

CASE STUDIES AND PRACTICAL EXERCISES  

EXERCISES    

On the Motivation area there are two exercises at choice for the trainer, who can attempt only one:  

Exercise 1  

Please use the rules of role playing from here share this with the trainees:  

 http://www.businessballs.com/roleplayinggames.htm  

Focus then on the objectives:  

• Be very clear about what you want people to get out of the role playing experience. Muddy 

thinking at the outset will result in muddy outcomes. Clear thinking and role play preparation 

result in clear outcomes.  

• Are you assessing skills or are you developing them? If you are assessing people, they need 

to know the competency level expected of them and the brief needs to have measurable 

outcomes. People also need to trust that the role play will have the same level of challenge 

for them and their peers. So, don't put people through an assessment role play until you 

know they have reached a certain standard (through development activities and role plays).  

http://www.businessballs.com/roleplayinggames.htm
http://www.businessballs.com/roleplayinggames.htm
http://www.businessballs.com/roleplayinggames.htm
http://www.refreshleadership.com/index.php/2012/08/quick-games-engage-employees-work/
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http://www.refreshleadership.com/index.php/2012/08/quick-games-engage-employees-work/
http://www.refreshleadership.com/index.php/2012/08/quick-games-engage-employees-work/
http://www.refreshleadership.com/index.php/2012/08/quick-games-engage-employees-work/
http://www.refreshleadership.com/index.php/2012/08/quick-games-engage-employees-work/
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This publication [communication] reflects the views only of the author, and the Commission cannot be held responsible for any use 

which may be made of the information contained therein.  

• Are you giving everyone the same level of challenge, or are you flexing according to the level 

of skill demonstrated by each individual? The former is more recommended for assessment, 

the latter for development.  

ROLE PLAY CASE: A role play could be to offer everyone a particular role in a company which has 

to sell a product very quickly, one part of the group can be the company (with a general 

manager (who must keep motivation high), other members can be a salesperson, a finance 

person and an operations/production manager), another the potential investors (2 to 3 

people).All participants must prior to the game read the theories and use them in this context.  

• First the company group will present their product from each perspective,( all in 5 minutes)  

• Secondly, the investors will come with very harsh and inquisitive 3 questions about the 

product/ sales/market or finances (at the company group choice).  

• Thirdly, the company group will respond after a motivation session of 5 minutes done either 

in group or by the general manager.  

• Fourthly, the investor decides if they invest or not.  

Exercise 2  

Select an exercise on increasing motivation:  

Salt and Pepper exercise  

• This activity is fun, excellent for energizing your team, and also great as a get-to-knowone 

another exercise. It doesn’t take up a lot of time and requires a few simple materials like a 

pen, tape, and small sheets of paper. Recommended group size can range from 6-40 people.  

• A sheet of paper for every person.  

• As manager, come up with pairs of things such as, salt and pepper, yin and yang, shadow and 

light, peanut butter and jelly, Mickey and Minnie mouse, male and female, and so forth.  

• Separate the pairs and write only one of them per piece of paper. (Salt on one paper, pepper 

on a completely different paper).  

• Tape one paper on the back of each person, making sure they can’t see it.  

• When you say go, everyone must walk around asking yes or no questions in order to find out 

what word they have taped to their backs.  

• Once they figure that out, they’ll be able to find their other pair. The two will sit down and 

learn three to five interesting facts about one another.  

• Optional step: have the pairs introduce their partners and the interesting facts they learned 

about them.  
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• This exercise will encourage communication and creativity among the participants. Learning 

how to ask the right questions will be a challenge. It will also encourage teamwork as 

interacting with the other team members is necessary.  

• Source: http://www.refreshleadership.com/index.php/2012/08/quick-games-

engageemployees-work/  

LESSONS LEARNED  

We seek to answer questions such as:  

• Which are the theories at the base of motivation?  

• How can you motivate your team in difficult situations?  

BIBLIOGRAPHY AND WEB REFERENCES  

Organizational Behavior (13th Edition) by Stephen P. Robbins and Timothy A. Judge (2014)  

Organizational Behavior: Key Concepts, Skills & Best Practices by Angelo Kinicki and Robert Kreitner (2008)  

The Ropes to Skip and the Ropes to Know: Studies in Organizational Behavior by R. Richard Ritti and 

Steven Levyz (2006)  

COMPLEMENTARY ACTIVITIES  

Additional activities include watching videos and discussing the content:  

VIDEOS   

3.36 min video on motivation:  https://www.youtube.com/watch?v=8NxDO6fA5rU   

SUGGESTED READING ARTICLES:  

What Motivates an Entrepreneur? : https://www.marsdd.com/news-and-insights/whatmotivates-an-

entrepreneur-hint-its-not-money/ http://www.inc.com/adam-fridman/7-ways-entrepreneurs-stay-

motivated.html  

http://www.yourarticlelibrary.com/entrepreneurship/motivationentrepreneurship/entrepreneurial-

motivating-factors-internal-and-external-factors/40682/  

http://www.forbes.com/sites/drewhendricks/2015/01/02/5-ways-entrepreneurs-can-staymotivated-

every-day/#10c46c1c292c   

AUTHORS  

Simona Mihai-Yiannaki  
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Module 4: Development and Commercialization   
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AIMS AND OBJECTIVES  

To understand how to transform the idea into business, following a sequential process of stages;  Get 

confident with the meaning of immaterial asset  

INTRODUCTION  

This LU is related with the development and commercialization process. At this phase the potential 

entrepreneur should leave the laboratory (after minimum viable product testing, prototyping and pivot 

or persevere – LU5) and go to the market in order to test the customers. This process includes several 

stages as the idea, the concept, the product development, the test marketing and the commercialization 

stage in which it is necessary to choose the best strategy to enter in the market given the contextual 

factors. The ponderation of the decisions involved in all these phases will dictate the success of the 

innovative business idea.  

KEY CONTENTS   

• New product development process  

• Commercialization strategy  

This lesson about 1. NEW PRODUCT DEVELOPMENT PROCESS will provide participants with knowledge 

on product planning and development process. This aim will be achieved, firstly, with the establishment 

of evaluation criteria. Criteria should be established at each stage of the product planning and 

development process, and should be all-inclusive and quantitative in nature. The idea should be evaluated 

in terms of market opportunity, competition, market system, financial factors and production factors.  

The innovation strategy requires the definition of management priorities for new product opportunities. 

This strategy includes: setting specific new product objectives; communication of the role of new products 

throughout the organization; definition of areas of strategic focus, such as the product scope, markets 

and technologies; and inclusion of longer term discontinuous projects in the portfolio along with 

incremental projects.  

Organizations have to create responsibility for new product planning through the coordination of new 

product activities by a high-level general manager; the inter-functional coordination by a team of new 

product planning representatives; the creation of a project task force responsible for new product 

planning; the designation of a new products manager to coordinate planning between departments; the 

formation of matrix structure for the integration new product planning with business functions; and the 

creation of a permanent design center.  

New product planning process starts from the customer needs analysis, going through idea generation, 

screening and evaluation, business analysis, product development, marketing strategy development 
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(which should by highly evolved in the product development). In turn, both marketing strategy 

development and product development teams should provide the testing that will ground 

commercialization. Evaluation assumes an important role in all the following stages of product 

development:  

• Idea stage (including idea and evaluation)  

• Concept stage (including laboratory development and evaluation)  

• Product development stage (including pilot production and evaluation)  

• Test marketing stage (including semi commercial plan trials and evaluation)  

• Commercialization stage (including the product life cycle: introduction, growth, maturity and 

decline).  

In the idea stage, promising ideas should be identified and impractical ideas should be eliminated. 

Whereas evaluation method should be made through systematic market evaluation checklist. Both 

identification and evaluation are necessary in order to determine the need for the new idea, as well as its 

value in the company.  

In turn, idea search should include considerations on the following questions:  

• Is the idea targeted or open-ended?  

• How extensive and aggressive is the idea?  

• How can new ideas be obtained from customers?  

• What specific sources are the best for generation a regular flow of product ideas?  

• What will responsibility for the new product ideas search be places?  

• What are the potential threats from alternative (or disruptive) technologies?  

This lesson also provides methods of generating ideas such as national policy, creative methods, linking 

marketing and technology, facilitating lead user analysis, exploratory customer studies, technological 

innovation, direct search and alliances/acquisition/licensing.   

In the concept stage, a refined idea should be tested in order to determine consumer acceptance which 

can be measured through the conversational interview method. Those tests aim at verifying claims, 

identify use situations, get ideas from improvement and understand if the idea has the required 

attributes.  

In the product planning and development process, the consumer reaction to the product/ service will be 

determined. In this sense, a product sample will be given to a consumer panel. In turn, the preference will 

be determined through methods such as multiple brand comparisons, or risk analysis. The development 

of the new product includes product design, packaging design and decisions on how to make or purchase 
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product components. Whereas the process of development should include product specifications, 

industrial design, use tests, prototyping and process development.   

The test marketing stage increases certainty of successful commercialization, while actual sales reflect 

consumer acceptance. The test should be focused on assessing customer’s articulated and unarticulated 

needs. That is to say that marketing tests should focus less on technology and more on customer value in 

order to identify the key market segments. However, the tests can only be focused on customers if it 

knows who the customers are.   

The lesson about 2. COMMERCIALIZATION STRATEGY provides knowledge on how to respond to these 

questions in order create a more consistent marketing strategy and a practical exercise about the 

minimum viable product.  

In the end of the lesson, participants will have acquired important knowledge on product development, 

and useful tools to enroll in the development process themselves.   

The commercialization process is the cycle of introducing a new product into the market. The launching 

is the final stage of new product development. Most money will be spent for promotion, communication 

and other marketing efforts. At this stage, three main questions should be answered: When (decide on 

the introduction time); Where (where to launch the products); and Whom (primary target identified 

earlier by research and test marketing). Next the marketing mix is developed. It includes several aspects 

aiming the creation of awareness and customer loyalty and serves as guideline when implementing the 

several P’s. This step is followed by the design of the product pre-launch planning and preparation; the 

budgeting; and the managing the product launch and post-launch management. At this point it is 

necessary to “remember” attendants that they have to sell the product. Thus some tips about “how to 

sell your product /service” are provided.  

This lesson will provide participants with knowledge on commercialization strategy, whose crucial 

element is whether it competes or cooperates with established firms. The differences in the 

commercialization environment faced by start-up innovators create the different competitive dynamics 

in high-technology sectors. In turn, intellectual property regime and established firm ownership over 

complementary assets (e.g. manufacturing expertise, distribution channels) assume key roles in the 

commercialization environment. This is to say that the availability of formal intellectual property, together 

with the expertise in regulation and distribution result in an effective commercialization strategy.  

However, choosing the commercialization strategy is not always easy. Firstly, the firm should evaluate the 

relative cost and profitability of pioneering a new value chain compared to leveraging an established value 

chain. Secondly, the innovator assesses its ability to control the fundamental knowledge after the 

established firm becomes aware of the new technology.   
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An effective commercialization strategy depends on the interaction between the level of control over 

complementary assents and the knowledge embedded in innovation. This lesson provides the framework 

onto which a commercialization strategy can be built upon, highlighting four potential cases: the 

attacker’s advantage; reputation-based ideas trading; Greenfield competition, and the “ideas” factory.    

The attackers’ advantage exists when competitive commercialization doesn’t require duplicative 

investment by the start-up. The technology can be easily imitated once the market leader recognized the 

nascent threat.   

Whereas reputation-based ideas trading happens when there’s a potential for gain through the market 

for ideas. That is when the disclosure problem is severe but incumbents possess critical complementary 

assets. However, a contracting solution is difficult to achieve. A market leader can encourage start-up 

innovation in the environment market by committing to avoid the temptation of expropriation. In this 

sense, the key to commitment is reputation, which can only be acquired when the market leader is 

offering a fair return to investors.  

In turn, the Greenfield Competition is a favorable position for the start-up innovator, since returns on the 

product market will be high (imitation is difficult), but potential market power offers substantial 

bargaining power with potential partners. In this environment, start-up innovators face tremendous 

opportunities. However, it’s important to note that such favorable environment is often the exception 

and not the norm.   

Finally, the “ideas” factory exists when the start-up innovator needs to undertake duplicative investments 

to complete with the market leader. Technological leaders are focusing on research and 

commercialization through reinforcing partnerships with more downstream player and, in this 

environment, the key determinant of the return on innovation will be the degree of bargaining power 

controlled by the start-up innovator.   

In the end of the lesson, participants will have acquired important knowledge commercialization strategy 

and be provided with an useful framework which can be used in the development their own 

commercialization strategy.   

CASE STUDIES AND PRACTICAL EXERCISES  

CASE STUDY  

Attocube Systems   

After the students have read the case study, a discussion should be commenced on the current state of 

the company. Particular focus should be given to the balance between positive and negative aspects.   

The following question can be used to begin this discussion:  
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1. Give your opinion of the successes and failures of Attocube systems.  

2. How has Attocube systems benefited from its deliberate pathway of internationalisation, and what 

disadvantages do you generally associate with this kind of strategy?  

3. Which opportunities for growth are at the disposal of Attocube systems?  

EXERCISES  

Exercise 1   

This exercise can be used to illustrate the constraints on business/commercialization. Additionally, nature 

can serve as the inspiration or source of ideas for innovations.  

It starts with instructor asking students to write the name of a flower for each letter of the alphabet. Or, 

instead of flowers, the students could use trees, birds, or any animals. The exercise is equally effective 

with plants or animals or a combination of each.   

Discussion can be based on this point - there are products related to nature that cannot be sold or that 

cannot be shipped to certain places. In the context of nature, there are restrictions on the sale of animals, 

particularly exotic animals, and bans on trafficking in endangered species. There are restrictions simply 

on transporting plant material into some states because of the pests that may bring with them. Regarding 

innovations, nature be a source of new ideas as is the case of the Crabster that is a robot of the size of a 

car that was designed to explore the ocean floor using the same type of movements as real crabs.  

Exercise 2 - The exercise can be presented at the beginning of the module, i.e., the slide 3 presents the 

components of creativity and this exercise is an exercise on creativity: the participants are invited to write 

the name of a flower for each letter of the alphabet.  

  

Instructions for students: This exercise is based on nature. Students have to write the name of a flower 

for each letter of the alphabet. Or, instead of flowers, the students could use trees, birds, or any animals. 

The exercise is equally effective with plants or animals or a combination of each.   

Teaching note: When the time for working on this exercise has ended, the instructor can ask students to 

call out the items they have listed for letters. The class can go through the entire alphabet, or the 

instructor can call out select letters and find out how many different items can be listed for each. Students 

often find it interesting to know what items have been identified for less commonly used letters such as 

Q, X, or Z.   

This exercise can be used to illustrate the constraints on business/commercialization arising from 

regulations and the need to be aware of regulations as entrepreneurs manage the risk of their business 
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and estimate the size of their market. There are products related to nature that cannot be sold or that 

cannot be shipped to certain places. In the context of nature, there are restrictions on the sale of animals, 

particularly exotic animals, and bans on trafficking in endangered species. There are restrictions simply 

on transporting plant material into some states because of the pests that may bring with them.   

Students may offer many interesting examples of their own (e.g. if they have ever tried to cross a state or 

national border with fruit or been) and relate it with their business.  

Nature can serve as the inspiration or source of ideas for innovations. For example, the Crabster is a robot 

the size of a car that was designed to explore the ocean floor using the same type of movements as real 

crabs. The Crabster participated during the search and recovery efforts following the South Korean ferry 

wreck that occurred in April 2014. Robots and drones are being built to protect valuable caches of 

resources.  

(Authors: University of Beira Interior based on Green, K. (2014), Creative-thinking exercises for 

entrepreneurship class. Journal of Business Cases and Applications, 12, 1-10.)  

LESSONS LEARNED  

• Identification of sources of ideas for new ventures.  

• List a set of new ideas and develop the most viable following the development of new product 

process.  

• Identify how several approaches can be used to enter in the market. BIBLIOGRAPHY AND WEB 

REFERENCES  

Books:  

Hisrich, R., Peters, M. and Shepherd, D. (2010). Entrepreneurship, 8th Ed. McGraw-Hill.  

Katz, J. and Green, R. (2011). Entrepreneurial Small Business, 3rd Ed., McGraw-Hill.   

Mariotti, S. and Glackin, C. (2010). Entrepreneurship, 2nd Ed., Prentice-Hall.  

Websites:  

European Entrepreneurship Case Study Resource Centre - http://www.eecsrc.eu/. 

The Lean Start-up Approach  http://theleanstartup.com/principles.  

http://entrepreneurship.org/Founders-School/The-Lean-Approach/The-Lean-Method.aspx  

http://www.google.com/url?q=http%3A%2F%2Fwww.eecsrc.eu%2F&sa=D&sntz=1&usg=AFQjCNHAW8stOUxE5Kt5pQ_MhYMNjVuRcQ
http://www.google.com/url?q=http%3A%2F%2Fwww.eecsrc.eu%2F&sa=D&sntz=1&usg=AFQjCNHAW8stOUxE5Kt5pQ_MhYMNjVuRcQ
http://www.google.com/url?q=http%3A%2F%2Fwww.eecsrc.eu%2F&sa=D&sntz=1&usg=AFQjCNHAW8stOUxE5Kt5pQ_MhYMNjVuRcQ
http://theleanstartup.com/principles
http://theleanstartup.com/principles
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COMPLEMENTARY ACTIVITIES  

Consult the website of STARTUPSTASH (http://startupstash.com/). This is curated directory of resources 

and tools to help entrepreneurs to build their own start-up.  

AUTHORS  

Arminda do Paço (apaco@ubi.pt), João Ferreira (jjmf@ubi.pt), Mário Raposo (mraposo@ubi.pt) and Joana 

Vaz (joanavaz@ubi.pt). University of Beira Interior.   

CASE STUDY  

Attocube Systems   

It presents an example of a spinoff from the University of Munich and it proposes the reading of the case 

study and then a discussion in which the participants should answer 3 questions. The following 

questions can be used to begin this discussion:  

1- to give the opinion about the successes and failures of the company,  

2- to indicate the benefits and disadvantages of the type of internationalization strategy that the 

company has defined,  

3- to identify the company's growth opportunities.  

This can be discussed before the CASE STUDY of E-WAITER (slide 52)  

Introduction  

“Small is beautiful” – That’s the fascination of nano positioning, the art and science of precise movement 

and positioning down to a fraction of a micrometer. It’s this challenge that the Munich company Attocube 

systems took on, a company which inside of just seven years has gone from being a spin-off of a research 

institution to a firmly-established, sought-after B2B partner. This case study will describe the pathway and 

hurdles that had to be overcome on this journey. In addition, the strategy the company is applying for 

further growth – i.e. strategic cooperation – will provide insight into the future challenges awaiting them.  

Development  

Attocube Systems was founded as a spinoff of the CeNS (Center for NanoScience) at the Ludwig 

Maximilian University of Munich. In seven years, it became a world renowned partner for top scientific 

laboratories. Their breakthrough innovation was a patented actuator for precise positioning in the nano 

realm, it ‘pushes-the-envelope’ with regard to what is physically and technologically possible at 

temperatures of minus 270° C, in an absolute vacuum among powerful magnetic fields. These actuators 

and microscopic systems provide a precision and stability that is achieved by no other existing technology 
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today, and are accumulating a market leadership in the fields of semiconductors, biotech, life sciences, 

telecommunications, and air and space travel. A number of innovative industries are applying this 

‘enabling technology’ to expand their own opportunities in, for example, sensory and microscopic 

technologies.  

Such interdisciplinary technology is opening, and taking over, markets that will begin to see growth in the 

coming years. By 2007, the company had 25 employees and a turnover of around €4.5 million. It won the 

Bavarian Innovation Award in 2006, was a finalist for the German Economy Innovation Award in 2007, 

and won the German Start-up Award in 2008.  

Attocube systems divides the market for its positioning systems into the segments “Research and 

development (R&D)” and “Industrial clients”. Attocube systems will first serve the R&D low temperature 

scanning probe microscopic market. Here, the company aims to use its competitive head start to make as 

many inroads as possible. The medium- to long-term plan is to transfer existing knowledge to additional 

technology as a means to also offer room temperature measurement instruments. The market focusing 

on low temperature, ultra-high vacuums, or systems able to operate in strong magnetic fields (an 

important market for Attocube systems) comprised only 10% of the overall market. It was therefore 

estimated at about €40 million for the year 2006. The potential customers of Attocube systems include 

the high-tech industries of semiconductors, bio- and nanotechnology, as well as telecommunications.  

Based on the competition’s turnover numbers in this sector, Attocube systems estimates the worldwide 

total market of micro and nano positioning systems to have been €300 million for the year 2001. For 

market entry into the industrial market, Attocube systems is focusing on the OEM supply of the industrial 

microscope systems of other manufacturers, sold together with the nano positioners made by Attocube 

systems. Around one-fifth of the total micro and nano positioning systems market (€300 million in 2001) 

will be focused on with Attocube system’s specialisation in the OEM and optoelectronics segments.  

The internationally operating competition can basically be divided into two types of companies:  

Laboratory suppliers, with a wide palette of products, and specialty suppliers for positioning systems. The 

former includes suppliers that offer positioning systems as only a part of their wide portfolio in the field 

of optics. These fast-growing companies concentrate on the development and delivery of optical systems 

in the fields of IT and communication as well as industrial manufacturing. The most important companies 

here are Silos AG (€78 million turnover in 2000) and Aircraft ($253 million turnover in 2000). The 

positioning technologies offered by both of these companies is based exclusively upon traditional 

technology and combinations, leading to complex, bulky, expensive machines. This is a clear disadvantage 

when compared to products sold by Attocube systems. The second type of operation is comprised of 

companies that primarily concentrate on micro positioning, nano positioning, nano automation, and piezo 

technology.  
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Kinsley Instruments, Inc. ($20.5 million turnover in 2000) appears to be the number one competitor from 

a technology standpoint. Its actuators deliver almost the same performance at room temperature as 

those sold by Attocube systems. However, at a price of €30,000, Kinsley’s products are twice the cost, and 

their low amount of flexibility is also another advantage of Attocube systems when it comes to these kinds 

of industrial system solutions. Omicron’s Nanotechnology turnover (€25 million in 1999) comes primarily 

from scanning probe microscopes and electron spectroscopes. Omicron made contact with Attocube 

systems in 2002. An extensive agreement from that point on was in place allowing Omicron to market 

and sell worldwide the systems from Attocube systems that work under vacuum conditions. Both 

companies also began cooperatively developing and selling microscopic systems that operate under 

vacuum conditions. Furthermore, some of Omicron’s own products were replaced by products from the 

Attocube systems product range. This activity resulted in Omicron achieving in 2004 hundreds of 

thousands in turnover. Further competitors: Grosskopf Nano (highprecision micro and nano positioning 

systems), Technologische Geräte (TG) GmbH (€17 million turnover in 1999) and Kingstown Ltd (1999 

turnover of $9 million) (which both have very similar product palettes). Nearly all of the competition 

enjoys a double-digit rate of turnover growth. New markets will require new suppliers of precision 

positioning units. These companies will have to differentiate themselves from the competition through 

innovative technologies, meeting the specific needs of customers, offering a wide range of service, and 

having a low cost of ownership. With the technological know-how of the founders, its product quality and 

flexible product design, as well as its clear technological advantages, Attocube systems is more than ready 

for this challenge. It is set to make its mark and excel among its existing competitors. Its market entry 

faces no real threat in the form of price decreases by the competition. The complexity of these kinds of 

systems simply doesn’t allow enough leeway for this kind of pricing approach.  

Teaching note and questions for discussion  

After the students have read the case study, a discussion should be commenced on the current state of 

Attocube systems. Particular focus should be given to the balance between positive and negative aspects.   

The following question can be used to begin this discussion:  

1. Give your opinion of the successes and failures of Attocube systems.  

2. How has Attocube systems benefited from its deliberate pathway of internationalisation, and what 

disadvantages do you generally associate with this kind of strategy?  

3. Which opportunities for growth are at the disposal of Attocube systems?  

Authors  

Christine Vallaster and Sascha Kraus. Retrived from European Entrepreneurship Case Study Resource 

Centre - http://www.eecsrc.eu/. Adapted by University of Beira Interior.  

http://www.google.com/url?q=http%3A%2F%2Fwww.eecsrc.eu%2F&sa=D&sntz=1&usg=AFQjCNHAW8stOUxE5Kt5pQ_MhYMNjVuRcQ
http://www.google.com/url?q=http%3A%2F%2Fwww.eecsrc.eu%2F&sa=D&sntz=1&usg=AFQjCNHAW8stOUxE5Kt5pQ_MhYMNjVuRcQ
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CASE STUDY  

THE COMPANY – INKLUSION ENTERTAINMENT   

COUNTRY: Portugal CITY: 

Covilhã  

inKlusion Entretainment is a young company, created in 2013, by 2 young graduated students in Computer 

Sciences, from the University of Beira Interior.  

The company’s activity is focused on the development of software, in particular, multimedia apps such as 

video-games, mobile apps and websites.  

Currently, it employees 4 people, with different expertise’s, that find in their differences and 

complementarities an additional strength for the company.   

Find more at www.inklusion-entertainment.com   

THE ENTREPRENEURS  

 The company was created by João Dias and André Barbosa, both entrepreneurs with master degree in 

Computer Sciences and, currently, PhD students in Computer Engineering.   

 Before the creation of the company, João Dias, interviewed entrepreneur, had some previous work 

experience as trainer at AFTEBI, local technical school, and at University of Beira Interior.   

THE ENTREPRENEURIAL EXPERIENCE  

Becoming an Entrepreneur  

During our Master course we had an Entrepreneurship subject, where we had a first approach to 

concepts related with business creation, which raised some curiosity on us. Later, we participated in the 

national Microsoft Imagine Cup competition and we were selected for the international competition in 

Sydney. We were the first Portuguese team in the international competition for the “Games” category, 

and we got the 7th place in about 500 participants. At this point we started to think that if we had made 

it this far, then, maybe, this thing that we love to do is valuable and, maybe, we could do a living with this! 

Maybe, we have, here, an opportunity to create a business with value for clients.  

At first, all procedures and bureaucracy related with the formal creation of the company and the 

establishment of the business, such as dealing with banks and accounts services, seem just too 

complicated and hard to deal with, but, with the help of family and friends with knowledge in business 

management we were able to go through all these obstacles.    

http://www.inklusion-entertainment.com/
http://www.inklusion-entertainment.com/
http://www.inklusion-entertainment.com/
http://www.inklusion-entertainment.com/
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Someone should have told me that…  

… Our time wouldn’t be exclusively dedicated to do what we do the best – to programme and work with 

computers. During our degree, we were prepared and taught to programme and to deal with everything 

related with computers. But, nowadays, that’s about 25% of what we do, the remaining time is dedicated 

to company’s management tasks, such as working the market and managing relations with our clients, 

dealing with banks and account services, and so on.  

Overcoming Obstacles and Managing Doubts  

Out of everything, our biggest obstacle was the definition of who we were as a company. We knew what 

we were doing, as product development, but each time we were presenting our company to a client the 

company was something different, the value we were offering to the client was something different! At 

this point we needed to sit all together and decide the message we wanted to deliver, to define how we 

were presenting our added value to the client.  

This was also a breaking point for the team we were. We started this journey as 3 friends with a common 

hobby and joy for something, but 2 of us had the same vision for the future of the company, and the 3rd 

element had a completely different vision of our path to follow. Only 2 of us follow up with the creation 

of inKlusion Entertainment.  

This does not mean, at all, that the 2 of us are similar. It’s exactly the opposite. Each member of our team 

is completely different from the other, but we match and complement each other in our skills, 

personalities, strengths and weaknesses. And this is part of our advantage!     

Many doubts arise during our journey! Our network of friend and family was very important to help us 

with our doubts. We have some relatives with knowledge in business management that gave us a precious 

help.  

An advantage that is also a disadvantage  

The biggest advantage of being an entrepreneur is to be allowed to do just what we love to do. We do 

not “work”, we are constantly doing our most interesting hobby! This allow us to work for hours, days, 

weeks, months without feeling the weight and pressure of time!  

And with this comes the biggest disadvantage. We lack time to spend with our family, friends and 

girlfriends. The time for our personal lives is the most affected. André is from out of Covilhã and, 

sometimes, he spends weeks without visiting his family!  
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Advices from who knows  

When you decide to become an entrepreneur and create your own company, be very sure that you really 

want to do this. Get very well prepared – you and your business! Otherwise, in short time you’ll be giving 

up!  

The future, challenges and expectations  

We are dreamers and we are ready to all challenges! We want to go far and we are very excited with 

everything that is still yet to come!  

How entrepreneurship learning programmes influenced the process  

Alongside with the Master Degree subject on Entrepreneurship, we have also participated in the 

University CEBT Programme (Technology Based Entrepreneurship Course). The experience and 

testimonies shared by the several trainers of the programme, in particular the experience with failure 

of companies, was very important for us. We have learned a lot with the mistakes they have done and 

we know that, without this shared experience, we would have done those same mistakes. It was a very 

important lesson learned!  

We think that more learning contents on the management of the company would have been profitable 

for us, things such as the preparation of budgets and proposals for customers. At first, for us, to prepare 

a budget was just about the value of our work. Then, we stated that we needed to consider the company’s 

cost structure when we were preparing this kind of proposals.  

Funding the dream  

We have decided, from the beginning, that we were not interested on basing the life of our company in 

funding programmes. We wanted to do it, first, on our own and based on our talent. We are aware that 

this was made possible because, in the early phase of the company’s, we had the opportunity to work 

with a big client.  

In spite of this, we do not put aside the possibility to work with Horizon 2020, for projects that we will 

develop with or without this type of funding. We are aware of the opportunities but we are not going to 

base the development of projects on the condition of having approved projects for H2020 funding.  

THE COMPANY – LAB FIT   

COUNTRY: Portugal  

CITY: Covilhã  
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LabFit – HPRD Health Products Research and Development, Lda is a spin-off company, from UBI – 

University of Beira Interior, created in 2012, by 2 pharmaceutical researchers from UBI Research Centre 

of Health Sciences (CICS-UBI).  

The company main activity is dedicated to R&D services, quality control and characterisation of 

biomaterials and pharmaceutical products, such as medical devices, medicines and cosmetics.  

Currently, is incubated at UBIMedical, and employs 8 specialized technicians from the fields of 

biochemistry and pharmaceutics.    

Find more at www.labfit.pt   

THE ENTREPRENEURS  

The company was created by 2 entrepreneurs, Ana Palmeira de Oliveira and Rita Palmeira de Oliveira, 

both with PhD graduation in the field of Pharmaceutical sciences.  

Before the creation of the company, both entrepreneurs had professional experience, one working at a 

community pharmacy and the other at a hospital pharmacy.  

 THE ENTREPRENEURIAL EXPERIENCE  

Becoming an Entrepreneur  

The motivation to become entrepreneurs was a result both from our previous experience with R&D 

activities in the field of pharmaceutics and the opportunity to implement knowledge transference with 

value to the market.  

Someone should have told me that…  

There were a lot of things we didn’t knew when we started our business but none of crucial importance 

for the kick-off of the business. These have shown to be crucial throughout this experience.  

Overcoming Obstacles and Managing Doubts  

The biggest obstacle in the process of creating our company was the lack of experience and knowledge 

in management and working with financing programmes to support the company. To overcome this 

obstacle, we did a lot of research for information and attended meetings on the subjects, in order to 

gather information. We ask questions to people who knew and made a lot of Internet research.  

Currently, one of us (Ana) is considering attending a post-graduation in management.  

http://www.labfit.pt/
http://www.labfit.pt/
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An advantage and a disadvantage  

The biggest advantage of owning our company is the possibility to work in what you love to do!   

On the other hand the main disadvantage is that, as owners of a business, you are constantly submitted 

to stress.  

Advices from who knows  

If you have a good idea – better several good ideas than just one – make your plan and go ahead! Be 

prepared because this is an excellent experience but a lonely road.  

The future, challenges and expectations  

We feel challenged and excited with all the things we have to achieve and we planned for the future.  

How entrepreneurship learning programmes influenced the process  

We didn’t have the chance to participate in previous entrepreneurship learning programmes but we 

would like to have participated. We would like to have learned more about managing a business.  

  

THE COMPANY – NEXIS GMBH  

COUNTRY: Germany  

CITY: Regensburg  

Nexis GmbH is a company, created in 2009, by Dr. Ludwig Fuchs, a PhD graduated in the fields of IT 

security, Identity and Access Management.  

The company’s activity is focused on the development of innovative solutions in the field of IT security, 

from software to consulting, in specific Identity and Access Management. Nexis GmbH is closely related 

to the university and introduces the newest research results into the software developed.   

Currently, it employees 9 people.   

Find more at www.nexis-secure.com    

THE ENTREPRENEURS  

The company was created by Dr. Ludwig Fuchs, a PhD graduated with expertise in the fields of IT Security, 

Identity and Access Management.  

http://www.nexis-secure.com/
http://www.nexis-secure.com/
http://www.nexis-secure.com/
http://www.nexis-secure.com/
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THE ENTREPRENEURIAL EXPERIENCE  

Becoming an Entrepreneur  

I completed my PhD in the area of IT Security, Identity and Access Management and worked with industry 

partners during the research done. It was a reasonable step to found the company and try to 

commercialize research results. I am motivated by being able to create things, to decide and follow my 

personal believes. I’ve been optimistic since the beginning, however not too optimistic, i.e., it was clear 

that only a substantial (and, maybe, slow) growth would be the right way for us as a company.   

Someone should have told me that…  

Noting. I think I expected things to happen pretty similar compared to how they happened.  

Overcoming Obstacles and Managing Doubts  

The first obstacle was to attract customers and earn money. We thus got involved in a funded German 

Programme for IT Start-ups. That helped us in getting funded for about 2 years. At the same time, we had 

to push our software development to get from a rough prototypical application to a finalised product that 

attracts customers’ attention as it does now after 5 years of development.  

Advantages and disadvantages  

I, personally, enjoy the freedom of decision. I can follow my personal believes, hire the employees I really 

want to work with, take some risks and be successful (directly) (or unsuccessful in case of bad decisions) 

with my decisions.  

Advices from who knows  

Go take the step and found your company. But establish reasonable and reachable goals, take care of 

finances, risks and opportunities. Also, don’t forget to stay inspirational and creative for providing the 

best solutions. Never forget to think like your customer in order to understand his needs and requests.   

The future, challenges and expectations  

I don’t regret my decisions (strategic decisions), however, I am aware that several operative decisions had 

to be readjusted. I consider this an ongoing learning process. Based on the current experience, I am 

moving away from operative business execution over the next years and need to focus on management 

duties. I, currently, execute many customer projects, while, at the same time, face strategic decisions 

(such as employee hiring and product development). I feel a big challenge, at this point – delegating the 

right tasks to the appropriate staff members (which in turn need to be found prior to that).   
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How entrepreneurship learning programmes influenced the process  

We were involved in a start-up funding programme of the Bavarian state for about 2 years. This 

programme supported us, financially, during the development of our product. Alongside with this, I 

participated in some management trainings.  

Funding the dream  

From the beginning we were able to make through on our own, managing a balanced cost and income 

structure.  

We participated only in the Bavarian state funded programme. We are also involved in EU funded research 

projects, however these are regular projects and not designed for funding start-up companies.  

  

THE COMPANY – SIGNALGENERIX LTD  

COUNTRY: Cyprus  

CITY: Limassol  

SignalGeneriX is a company created in 2004, by an experienced researcher and engineer with several years 

of experience in industry and technical consultancy (Dr. Anastasis Kounoudes), and a acknowledged 

professor from the London Imperial College (Professor Anthony G. Constantinides).  

The company’s activity is focused on the research and development of new innovative products in the 

field of Digital Signal Processing and Communication. SignalGeneriX is a leading high-tech Research and 

Development company operating in the fields of Digital Signal Processing (DSP) and Communications. The 

company is based in Cyprus but operates as an expert provider of DSP technologies realized both in 

hardware and software to a wide network of clients and collaborators throughout Europe. The company’s 

diversified portfolio of commercial products and intellectual property has been creatively used to develop 

beyond the state-of-the-art solutions for a wide range of industries ranging from Communications and 

Smart Systems to Medical, Security and Defence. SignalGeneriX’s track record for successful electronic 

product development is evident from more than fifteen internationally marketed products that use the 

company’s proprietary technologies.  

Currently, SignalGeneriX employees 13 people.   

Find more at www.signalgenerix.com   

  

http://www.signalgenerix.com/
http://www.signalgenerix.com/
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THE ENTREPRENEURS  

The company was created by Dr. Anastasis Kounoudes, a professional from the fields of Electrical and 

Electronic Engineering, with several years of experience as a Research Engineer and as Chief of Technical 

Office, and Professor Anthony G. Constantinides, a Professor of Communication and Signal Processing, 

from Imperial College, London.  

THE ENTREPRENEURIAL EXPERIENCE  

Becoming an Entrepreneur  

Returning to Cyprus following many years abroad working in the high-tech R&D industry, I started working 

as an academic. At that time there were no R&D companies in Cyprus, so we created SignalGeneriX which 

gave us the opportunity to further develop our Intellectual Property and commercialise our 

technologies. In this aspect, I can say that SignalGeneeriX is a pioneering company in this field, in Cyprus.  

The motivation was primarily to create an environment where we can innovate and bring our ideas to 

market through top level R&D in telecommunications and DSP. In 2004 it was extremely difficult, in 

Cyprus, to create a R&D company since the culture and research activities were related only to academic 

institutions. However, with a lot of hard work and passion for what we are doing we achieved a continuous 

growth since then, despite the economic crisis.  

Overcoming Obstacles and Managing Doubts  

Being an entrepreneur is everything about overcoming obstacles.   

At the beginning, the main problem was to identify our company as a competent R&D player in a rapidly 

changing EU environment and secure a strong client basis. We achieved that by utilising our contact 

network, at the beginning, to bring the first contracts and, then, by delivering high quality products and 

processes which created a good name for our company. Today, SignalGeneriX is considered as a 

competent R&D provider and we are happy that our clients include top academic institutions, research 

organisations and enterprises in more than 24 EU countries.  

The financial crisis and the bank deposit haircut of March 2013, imposed significant challenges for the 

survival and growth of SME in Cyprus, especially the innovative ones such as SignalGeneriX. Despite the 

extreme volatile commercial environment in which the company is operating, during the last 18 months, 

we implemented specific measures such as the development of new frontier technologies, the 

commercialization of new innovative products, the promotion of the company’s R&D services to the 

European market, and the enhancement of our R&D infrastructure, which led to exceptional 

achievements at a National and International level. We instantly responded to the financial crisis by 

performing a thorough analysis and intangible assets, and an assessment of operational risks so as to 
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understand its current financial position and to devise a robust innovation-led sustainability and growth 

strategy.  

Advantages and disadvantages  

The main advantage of being an entrepreneur is the everyday feeling of enjoying your work. The unique 

feeling of watching an idea going through the product development process to reach the market and 

being successful. Personally, I don’t feel that I work, but I am doing exactly what I really enjoy doing. At 

SignalGeneriX we have developed a top team of highly calibre engineers and scientists who are doing 

the same and enjoy working closely together to overcome any problem or challenge. This kind of 

company culture and teamwork enabled SignalGeneriX to grow through the years.  

The only disadvantage is that sometimes we are carried out by the challenge of solving a technical problem 

or proving an idea and we are working long hours. However, this does not affect our working satisfaction.  

Advices from who knows  

Being an entrepreneur is an extremely difficult task. It needs dedication, extremely long working hours 

and patience to solve all these daily problems that arise. The continuous risk and the daily problems are 

the reasons that many entrepreneurs give up. So, my advice is to become an entrepreneur if you are 

really passionate with what you are doing, because it is the only way to deal with the problems in a 

constructive way. Also, it is extremely important to build a competent team and create a company 

culture based on teamwork, which will enable the company to grow.  

The future, challenges and expectations  

The main challenge is to remain at the cutting edge of technology and continue to innovate at a very 

demanding field of technology. The company developed through the years a very strong portfolio of 

Intellectual property which will be the basis for further innovative product development. We expect to 

continue grow and expand our IP portfolio and client network investing in the quality of our engineers 

and infrastructure.  

How entrepreneurship learning programmes influenced the process  

We haven’t participated in any entrepreneurship learning programmes  

Funding the dream  

SignalGeneriX initial funding was based on the founders contributions. However, only months after 

starting operations, the company acquired its first contracts and since then is a self-financed and 

financially strong company.  
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THE COMPANY – BIOFLYTECH  

COUNTRY: Spain CITY: 

Alicante  

Bioflytech is a young technology -based company, born in the University of Alicante in 2012, by Dr. Yelitza 

Velásquez, a PhD graduated and lecturer at the University of Alicante.  

The company’s activity is specialized in research and scientific development of procedures and products 

related with the artificial breeding of insects. The mass production of insects will allow their posterior 

application in a wide range of sectors such as animal feed, valorisation of food and agricultural 

subproducts, agriculture (pollinators), biotechnology or use in the sector of biofuels. The innovation of 

the company is closely related with the novelty of the products developed for the market.  

Currently, Bioflytech employs 4 people.   

Find more at www.bioflytech.com   

THE ENTREPRENEURS  

Dr. Yeliteza Velásquez is the founder of Bioflytech. With a PhD from the University of Alicante is specialized 

in the fields of Biology, Zoology and Entomology. Currently, is, also, a lecturer at the University of Alicante.  

 THE ENTREPRENEURIAL EXPERIENCE  

Becoming an Entrepreneur  

The idea to create Bioflytech started at the heart of the University of Alicante research group “Bionomics, 

Systematics and Applied Research in Insects”. As entrepreneurs, we decided to set up in the sector of 

breeding insects artificially, due to two main reasons:  

1) Over the last 10 years the group has acquired great “know-how” related to technology mass 

breeding of various species of dipteran insects (flies), with great potential for biotransformation 

of organic material;  

2) The perspectives of the development of a new productive sector based on mass production of 

insects for industrial purposes, which contributes for high levels of sustainability from both 

economic and environmental points of view.  

Both of these reasons were reasons to develop this project, together with the possibility of applying 

part of the constantly developing research activity by the research group, as a way of giving back 

something to society.  

http://www.bioflytech.com/
http://www.bioflytech.com/
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Someone should have told me about…  

… The importance of a good business plan. Also, having business training or have a member in the team 

with business profile.  

Overcoming Obstacles and Managing Doubts  

The main obstacle has been the lack of funding but we have managed it by finding investors and 

governmental funding.   

For managing our doubts during the process, we consulted with people with business profile and 

experience.  

An advantage that is also a disadvantage  

The advantage is that you are your own boss and develop the business that you are interested in.  

On the other hand, the disadvantage is that you assume a great responsibility, not only for the project 

to succeed, but also with your team. It requires a lot of dedication and effort.  

Advices from who knows  

1. Prepare a good business model  

2. Look for funding  

3. You must be patient and persevering  

4. Before starting your company, be sure you have some clients to start working with.  

The future, challenges and expectations  

Our case has been difficult because we are working in a completely new market, the introduction of insect 

meal in the animal feed has been a big challenge but we are very excited and motivated to continue with 

this.  

  

How entrepreneurship learning programmes influenced the process  

We didn’t participate in any entrepreneurship learning programme but we would really like to have 

participated, mainly to learn to define a specific business model.  

Funding the dream  

The start-up of the company was funded with own funds. The best support instruments, so far, have been 

the grants provided by the Minister of Economy, the programme Torres Quevedo to employ staff.  
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We know about the SME instrument (Horizon2020) but we are not yet able to apply because we need to 

scale up the current technology.   

  

THE COMPANY – CYRIC, CYPRUS RESEARCH AND INNOVATION CENTER LTD  

COUNTRY: Cyprus  

CITY: Nicosia  

CyRIC is a young company created in 2012 and started its operations in 2013, dedicated to the design and 

development of disruptive products for global markets and to provide research and innovation services 

to startups and SME. CyRIC has been recently certified as the Cyprus Business Innovation Center (EU/BIC) 

by European BIC Network (EBN).  

The company is the national champion on Innovation for 2015/2016 awarded by European Business 

Awards and in 2014 was ranked 1st in the country by the European research ranking for FP7, the only 

private company throughout Europe that managed to be 1st nationwide.  

Find more at www.cyric.eu   

THE ENTREPRENEURS  

The company was created by Dr. Panayiotis Philimis, a PhD graduated with expertise in the areas of 

Mechanical Engineering, CAD/CAM and Software Development.   

Before creating CyRIC, Cyprus Research and Innovation Center Ltd, Dr. Panayiotis was a research associate 

at the University of Manchester Institute of Science and Technology (UMIST), and co-founder of CNE 

Technology Ltd, were he was a co-founder and Director of Technical and R&D Division.   

  

THE ENTREPRENEURIAL EXPERIENCE  

Becoming an Entrepreneur  

The decision in creating my first business together with another colleague working at UMIST was easy 

since I used to work on new ideas and concepts beyond the university work and I found very challenging 

to do it on my own.   

http://www.cyric.eu/
http://www.cyric.eu/
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The most fascinating thing about becoming an entrepreneur is the fact that you can transform your ideas 

into real products. Starting from the design, then to development and then pitching your services and 

products to customers trying to convince them to buy them and being successful is a real motivation.  

At first, it was difficult because I had no experience in sales since I was an engineer. After a few months 

visiting several customers it was evident that I had the talent and passion to sell almost anything to our 

customers. In addition, the level of competition was very low compared to my technical knowledge and 

expertise required for this business sector and which I had.  

Someone should have told me that…  

 When running your own business is important to learn some basic business and financial 

principles from experienced and successful entrepreneurs and  

 there are other important things in life other than just work  

Overcoming Obstacles and Managing Doubts  

The main difficulty faced was the governmental bureaucracy which made it very difficult to make sales 

because of the unfair competition, by public sector. To overcome this, I changed direction towards the 

private sector.  

Being a very positive person and having patience, I never had any serious doubts. But if any, I used to 

discuss with friends who were more experienced.  

An advantage that is also a disadvantage  

Being a visionary, the main advantage is that you can make your dreams come true more easily. You can 

try anything it comes into your mind without having to get any permission from anyone else.  

The disadvantage is that you have to work many hours and as the company becomes bigger you spent a 

lot of time in solving problems rather than working on the things you like the most.   

  

Advices from who knows  

If you are thinking about creating your own company, attend a course on business and marketing so that 

you get well prepared for issues you haven’t studied before. Financials are equally important to the 

technical aspects of a company.  

Whatever sector you choose to work on, try to master it from all perspectives.  
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The future, challenges and expectations  

I always face the future with positive mind, it never changes for me. What each person can achieve is 

endless, the more you succeed the bigger the vision.  No regrets of any decision. You look and vision the 

future only!  

How entrepreneurship learning programmes influenced the process  

I didn’t had the support of any entrepreneurship programme but I would have liked to participate in one. 

This would be really important. In particular, business and marketing are subjects I would have liked to 

learn more when I started my own business.  

Funding the dream  

In my first startup I made a personal loan. In my recent startup, CyRIC, I started using my personal savings.  

I’m aware of the EU funding, in particular FP7 and now Horizon2020, alongside with national funding 

through Structural Funds.  

  

  

  

Module 5: Value Proposition   
  

AIMS AND OBJECTIVES  

(trainer speech in front of the class) - slide 2  

• What’s a value proposition and why it’s so important  

• What’s a Value Proposition Canvas  

• Pains and gains related to a customer’s “job-to-get-done”  

• What an empathy map is for  

• Thinking at a product/service in terms of gain creators and pain relievers  

INTRODUCTION  

The value proposition is the central part of a business model, the basic hub around which all the business 

is built. It answers questions like:  

What does your startup do? Who does it serve, and how is it different or unique?  
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These are questions  startups need to answer clearly, effectively and quickly. If not, target audiences 

(consumers, partners, investors, media) move on because they’re time-strapped, and there are so many 

competitive options. Building a strong value proposition means to start to gain a customer perspective, 

even before start thinking at a product or service. This lead us to start thinking at customers needs in 

terms of jobs or tasks they are trying to get done in their daily life.  Customers find and experience 

problems or have expectation before getting their job done, in the middle of the process and even after 

the job is done. This kind of problems and expectations are not only functional.  Considering customer’s 

needs in a broad way, it’s what it needs to get confident with customer’s pains and gains (problems and 

expectations), not only the ones related with a functional problem, but also the ones that deal with social 

and personal expectations and fear and the one related to the emotional sphere; it’s also important 

because it allows start us to build  In this LU you will find a methodology, based on a lean and customers 

approach, that aim to help start up to build a strong and well differentiated value proposition.   

KEY CONTENTS   

Slide 3 - 12  

• What is a value proposition?  

• What does it mean to define a VP?  

• Product/client relation  

• Empathy map  

• Pains and Gains  

  

1. What is a value proposition? (slide 4)  

There are two different and integrated answers to this question,  that are related to a different starting 

approach:  

A. It is the reason why a customer should buy my product – product development   

B. It is what differentiates my product from competitors - customer approach  

The customer value proposition is arguably the first important tool in the product marketer’s toolset. It is 

the foundation for understanding how the product will realistically be valued by the target user. Unlike a 

benefits statement, a customer value proposition is more balanced. It certainly includes the advantages 

a target user would experience. But to these benefits it adds the tension of disadvantages and parity 

experiences. The sum of all of these experiences provides a much more accurate assessment of the 

product in its marketplace.  
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The customer value proposition is the keystone for effective product marketing activities. It brings 

together customer intelligence, competitive insight, and product valuation. It delivers a concise, 

supportable statement of the product’s value. It quantifies how that value is realized based on all of the 

target user’s likely product experiences. The customer value proposition provides a focused approach to 

understanding the target user in the context of your product.  

2. What does it mean to define a value proposition? (slide 5)  

To understand the real value proposition of a product, students should focus on the customer and on the 

processes that lead him/her to give a value to a thing or not, that drive buying behavior.  To develop an 

effective product, it is necessary to measure the degree of fit (coherence) between the values and 

expectations of the customer and the value proposition of the company. It is strategic to make changes 

in order to adjust the product on the basis of the client’s suggestions, or point to different kind of 

customers.   

The value of a product is a multi-aspect  concept and only under certain specific conditions may coincide 

with the price. Indeed in many cases the price is a variable taken into account for sensing the value of the 

product / service, when this perception requires a complex process.  

The Perceived value of a customer  is defined by costumer him/herself  keeping into account the risk and 

the difficulty to access/use an asset.  

The value of a product is never just a question of money, but incorporates a number of positive and 

negative variables that the client should consider when he/she buys a solution for their needs (The Pains 

and Gains depicted in the Value Proposition Canvas). So the first step should be to focus on customer 

needs (or job to get done). Which are the jobs/tasks we help our customer to get done? How can we help 

them to get those things done? Can we make it better than our competitors?   

The value that the customer attaches to a product is the difference between what the customer gives and 

what he receives: in addition to monetary costs, the customer sees as a cost: time or difficulty of 

purchasing the product or of its disposal;  the difficulty of using the product, or time spent on learning to 

use it to its full capabilities; the  product obsolescence;  the time spent to inquire and understand the 

product’s features.  

The benefits that the customer receives from the product not always go further than its intrinsic value, 

but very often they meet a series of requirements that go beyond the functional value of the 

product/service. This is because in getting his job done or satisfying their needs, customers are driven not 

only by functional aspects, but also from emotional and social elements that must be taken into account 

when we are building our value proposition.   

To better understand the implications and the ratio between product/services and customers, we can use 

a tool, called The Value Proposition Canvas (VPC), a useful visual tool that zooms in on two important 
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blocks of the Business Model Canvas: Value proposition (the central block on the BMC and the left side, 

“the square”, in the VPC) and the customers segment. This tool can help you brainstorming, making 

hypothesis and even driving your market test and pivoting decisions.   

 It is divided in two sides: on the right side you have the customer segment. Customers are intended to 

try to complete job or tasks that can be 1) fuctional; 2) emotional or 3) social. In doing so, they experienced 

problems (or pains) and have expectations (gains), that can be functional, emotional, or social or 

everything at the same time.   

On the left side you have “The value proposition” which is divided (as the right side) in three: 1) products 

and services (your future product and services or the ones already on the market), 2) gain creators; 2) 

pain reliever.    

Does it apply to Phd/knowledge intensive business ideas?  

Knowledge-intensive business  are based on the exploitation of knowledge possessed by their employees. 

They act as interface between global/most advanced knowledge and customers’ needs.  Cognitive 

exchanges and learning processes  with customers are key aspects for developing good services/products. 

A good example on how knowledge intensive products/service can differ each other  and improve their 

performance on the basis of a value proposition approach can be made with a quick overview on  the 

MP3 players market: The first portable MP3 player was launched in 1997 by Saehan Information Systems, 

available in 32 MB or 64 MB (6 or 12 songs). A second try was made by MobilePlayer from Audible.com 

(January 1998, for USD $200): about 2 hours of play, no display and rudimentary control; finally, the 

product that controlled for year the market and was a trend setter was the iPod from  Apple: 5G player, 

$399, MAC compatible, friendly and minimalist interface and  design + iTunes, a suite on which users could 

access all their digital contents. (Note: unlike other mp3, for the iPod you could retrieve the exact date of 

its launch).  

3. Identify customers jobs and activities  

A good value proposition analysis starts by getting into customers job and activities. Customers are human 

beings or institutions made by human beings that try every day to getting something done. The best things 

is starting with the tasks they are trying to perform and complete, the problems they are trying to solve, 

or the needs they are trying to satisfy. What functional jobs is your customer trying get done? (e.g. 

perform or complete a specific task, solve a specific problem, ...). What social jobs is your customer trying 

to get done? (e.g. trying to look good, gain power or status, ...). What emotional jobs is your customer 

trying get done? (e.g. esthetics, feel good, security, ...). What basic needs is your customer trying to 

satisfy? (e.g. communication, sex, ...).   

As we said before, two aspects should be taken into account: 1) Try not to think at your solution or the 

current ones; 2) try not to think at a specific or specified customer. It’s not time yet.   
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The aim is to come up with the most exhaustive list of pains and gains (see next paragraph) related to 

activities, jobs and needs. This will be helpful for two type of reasons: 1) it broads our chances of 

differentiations and makes positioning easier; 2) it helps understanding the market and our competitors 

in particular, because it allows us to better understanding the type of needs we are serving with our 

product.   

The important part of this process is widen the comprehension of your customers by focusing not only on 

functional jobs, but also on social and emotional. This could lead to sketch out the pains and the gains 

related to this type of jobs.   

See Rolex and Patek Philippe videos (slide 6,7,8,9)  

4. Identify Pains and Gains (slide 10)  

Pains and Gains will become the core of the Value Proposition Canvas. They expressed the bouquet of 

expectations, fears, problems and obstacles a customer experienced in getting his job done. It’s better to 

always consider (where possible) the three types of jobs (emotional, social and functional), because it 

helps to better understanding the pains and the gains.  

Pains are related to the undesired outcomes of an activity, to the fear related in not completing the task 

or in not satisfying the need, to the obstacles customers encounter trying to satisfy their need. But pains 

can also enlist the fears of losing status among peers, or other feeling connected to the “job to get done” 

(i.e. boredom).They vary depending on what kind of activities or jobs you have listed. The first time we 

should consider the current solution is when we think about pains that are linked with the adoption or the 

learning usage or the cost of the current solutions.  

Mobility problem and Über solutions (slide 12)  

Über is an on-demand transportation service which has brought a revolution all across the world. The 

Value Proposition of ÜBER has made it possible for people to simply tap their smartphone and have a cab 

arrive at their location in the minimum possible time. To fully understand what Über VP really is, we have 

to start the process of value proposition design from the top, thus we will able to recap and simulate the 

steps to build a value proposition: to build it not only on the functional jobs, but also on the social and 

emotional ones. So we have to consider the basic and broadest customer need that lies behind the choice 

of using Über or other market solution: we have to consider the need (or the job/the task) of getting 

from point A to point B in a city. It’s an extremely broad need, just the kind of need we want to explore.   

Weighing Über VP, we can think they have focused and setting their value proposition in comparison and 

competition with regular or traditional taxis VP. But there are some features in Uber VP that can only be 

explained by taking into account the need of  mobility in the broadest way possible. In other words, UBER 

has built its VP and its“positioning” by assuming not only its customers  functional jobs (how to get them 

from A to B in the quickest and cheapest way possible for example), but also what’s holding them back, 
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what they fear the most, what they want to achieve, what they want to share with other people when 

they try to get from A to B, how they want (if they want) to be seen from other  people.   

Customers’ pains and gains  

If we take only the functional part of getting from point A to point B in a city, we are only able to sketch 

out the functional problems (pains) they face/expect when they try to make their job/task done.   

Functional pains can include: 1) being trapped in a traffic jam; 2) the price of getting from A to B; 3) 

uncertainty about the time of departure and the time of arrival; 4) waste of time 5) wasting time to buy 

ticket; 6) the weather 7) waiting in line 8) getting squeezed in a crowd. They are solid and urgent pains, 

everyone experiences during lifetime trying to accomplish the task of getting from A to B.   

Now we have to list all the solutions/products/services that are currently help customers in getting this 

job done: bus, metro, taxi and see how they solve/address customers’ functional pains  

a) Bus addresses good only point 2) (bus is cheap and the price is set and known), and partially point 3, 6 

and 7, but performs poorly on the other points.   

b) Metro, where available, it’s really good on point 1, 3, 4, 7, but it falls short on 7, 8.   

b) Taxi: it’s good on point 3, 4), 5) 6) and 8 but is unfit to solve/address 1), 2), 7).   

Depending on the persona you sketched for your customers and how the problems are ranked, you can 

find the perfect fit for every type of customers, using only its socioeconomic outlines. At a first glance 

people can already find the right offer, so, one can think that the market it’s mature (past ripe) and there’s 

no need or space for another solution. The point is that you have consider functional jobs and and 

functional job, you have seen and sketch your customer in two dimensions.   

What if we are able to add pains and gains related to the emotional or social fears/expectations? Even in 

satisfying a basic need as the one above, customers are social and emotional beings, trying to affirm 

themselves among others and trying to find a specific emotional state.  Mapping all this things in the 

customers’ segment of your value proposition canvas can lead to widen the comprehension of customers 

and find more space to compete, a better value proposition and (maybe) a better business model.   

 Put social and emotional aspects in the customers’ map. Which are the social and emotional pains and 

gains related to the “getting from A to B” job?  

Let’s see.   

Social gains: share the experience with someone; be of help; organize everything in advance; looking 

good; socialize; be seen as a cool/rich person  
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Emotional gains: feeling safe, feeling a better person, create value for other people.   

Emotional pains: uncertainty, sense of anxiety, not in control of the situation, feeling bored.   

This widens your customers map. Current solutions often falling short in addressing that type of things.   

Examples? Pick emotional pains or gains related to security or the sense of safety related to going around 

town. Do you know the bus driver? Do you know the taxi driver? Is he kind, is he responsible? What if he 

drives bad, or behaves worse? What if he’s unkind with passengers or cheats on the taximeters. Are you 

in control with the solution you choose to get your job completed? Is it the taxi or the bus late? Where it 

is? Can you plan things in advance and avoid wasting time? Maybe you can’t. Or at least not in the way 

you want to.   

Now can we introduce the features of Uber and link (bold in brackets) them to the customers map that 

includes social and emotional pains and gains:  

• A user can tap his smartphone and call a cab at his location (complete control)  

• If driver accepts the ride, driver details are sent to the customer along with ETA (feeling secure 

and reducing the sense of uncertainty)  

• The customer can track the driver as he arrives to his location (reducing waste of time,  complete 

control of the experience)  

• The driver can also track the exact location of the customer and reach his exact location   

• The payment procedure is handled by Über (no cash or change to handle)  

• Über business model had a rating system in place for drivers right from beginning, where a 

customer can rate the driver after his ride (sense of safety again, sharing with others and be part 

of the value created).   

Another solution which potential for a certain type of customer  can be investigate only by taking into 

account social and emotional aspects is the bicycle.   

What drives people using bicycle no matter if it rains, if it’s dangerous, if it’s tiresome?   

Social gains: feeling a better person, feeling more sustainable (green), feeling accepted among peers.   

Emotional gains: feeling free, feeling less bored.   
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4.1 Define the costumer Empathy map. From customers to Personas (slide 12 )  

Once we have the customer’s needs explained, and pains and gains outlined in the broadest way possible, 

we should rank them: the pains and the gains should be ranked by ranking the intensity and the urgency 

with which each of the pains impact on our customers map. This will help us in understanding what gain 

creator or pain reliever are to be built or invest on.  In doing so we have to start with a question: Which 

are the people that are trying to get this particular activity done?   

To understand which customer you are targeting is also critical and vital to segment the market and 

understand how to direct its communications. Start define client according to their work, for example, or 

their hobbies or their role/involvement in society (sports associations, volunteer work, parishes, scouts, 

night clubbing).  

What is Empathy? customers who feel that a company genuinely cares about them will be more loyal. To 

ensure that customers buy into this emotion, an organization must display empathy in all of its dealings 

with its customer segments, including at the product or service design phase. The following two 

definitions explain the meaning of empathy in this context:  

• The intellectual identification with the feelings, thoughts or attitudes of another;  

• The vicarious experiencing those feelings, thoughts or attitudes.  

NB: People often confuse empathy and sympathy. Sympathy is the feeling of sorrow or grief you feel for 

another’s misfortune, but you remain external to the situation. On the other hand, empathy occurs when 

you place yourself in the other person’s shoes and immerse yourself so completely in their world view 

that you feel the way they feel.  

Segment your customers: The first step is to group your consumers into distinct segments based on their 

demographics and personas. Once these segments have been created you need to prioritize your top 

three most lucrative segments.  

Humanize your segment: Once you have your top three segments, you need to make them real, relatable 

people in your mind. This can be done by assigning fake names and building an entire person through 

adding details such as their age, educational level, income etc. in this way it becomes easier for you to 

empathize with this representative of your segments.  

Empathize with your segment: [NB: this is a teamwork, to be developed during the afternoon. In the 

morning lesson, some example can be made] Put your representative from each segment on an empathy 

map. Then start asking questions (see slide 8) and thinking of the answers.  

Once that the map is completed, let’s try to sum up the various pains and gains  
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5. Identify Gain Creators and Pain Relivers (slide 15, 16, 17, 18)  

Pain relievers and gain creators are substantially the features of your product/service, what defines it , 

what characterizes it, and eventually what differentiates your product/service from your competitor. 

It’s. in other words, your Value Proposition.   

Pain relievers: They describe how  products / services relieve/eliminate problems/obstacles/risks that our 

customer segment experiences in getting its jobe done. In this section we have the features or 

characteristics of our product that can address our customers pains. If we have previously segmented our 

customers (by ranking their pains on the basis of their Personas), it will be easier to understand if a pain 

reliever could represent a value to pay for. In fact when you sketch out your pain relivers/gain creators 

on the left side of your Value Proposition Canvas, what you’re are trying to do is to recollect the “reasons 

why” a customer should buy from you. This part is easy to understand. What is less easy is to figure out if 

our value proposition (the list of gain creators and pain relievers) are important to our customers. If you 

have successfully outlined who your customers are (by ranking gains and pains on the basis of the 

empathy map),  then you are now able to make hypothesis about the fit/impact of your product/service 

(your gain creators and pain relievers)    

Gain creator: equal but thinking about the gains.  

Caution!!! By analyzing the competition, we can see how often certain products that are able to intercept 

some pains, end up by producing other pains.    

Sketching out pain relivers and gain creators of your product or service, means that you are also measuring 

the level of “fit” between your product/service and your customer profile.   

Now you find the fit on paper you can move to the next stage: fit on the market  

CASE STUDIES AND PRACTICAL EXERCISES  

Apple (see slid 6) is a classic example of incorporating customer needs into product design. When Apple 

launched its first of its kind iPod, the market for music players was relatively low, and illegal downloading 

of music was the norm. The conditions were discouraging for launching an application that required 

consumers to buy their music online. However, Apple had cottoned on to a key customer gain; a singular 

medium on which they could sync and access all of their digital content. By providing such a medium, 

Apple launched itself into the stratosphere as one of the leading technological companies in the world 

with a dedicated customer base.  

Nintendo’s Wii: marketed with the tagline “active, social gaming in your living room,” it reinvented the 

world of console gaming.  Competition in the console market was primarily based on technology 

performance: companies attracted buyers by offering faster graphics processors, superior physics 

engines, chip innovation and other hardware tweaks. For years, Nintendo had been suffering from 

http://www.entrepreneurial-insights.com/product-design/
http://www.entrepreneurial-insights.com/product-design/
https://www.marsdd.com/mars-library/does-competition-exist-for-startups-introducing-tech-products-into-the-market/
https://www.marsdd.com/mars-library/does-competition-exist-for-startups-introducing-tech-products-into-the-market/
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declining market share and shrinking margins. The winning players were Microsoft’s Xbox and Sony’s 

PlayStation. Nintendo decided to take a chance on a new model for creating customer value. The console 

they developed was relatively cheap to build and worked with a game controller able to track body 

movements rather than just respond to button presses. Nintendo realized that for many people the 

gaming “fun factor” wasn’t necessarily tied to hardware performance. Making the gaming experience 

easy and fun was a way to enhance customer value without the need for intense hardware performance 

competition. With the Wii, Nintendo hoped to attract non-gamer customer segments to the market. 

Nintendo targeted women, families and all those not typically associated with “serious” gaming. In the 

words of Nintendo’s president, the Wii market is “teeming with women, pensioners and repentant couch 

potatoes.”  

EXERCISES  

The tricky part of this exercise (and the hardest part to get confident with) it’s that students usually spend 

a lot of time to find out/decide  if something was a "pain" or a "gain. Also, it takes a long time to discuss 

"pain reliever" vs. "gain creator". Giving that selling on “pain” is easier than selling on gains, addressing a 

gain, especially a unexpected one, could be rewarding and can give a company a tangible competitive 

edge to exploit.    

First part  

This part should last from 45mins to 1h .  

Trainers should divide the class into groups (4 or five members for each group), and assign a task to each. 

It’s better if all the business idea could be represented. If it’s not the case, try to avoid to form groups 

with members carrying ideas from the same technological field or commercial sector. Provide each group 

with a Value Proposition Canvas (print it in A2 format and use sticky notes to fill out the map)   

Groups should start fulfilling the canvas with sticky notes, starting with customers activities (the far right 

side of the map). In this part  groups should figure out which kind of task/activity customers are carrying 

out, and what are the emotional and social implications of their functional needs.  They have to do it 

without thinking at a specified product or service on the market…they should focus only on customers 

needs or job. The aim here is to be far reaching in understanding customers gains and pains: and starting 

with activities and forgetting for a while their future product/service or the ones already existing on the 

market, could be helpful.   

After fulfilling the job sector, groups should move to customers pains and gains.   

Pains: For a better understanding and for a better result, trainers should ask groups to list frustrations, 

costs, risks, fears customers experience trying to get their job done. Also here emotional and social sides 

must be taken into account. The list should be put on sticky notes, trainers should encourage visual 

solutions.   

https://www.marsdd.com/mars-library/marketing-strategy-for-startup-success-identifying-and-understanding-your-target-customer-and-market-segments/
https://www.marsdd.com/mars-library/marketing-strategy-for-startup-success-identifying-and-understanding-your-target-customer-and-market-segments/
https://www.marsdd.com/mars-library/marketing-strategy-for-startup-success-identifying-and-understanding-your-target-customer-and-market-segments/
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Gains: Trainers should ask groups  what are the relevant positive outcomes their customer expects in 

getting his job done, no matter if outcomes are functional, social or emotional. What counts for your 

customer? Why is so important getting this job done?  

Part two  

Once the customers side is completed, groups should focus on the value proposition side. They have to 

list all products and services customers already find on the market in order to satisfy their needs. They 

have also to explain (for example by listing the features of these products/services) how and in what 

measure the products and services are addressing customers pains and gains.   

At this point they have sketched a raw scheme of the market, either on the demand side or in the supply 

side. Now it’s time to put business ideas under the same lens: Which are the features of our 

products/services? How and in what measure they address customers pains and gains?  Now groups are 

trying to positioning their product on the market, by comparing the level of fit with other products and 

services.   

At this stage could be useful to give our anonymous customer a background, a lifestyle, a social scenario: 

in other words, at this stage participants should have been welcomed to sketch out Personas out of their 

customers’ profile.    

Part three  

Each group should choose a public speaker and should present a Value Proposition Canvas Analysis in 

front of the class.   

Material to be provided:  

• Copies of A3 sheets with empathy maps, pains and gains and customer description templates  

• Post-it  

• pens  

LESSON LEARNED  

• How to define a product/service value proposition  

• How to make hypotheses on your customers pains and gains  

• How to rank them with an empathy map   

• How to determine the impact of your gain creators and pain relievers  

BIBLIOGRAPHY AND WEB REFERENCES  

Value Proposition Design: How to Create Products and Services Customers Want,  Alexander Osterwalder  
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Pamela Hudadoff, The Customer Value Proposition Differentiation through the Eyes of Your Customer 

http://www.engr.colostate.edu/~marchese/stese/reading2.pdf http://www.entrepreneurial-

insights.com/business-model-canvas-creating-value-proposition/ Marketing Audit for Knowledge 

Intensive Business Services Ettore Bolisani and Enrico Scarso  

Department of Management and Engineering, University of Padua, Vicenza, Italy  

Improving Customer Participation in Knowledge Intensive Business Services Mekhail Mustak Turku  

School of Economics, University of Turku, Finland  

Case studies (videos, reports) https://www.marsdd.com/mars-library/  

ACADEMIC ENTREPRENEURSHIP: WHAT ARE THE FACTORS SHAPING THE CAPACITY OF ACADEMIC 

RESEARCHERS TO IDENTIFY AND EXPLOIT ENTREPRENEURIAL OPPORTUNITIES?  

http://digital.csic.es/bitstream/10261/108209/1/ACADEMIC%20ENTREPRENEURSHIP.pdf  

Complementary activities  

Early-career scientists can find role models among the many prolific academics who have become 

successful entrepreneurs, including biochemist Herbert Boyer, who co-founded Genentech, and chemist 

George Whitesides, who co-founded Genzyme and many other companies from his academic bases at 

MIT and Harvard University.   

Every year, the MIT Technology Review "35 Innovators Under 35" (TR35) program recognizes talented 

scientists who pursue groundbreaking business ideas, at an early stage in their career.   

AUTHORS  
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Sveva Ruggiero, Aster sveva.ruggiero@aster.it   
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Module 6: Test your traction: minimum viable product, pretotyping, 

pivot or persevere  
  

AIMS AND OBJECTIVES  

This LU will try to figure out how to test your value proposition, and how to learn from this experience, 

by collecting data that come not just from polls or interviews (opinions are fuzzy), but from a closest-

aspossibile-to-reality experience . This LU will show the audience different techniques to test a value 

proposition with real customers. It will prosecute by underlining the importance of data collection, and 

will end with the key content: the decision about pivot or persevere with the current value proposition. 

The importance of this process is double: on one side we can provide scientific PhD’s and students with a 

hypothesis-test-validation/back to the drawing board method that suits well with their mindset; on the 

other side we can make them acquire a  new mindset, for not falling in love too much with their first 

product/idea and not wasting time building and overengineering a product that will prove a failure.   

INTRODUCTION  

Once we get the product-market fit, as we demonstrate in LU4, once we made assumptions that work 

really good on paper, it’s time to get out of the building, and test if those assumptions are solid, to verify 

our hypothesis. Market test have little to do with marketing, instead has a lot to do with learning. Learning 

from your customers, learn if the wanna—be entrepreneur is building a product customers really want 

(or at least that type/segment of customers). The key point here is: How to test your value proposition  

assumptions without wasting a lot of money and time. And how to make this, without having simple 

opinions from your customers, but an experience the closest possible to purchase/use/touch/see a 

product or service. Literature has come up with a range of solution embodied in a scientific approach that 

left start up with useful information about whether to persevere with the  

VP set up on paper, or pivot to a new VP or at least a new customer segment: they call it “Pretotyping” 

KEY CONTENTS   

1. The process: back and forth from design to test.   

1.1 The Waterfall process, The false positive, the false negative  

2. Why market tests of the assumptions are so crucial for the development of your idea: split your test 

in two: a new way to test  

2.1 Testing your customers profile: how to talk to customers  

2.2 Testing your value map  
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2.2.1    Pretotyping  

2.2.2    MVP  

2.2  Pretotyping vs Prototyping  

3. Pivot or persevere process  

  

1. The process: back and forth from design to test  

1.1 The Waterfall process, the false positive, the false negative  

[Slides from 2 to 3]  

The first part of setting a value proposition is done with LU4: the value proposition canvas is filled with a 

customer profile and a value map. Customer profile has a wide range of pains and gains customers 

experience/search while getting a job done, doesn’t matter which kind of job (functional, emotional, 

social). Value Map has a list of features (gain creatures, pain relievers) that might address customer profile 

pains and gains.  But this assumptions are based only on the smart guesses/opinions of the startup teams. 

In other words, unless you can test it or validate, they remain a leap of faith. The first thing to do is to 

verify if those assumptions are true. The test can be conducted on both side of the canvas: either on the 

customers profile, or on the value map. The problem with the most start-ups is that they’ll never get out 

from the building. This is especially true for researchers and PhD’s, because they are more, by nature, 

involved in defining the technology and the product, and care far less about real customers. May be 

someone could object that very often researchers or scientist deal with companies instead of customers, 

assuming that potential products/services that spring up from research centers are a B2B business. It’s 

not a given and, moreover, they can also test customers even if “customers” are companies.   

The method consists in testing both sides of the canvas, then collecting data and validate (or not) the 

assumptions sketched in the VPC: it’s (or should be) a seamlessly back and forth process (validated-go 

forth, not validated-change your value proposition or your customers profile), until a pattern in customers 

behavior can be identified.   

This experimental loop could be virtuous or ruinous, it depends on how start ups could (or are willing to) 

learn from those experiments, how promptly they change  their VP or CP in order to cope with data 

coming from those experiments.   

Asking for commitment not for opinions   
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The Waterfall Model Process   

As well described by Steve Blank in his Four steps to Epiphany, the Waterfall process is a step by step 

process to build and refine products and services based on founders’ assumptions. It’s mostly about 

Product Development.   

 Founders assumed they understood customer problems/needs, wrote engineering requirements 

documents, designed the product, implemented/built the hardware/software, verified that it worked by 

testing it, and then introduced the product to customers in a formal coming out called first customer ship, 

supported by tons of investments in ads and commercials. This is how big companies operate these days. 

Even focus group, alpha and beta test were made only to fix things, to have the most valuable product 

ready to conquer the market. So the product arrives on the market with little if any customers feedback. 

It’s a well-known tale that only 20% of start-ups survive after 3 years on the market (Nielsen 2011): this 

means in general that only 4 out of 5 bright ideas prove to be a failure. Why do this happen? It’s a matter 

of fact that entrepreneurs or inventors go all the way against the odds? NO. Most of the time bright ideas 

failed because they address the wrong pains and gains. This always happened and always will be, but the 

point is: how to manage it in advance, how to cope with failure in the less painful way.   

Not testing the assumption could lead to two different results: one deals with frustration, the other deals 

with regrets.   

The false positive  

The first case is the false positive, where every ideas can be the next big think. These cases include no 

tests or in the best case scenario  a series of well built and conducted focus group before the 

product/service is  launched. The members in these focus group are usually  asked to answer question 

like this “Would you use/buy/rent/wse...”. The result it’s not a fact, it’s an opinion about an idea: the 

outcome proves to be nothing but biased. This could lead to raise insane amount of money and file for 

bankruptcy after three years from the first launch (Webvan)  

The false negative  

Even worse, and for the same reasons (a lack of validated data coming from real potential customers) a 

lot of bright ideas/start ups, never see the light because there’s no one willing to fund something that 

seems too odd, too out of the box to succeed.  To avoid both false positive and negative, could be useful 

to use a different approach, by simulating the core experience of the usage of a new product or service, 

without spending tons of money.   
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Market tests should be conducted in the less expensive way, first because nobody wants to waste money 

building something the market simply don’t need, second because the less they spend for each experiment 

(meaning each value prop. configuration), the more they can make pivots before running out of money: at 

the very  ending they have more chances to find the right market-product fit.    

  

2.        Why market tests of the assumptions are so crucial for the development of your idea  

 Slides [4 to 8]  

A new process: testing both side of the canvas  

It’s important to set a process either for the customers profile side of the canvas, or for the value 

proposition side.   

Customers profile  

The process is iterative. In the first place on the left there’s the design part, that means brainstorming 

around customers jobs and the pains and gains related to those jobs. A team make assumptions always 

driven by gut feelings, past experiences, common sense, analogies. Then the team tries to verify if those 

pains and gains seem realistic on paper. Testing those assumption generates a lot of data that must be 

put into place to give the team a result that could lead to a decision: do the assumptions we made prove 

realistic in the real world?   

1) Yes, we can persevere and test our value proposition with those customers. 2) No, we must change our 

customers map according to that data.   

2.1       Testing your customers profile: how to talk to customers  

In this phase you have to test which are the gain expected or the pains that should be avoided or 

diminished. Even before try to figure out if they want your product, this phase should raise questions and 

give answers whether your product, your idea, addresses pains and gains customers really care about. In 

LU 4 we have seen how to make hypotheses about your customers profile, using the empathy map. Now 

it’s time to see your potential customer in their real life.   

The first step is to get out of the building and try to talk to customers where they really are, for example 

while they are purchasing things related to those jobs that you stick on your customers profile. The things 

to avoid is to bumped into potential customers with a value proposition in mind. The aim here is to learn 

and validate the customers profile. The simplest way is conducting interviews asking question without 

driving the answers, and most important, without talking about products and services the future 

company/team want to sell. It’s not just a matter of method, but also of body language: this phase it’s not 
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about a value proposition, but it’s about potential customers and their problem, and how to learn from 

them.  The problem here is to avoid to look for confirmations about the product. This will be set in the 

next phase. So a proper customer discovery starts with the identification of the problem and the rating of 

its importance.   

Customer Interview  

A customer interview starts with assumptions that embodies a founder’s vision about a product: as we 

said before, those assumption are about the product and the problem it solves for an identified segment 

of potential customers.   

• The first step is to forget the product and focus only on customers problems. But the trick here is 

to capture the problem in the broadest and widest possible way, in order to avoid short answer 

like a “no” or a “yes”. The aim is to let customers talk about their problems, being empathic to 

them.   

• Step two: contextualize the problems customers are facing, by asking them which is the hardest 

part of getting their job done.   

• Step three: try to measure why is that hard, how does it affect customers life/job, it’s a functional 

problem? Is it emotional or social?.   

• Step four: try to figure out if customers are been actively looking for a solution. This could give 

feedbacks about  how desperate and important the problem is.   

• Step five:  ask them about the solutions they found and what goes wrong with them, why they 

aren’t satisfied about the solutions they found on the market.   

• Step six: collect the data and try whether they fit or not with customers profile.   

• Step seven: adjust customers profile accordingly.   

Tools: The web provides entrepreneurs with plenty of tools to capture customers behavior.   

For example: Google Analytics, Ask 500,   

2.2   Testing your value map  

Slides [9 to 12]  

Once customers profile is set and the hypotheses validated, it’s time to look at the value proposition side 

of the VP canvas, in other words it’s time to talk about the product/services the company wants to sell: 

how can we validate the market appeal of a potential new product?   

Thinking about the market appeal of products and services, even before start building it, it’s a matter of 

priority. With the Value Proposition canvas we set a range of assumptions that fit well on paper. Now we 
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are testing the market fit of a value proposition. This is the answer to the question: “Do customers want 

our product and how can we understand it?”  

There are plenty of solutions to test the market traction of our value proposition, but in recent years, with 

the affirmation of the lean start up movement, a new mindset has raised, gaining consensus among the 

pundits.   

2.2.1 Pretotyping  

The concept of pretotyping  

There’s no clear definition of it, unless we unpack the word in to different parts: pretotyping: pretendto-

prototype. It’s testing the actual market demand before making the big investment, before building the 

product and shipping it. It’s the easiest, quickest and cheapest way to make market experiments and to 

decide to go or not to go  for it. This technique could apply both to B2C and B2B business, no matter 

what type of innovation a product embodies (incremental or disruptive). Pretotyping could be useful 

for researchers and PhDs, since they usually have little money to run market experiments and are 

usually too involved in product development, losing touch with their potential customers.   

To understand whether customers want or not a product implies others considerations (Jeremy Clark 

2012):   

• Will they use it where they are?  

• Will they adapt in order to use it? (switching cost)   

• Will they use it if it will look like this? (design)   

• Will they use it if does/does not do X? (functionality)  

• Through which channel will they buy it) ( channels)  

• At what price will they buy it? (price)  

There are different techniques in order to pretotype, and all of them come from the experience or from 

case studies (Savoia, 2011)  

1) The Fake Door pretotype  

Substantially this is only an entry point for an undeveloped idea. The experiment consists in advertising a 

product/services and then tracking the market response. Web technology comes to help this first 

technique:   

a) Buying search terms and the related ads to test the attention potential customers pay to the solution 

we are going to build  

b) Building a landing page and then tracking clicks and contacts through a funnel process  
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The fake door experiment is one of the cheapest way to test the market appeal of a solution but it’s perfect 

only if:   

1) The team could describe the value proposition and the solution in a very clear way  

2) The solution can be implemented in a reasonable time frame  

2) The Pinocchio Pretotype   

It’s inspired by a case study well known during the mid ‘90s, at the early years of the digital revolution . 

It’s the story of Palm Pilot, the Personal Digital Assistant Jeff Hawkins has developed after the failure of 

his GridPad. Grid Pad had proved to be a marvel but a market failure, because (Hawkins thought) it was 

too big. So Hawkins carved a piece of wood, the size of his shirt pocket, and carried with him during the 

day, pretending it was a functioning computer (he wrapped the piece of wood with paper and drew what 

it should be a interface screen on it). He mimed interactions with its device every time he received an 

invitation for lunch or he had to set up a meeting, looking for reactions from the other part.    

From this experiment he gained insights and validation not only for the shape and the utility of the device, 

but also for the basic functions (or the most important) that  must be featured in the Palm Pilot.   

This experiment is useful when 1) there’s evidence of market needs, but this segment is sensitive to design 

and appearance of the product; 2) the product/service implies a switch or an adaption from former habits 

by customers.   

3) The mechanical turk  

This is one of the oldest and well known pretotyping techniques, it’s almost become anecdotal. This 

technique simulates sophisticated technology that would be very expensive to build and would take a 

long time to be developed. It uses human power as a substitute for this technology, to simulate the 

experience that an expensive technology could provide.   

See case study below  

2.2 MVP  

 All the methods we illustrated so far are real fakers. The Minimum Viable Product approach is slightly 

different, and comes  to hand when the start up team wants to get deeper inside customers needs, and 

it represents a real transition between pretotyping and prototyping.  The MVP is nothing but the simplest 

prototype that embodies all the core functions of a final product: customers are not testing it for free but 

through a real purchase. So someone called them earlyevangelists or early adopters, because they are 

willing to pay for a product even if is rough and approximate. The team should consider an MVP if the 
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other methods didn’t give enough information about customers behavior, and especially when the team 

need to deeper investigate the interactions between customers and product.   

2.3 Pretotyping vs Prototyping  

At this point the strong difference between pretotyping and prototyping must be clear: pretotyping is 

more or less focused on learning from customers in order to discover if a product fit with customers 

expectations. Prototyping is focused on the product: the building feasibility, the engineering issues, the 

costs of building it, the functionality. The prototype perspective rate customers expectations  as a given, 

one thing set by the marketing division or coming from the gut feelings of the founders.   

3.    Pivot or Persevere  

Slides form 12 to 14  

Pivoting is essential to this method because it’s the core part of any experimental method: changing 

hypotheses and features in order to fit with new insights coming from market tests. Till the team is able 

to find both a value proposition and a business model that work.   

Different types of pivoting  

1) Zoom in; 2) Zoom out; 3) Customer segment; 4) Customer need; 5) Platform; 6) Technology pivot Zoom 

in  

A single feature becomes the whole product. This is true when a start up release a MVP just to find out 

that customers are totally engaged only by a single feature of the product.   

Zoom out  

The opposite situation may occur when a single feature doesn’t match perfectly with customers needs 

(pains and gains). In this case the company should build a larger product in order to fit perfectly to 

customers needs  

Customer segment pivot  

Market tests may reveal that a product/service is attractive, but not for the customer segment previously 

indentified in the VP Canvas. The start up could pivot to another customer segment or even from a B2C 

market to a B2B market and viceversa (Nespresso). This could lead to even reconsider your customer 

profile and could put you back to the Value Proposition Canvas. It’s one the most painful pivot to make.  
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Customer need pivot  

This occurs when early customers feedbacks indicate that a problem the start up rate as very important, 

it’s not, or at least customers are not willing to pay the price to solve it. In this scenario the problem the 

team identified it’s not worth solving.  

KEY STUDIES AND PRACTICAL EXERCISES  

Webvan or why it’s important to test your customers segment.   

Webvan is known as one of the biggest failure in the  internet-era.   

It’s dated back in the hey-days of the dot.com bubble. Webvan Webvan was an online  grocery business 

that that delivers products to customers' homes within a 30-minute window of their choosing.[1] At its 

peak, it offered service in ten US markets city. Webvan’s value proposition was, in a nutshell: the quality 

and selection of Whole Foods, the pricing of Safeway, and the convenience of home delivery. In other 

words, it was a mass-market strategy but with a high quality products and service.  

 If the “price” it’s a leverage of your value proposition, you are targeting customers that are price sensitive 

(for your customers the price represents a pain with a middle to high ranking). Webvan didn’t understand 

their customers segment: their product was a luxury, quality food delivered straight to your home. 

Webvan had to focus on customers who were looking for that kind of gains, because they wanted to pay 

for that gain. They tried to address too much pains and gains. The result was a blurred-not-clear value 

proposition.   

Pretotyping: The IBM speech-to-text test  

A few decades ago, well before the personal computer era and the internet revolution, IBM was market 

leader in mainframe computers and typewriters. In those days, typing was that kind of thing few people 

were good at: secretaries, computer programmers and maybe some writers. Most people were one 

fingered typist.  

In the ‘80s IBM was conducting interviews with customers in order to weighing the development (and the 

related huge investments) of a disruptive technology: hardware and software that could turn voice and 

speeches into a text on a computer screen. In those days computers are less powerful, so a speechto-text 

solution would have been very expensive to develop and could have been a 5 five years investment, 

massive investment.   

Customers, asked about the solutions, showed themselves willing to pay for this solutions, but IBM not 

everybody were convinced that the customers would actually end up buying the solution. Why? Because 

nobody had never tried this technology before. It was an absolute novelty. So what was important was to 

simulate the usage and to make customers really experiencing the solution. This is what they did: they 

https://en.wikipedia.org/wiki/Webvan#cite_note-1
https://en.wikipedia.org/wiki/Webvan#cite_note-1
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put potential customers (people who said they would buy the solution)  in a room with a computer, a 

screen and a microphone, no keyboard. They told customers they had invented and built a speech-totext 

machine and wanted to test it with real people.   So they let them speaking freely simulating a day in the 

life inside an office (internal communication, correspondence etc). Customers saw their words appearing 

immediately in the screen. What happened, and what customers didn’t know was that the words on 

screen were being produced by a typist in a nearby room. The computer box was merely a dummy.    

What come next, surprisingly, was that customers, after an initial positive feedback, didn’t like the 

solution (problems with confidential material overheard, sore throat, noisy work enviroment…). This 

experiment show that sometimes there’s a gap between an opinion and the real usage experience of a 

new technology. This experiment is suitable especially for early-stage demand validation of breakthrough 

ideas.   

Exercise  

• This exercise is suitable for Stem Students with a business idea.   

• Teachers should encourage students designing the best prototype technique for their business 

idea.   

• They can give students half an hour to sketch out the prototyping method they find suitable for 

their product and services.   

• Each team or student (it depends on how the teacher want to divide the class) should make a 

presentation of his prototype technique, in order to get feedback from participants.   

LESSON LEARNED  

Students   

• A strong value proposition has three levels of fit: on paper (hypotheses sketched with the Value 

Proposition Canvas); on the market (with market tests on both side of the canvas) and in a 

business model (it must be sustainable and scalable)  

• The difference between prototyping and pretotyping   

• Different types of pivot  

   

BIBLIOGRAPHY AND WEB REFERENCES  

Value Proposition Design: How to Create Products and Services Customers Want (Strategyzer)- A.  

Osterwalder, 2014  

Pretotype it, A.Savoia, 2011  



  

  

  

  
This publication [communication] reflects the views only of the author, and the Commission cannot be held responsible for any use 

which may be made of the information contained therein.  

Pretotyping@work, Jeremy Clark, 2012  

COMPLEMENTARY ACTIVITIES  

• Try to think at a mock-up or a Pinocchio prototype if your business idea is based on a product.   

• Try to think at a “Fake Door Solutions” for your product/service.   

AUTHORS  

Alain Marenghi, Aster, Start up Department  
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Module 7: Business Model Canvas  
  

AIMS AND OBJECTIVES  

• Learn about “validated value proposition”  

• Understand the importance of a business model connected to a “validated value proposition”  

• Become able to find and recognize sustainable business models  

• Learn how to generate a solid revenue stream and a sustainable cost structure  

• Get confident in controlling revenues and costs and in deciding about direction changes  

INTRODUCTION  

The main contents of this learning unit are surrounding this concept:  

• The Value Proposition, which means to tailor the offer trying to meet the potential clients’ 

immediate needs. As important as this is to consider whether these potential clients are going 

to be able to afford the price.  

This aspect is so important that we could conclude that entrepreneurship for PhD graduates 

and students is viable only if their work, one way or another, is able to meet somebody’s 

current need. Any other way, it wouldn’t be sensible for them to start a business.  

Connected to this point and trying to always keep focused on it, these other concepts appear also as 

very important:  

• Customer Segments (analysis of the different kinds of customers and classification of them 

according to their different needs and characteristics)  

• Channels (establishment of the best way to deliver the value proposition, in terms of speed, 

efficiency and cost effectiveness)  

• Customer Relationships (identification of the kind of relationship which is best to establish 

with the different customers’ segments)  

• Revenue Streams (design of the way to make income from each customer segment)  

• Key Activities (concise description of what executes the Value Proposition)  
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• Key Resources (determination of what everything needed to create the described value for 

the customers)  

• Partners (establishment of the needed partners to develop the non-key activities)  

• Cost Structure (description of the monetary consequences of the whole business model)  

  

KEY CONTENTS   

The key contents of this Learning Unit are:   

1. Business Model and the Value Proposition  

2. Customer Segments and Channels   

3. Customer Relationships   

4. Revenue Streams   

5. Key Activities  

6. Key Resources   

7. Key Partners   

8. Cost Structure   

9. Lean Canvas  

  

1. Business Model and the Value Proposition  

The Business Model is the description of the different aspects of a business life. It shows how all those 

aspects are coordinated in order to achieve the main objective of the business. As most businesses 

are created to make a profit, we could conclude that the business plan describes how all the daily 

activity of a business is coordinated in order to generate revenues that are higher than costs.  

Although there are businesses whose main objective is not to make a profit, this kind of business is 

not our subject matter. The scientific entrepreneur is going to develop his/her activity at the private 

market, and in there they must look for the biggest possible profit. This way the business plan appears 

as everything the entrepreneur is going to do to make money.  
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In this, the entrepreneur is going to develop something very strategical, but focused on the main 

description of his/her activity. This strategy could be taken to every small portion of activity, but when 

it is about the reason way the company is going to exist we are talking about the business plan. We 

will set the assumptions about what a business will do and won’t do for its existence. In this position 

we will talk about components of the business, their functions, revenues it generates and expenses 

it incurs.  

In many occasions the business model used to create a company is substantially changed when the 

business is developed. This is very important, since the new business is permanently getting new 

information that can change its optimal strategy. If the components or their functions, the revenues 

or the expenses change, the strategy developed at the business plan stops being optimal and it needs 

a new one.  

As the business plan is going to change due to the environmental circumstances, the question is how 

to prepare the adaptation of the business plan to those changing environments. This also requires a 

plan.  

The business plan, and its connections with a strategy, is one thing, and the system to update this 

business plan to the best possible strategy at every moment is another question. And this one is what 

the Business Model Canvas is about.  

To develop this mentioned system we are going to keep in mind the same objective: to make money, 

connected to the same question, how do we make money in this business? But instead of beginning 

from one activity we will start wondering about a concept: the costumer value and connected to that, 

the business value proposition.  

The questions are: How can we deliver value to customers? And how can we do it at an appropriate 

profit (with revenues higher than expenses) on it? And how can we update the system to deliver value 

to customers at an appropriate profit when the business components, functions, revenues or 

expenses change?  

The answer to all these questions is: managing the main components needed to deliver value to 

customers (at an appropriate profit) considering at every moment their connections. This way, when 

the environment modifies one of these components, we will be able to change either the others or 

their connections to keep delivering value at an appropriate profit. Simplicity is something important 

in this.  

We will call Value Proposition to this mentioned value, delivered to the customers, at an appropriate 

profit. It mainly consists of tailoring the offer trying to meet the potential clients’ immediate needs in 

a profitable way.  
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This value proposition is important because without revenues the company would extinguish and 

without something interesting for the customers it wouldn’t get revenues. Connected to the Value 

Proposition, other important components appear:  

• Customer Segments  

• Channels   

• Customer Relationships  

• Revenue Streams   

• Key Activities  

• Key Resources  

• Key Partners   

• Cost Structure   

  

They all must appear together on a control board that shows their connections. The idea is to design 

an instrument to use it in detecting where the risk of loss appears and in determining what to do in 

order to keep getting profit.  

This is what the Business Model Canvas mainly consists of, and to get a further understanding of it 

we will have to analyze it component by component.  

  

2. Customer Segments and Channels   

As not every person has the same needs, not all the business offers must try to meet the same 

costumers. However, every business offer should try to meet more than one customer’s need if the 

business wants to stay any longer. The customers who share a need and the chance to satisfy it make 

a segment. Customer segment is a community of customers and potential ones every business has to 

aim to. And there are as many costumer segments as needs and socioeconomic costumer profiles.  

Matching well business value proposition to customer segment is important for businesses to achieve 

a better profit. Businesses can do this by getting either many customers or just a selective group of 

them able to pay an expensive price. Hence, it is fundamental for an organization to understand the 

differences between groups of clients (customer segments) and carefully select which segment it is 

going to aim to. Then, every business plan must determine after the value proposition and as one of 

the most important variables, the customer segment they are going to include on it.  
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As it has been already explained, the customers must be organized into different groups with a 

particular common need. This need is what the business product or service tries to satisfy. The 

particularities of the group determine the channel the business is going to use to provide that group 

with its service or good. We can consider mainly five different groups:  

1. Mass Market   

Aiming to the Mass Market means to aim to a wide cross section of the population and not 

to pay attention to the different customer segments; the whole population are potential 

customers. E.g. Car, Fridge, Sunglasses.  

2. Niche Market   

Working with a Niche Market means trying to meet the very special characteristics and needs 

of a selected group of costumers. In here, the product must be highly tailored and made to 

suit these specific needs. Customer segmentation based on specialized needs and 

characteristics of its clients. E.g. Rolex, Lladró, Harley Davidson.  

3. Segmented  

Some businesses apply additional segmentation within their well-known customer segment. 

This is possible when there are very minute variations in the needs of the customers included 

on it. In this situation, the business will distinguish its clients depending on gender, age, 

and/or income. E.g. Clothes, Travels, Magazines.  

4. Diversify  

This is when an organization serves multiple customer segments. Its value proposition is 

offered to groups of costumers with very different needs and characteristics. E.g. Apple, 

Vodafone, Groupon.  

5. Multi-Sided Platform / Market  

Some companies serve mutually dependent customer segments. When they are related 

through dependency, makes sense to serve both sides of the equation. E.g. Credit Card 
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companies work with credit card holders and merchants who accept its credit cards, Health 

Insurance companies that offer health insurance policies and medical services, Car Dealers 

that sale cars and also repairs them.  

Channel is the way a company delivers its value proposition to its customers and liaises with them in 

order to get their feedback. It is a very important component of the business model and it shows 

three different phases: marketing, sales or distribution.  

The channels can be mainly classified between:  

- own channels, partner channels or a mix of both, considering the property of them  

- physical channels or web/mobile channels  

There are many things to consider when choosing a channel to use, but the best option will be those 

that provide the best combination of speed, efficiency and cost effectiveness. It must be also tailored 

to convenience the end-user. In case of managing different customer segments, it is advisable to list 

separate channels for every one of them.  

3. Customer Relationships  

When deciding the kind of relationship to build with the costumers through the different channels, 

we have, first of all to distinguish three different phases:  

 Acquisition  

It is the phase of trying to persuade potential customers to purchase the goods or the services the 

company offers. It is the beginning of the relationship, the definite moment to match the company's 

offer with the customers' needs.  

 Retention  

It is the phase where the already customer wants to stay as customer. Every business is interested in 

not to lose customers because the expenses of getting new ones are much higher than of retaining 

them.   
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 Upselling  

It is the time of creating new revenues from the retained customers. The strategy consists mainly of 

offering these customers related products or services related with the previous purchase.  

We can mention six different kinds of relationships with the customers  

1. Personal Assistance: It consists of offering a sales or services representative who assists the 

customers with a human touch. It is an interactive way of working with costumers directly 

through the services of an employee of the company. (ex.: a person always answering the 

telephone to customers in a company)  

2. Dedicated Personal Assistance: It represents a narrower connection between the company 

and the customer than the previous one. A sales or services representative is assigned to 

handle all the needs and questions of a special set of customers. Clients not only have an 

employee attending their requirement, but the same person for everything they need. This 

relationship becomes obviously closer.  

This kind of relationship is very interesting when trying to retain customers as it is another 

obstacle to defect as client the relationship created with the sales or services representative. 

It is quite common in Banking, even more when the customers are important companies or 

persons with long-standing relationship with the Bank.  

3. Self Service: This kind of relationship is the least personal. There is the minimum possible 

human touch, but the customer can get more easily what he wants from the range of services 

and products the company offers. Here, the organization provides the system for the client 

to get what he/she wants and client chooses and gets it. Many times the customer feels more 

comfortable in deciding what to get when there is not a company employee with him/her. 

This system usually is also cheaper. (ex.: supermarkets, products in shelves)  

4. Automated Services: It is a kind of self-service system, but it offers a more personalized 

service. Identifying customers this system provides a memory that remembers what the 

customer usually prefers. Many companies who sell their products through Internet offer 

their customers something connected to their previous purchase. This is a better service for 
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the customer if their behaviour is logical. (ex.: online bookshops whose offers are according 

to previous purchase).  

5. Communities: It consists of attending like just one customer a group of them. If by any 

reasons, the customers are together in purchasing services or goods, they can solve many 

questions for the company. The group of members of a Club buying uniforms is a good 

example of this. The community platform produces a scenario where customers share their 

knowledge about the product and order just like one person making easier the company 

work.   

6. Co-creation: This is the most impressive way of retaining a customer as he/she participates in 

the company construction. Their personal implication is bigger than any other case and they 

can feel themselves as part of the company. The strategy is to ask them about how they want 

the final product/service and to take it to them that way. It is not always easy, but when it is 

possible it is quite effective. (ex: McDonald’s, clients’ special orders to design products)  

  

4. Revenue Streams   

This is the way a company makes income from each customer segment. There are many different 

ways to do it and many details to consider about it, but mainly we could mention the followings:  

 Asset Sale - (the most common type) Transferring the ownership of a physical good. e.g. Every 

supermarket is a good example of this (ex.: electrical appliances, cupboards, clothes, etc.)    

This kind of sale refers to the transfer of ownership rights of a physical product from the seller to the 

buyer for the buyer to do whatever he/she wants to with it.  

 Usage Fee - Incomes generated by charging the use of a particular service e.g. (ex.: every kind 

of advertisement, medical services, travel agencies, etc.)  

This is the fee service providers charge to their customers after the use of the service. The main 

different between this fee and the previous one is that only the money is transferred in here. The 

assets of both, buyer and seller stay the same.  
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 Subscription Fees - Revenue generated by a service that is permanently offered. e.g. (ex.: gym 

members’ fee)  

When the service consists of a long-term or continuous access to the products of a company by the 

customers, they pay a subscription fee. It is often based on an average of the use of the service 

considering also the discount the company can make for its permanent offer.   

 Lending/Leasing/Renting - Giving exclusive right to an asset for a particular period of time. 

(ex.: rent a car, house, etc.)  

This fee is charged by providing their customers certain rights to their product for a limited period of 

time. At the end of this period, the ownership of the product goes back to the company that offers 

this service. What is offered here is a service, not a good, as the product is not transferred 

unconditionally to do what the customer wants with it (he can't for example, sell it). He/she has to 

give it back to the company when the use is finished. This is very good for the customer to use a good 

without making an investment to buy one. It is good for the company also since the temporary use 

of a good is always more expensive than the property and that generates profit for the company.  

 Licensing - Revenue generated when the use is of an intellectual property that has been 

properly protected. (ex.: a device maker pays for using every patented component)  

This revenue can only be generated by products, services or ideas that can be classified as intellectual 

property. This kind of rights holders don't have to invest in manufacturing to get incomes from their 

products, services or ideas. They can charge a fee to other companies that use their patents.  

 Brokerage Fees - Revenue generated from an intermediate service between a seller and a 

buyer. (ex.: broker insurance business)  

There is a whole kind of business in helping others to sale certain goods or services. Many times just 

to arrange the match, advice or help in filling documents is a service itself. The fee for this is called a 

brokerage fee. There can be an intermediary in many different sectors: sports, music, etc.  

 Advertising - Revenue generated from charging fees for helping others in advertising. (ex.: a 

website which charges advertisers)  
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Companies that work in promotion for other organizations can charge a fee for doing that. This kind 

of revenue is not only common in the advertising industry. Nowadays, in the digital revolution, many 

websites offer this service and charge for it.  

5. Key Activities   

These are the activities every business must have to survive, must identify and must establish as the 

main part of their business model. As the title suggests, these are the most important tasks of every 

business. This is what makes a business different from the rest and what allows it to compete with 

others. All of this must be present in the business model as the main tool to inspire the management.  

The main activities of every business can be classified in one of these groups:  

 Production.- (ex.: every industrial company, Nestlé, Ford, Samsung, etc.)  

This is what manufacturing firms do. Production consists of designing, creating and delivering 

significant quantities of a physical good. This kind of business usually need an important amount of 

investment.  

The typical value proposition in this kind of business is about certain characteristics of the product 

that makes it better (at least in one aspect) than those made by the competitors.   

The typical value proposition can be about the time the product last (must be longer), the beautiful 

design, the cheaper cost, that it is more suitable to the customer's needs, etc.  

The Key activities of a manufacturing company would be, depending on where the add value is, 

something like this;  

- Control of production and manufacturing if something like the cost or quality is important  

- Manage website, online orders and the distribution of the product; if the logistics make the 

business relevant  

- Create a branding strategy; when to be the leader (at least, in one sense) or a well-known business 

is important for the company.  

- Marketing and promotion of the product; when the presence at the market makes the sales 

increase  

- Product and packaging design, when the package adds value to the product.   

 Problem-solving.- (ex.: medical centres, lawyers, advisers, etc.)  
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Many people and even business have chronic problems. There are organizations whose main activity 

is problem-solving. They mainly work is to provide solutions to the problems of their customers. 

Consultancies, hospitals, and a lot of service organizations work in solving their customers’ problems. 

To work in problem-solving, they need a huge knowledge in management and to learn permanently 

about solving problems.  

Jiffy Lube is a chain of over 200 businesses in North America which offers almost every common major 

and minor maintenance or repair service. From oil and lubricant changes to wheel alignments, brake 

jobs, vehicle inspections and much, much more. Hence, it is a service firm that aims to provide a 

solution to a recurring problem its target customers may have. Jiffy’s value propositions are:  

- Keep cars healthy;  

- Keep clothes clean and garages tidy;  

- Save customers’ time and help them avoid the hassle of their cars breaking down.  

Based on these, the key activities performed at Jiffy can be as follows;  

- Change the oil of cars;  

- Perform other maintenance work;  

- Promote their services to customers through upselling and other marketing activities.  

Such organizations a huge knowledge of how to repair their repeat customers' automobiles, handling 

the car being aware of its history, like doctors with regular patients.  

 Platform/network.- (ex.: Facebook, Linkedin, etc.)  

If the platform is a key resource in a business, it usually has key activities related to that platform and 

to network in general. In this kind of business, branding and software are also important activities.   

Agile Enterprise Architecture or AEA offers its services to companies experiencing a surge of work or 

a cascade of models that need to be done within a limited amount of time. The company’s value 

propositions are as follows;  

- Low-cost architecture modelling;  

- Agile and available when needed by customers;  

- In the cloud;  

- Its environmentally friendly especially if the client company is willing to forego travel; - Efficient 

and effective;  
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- Involves minimal risk.  

Based on these the key activities for this organization are;  

- Cloud-based architectural modelling as a service;  

- Cloud-based enterprise architecture software as a service;  

- Frequent health checks for the architecture to make sure it remains robust with changing 

environment.  

  

6. Key Resources  

The resources every business needs to create value for its customers. They are an important asset for 

the company. Without them it is not possible to sustain and support the business. These resources 

could be physical, intellectual, human and financial. They can be owned or leased, and also can be 

provided by the partners of the company.  

 Physical resources  

The main characteristic of these resources is that they are the tangible ones the company uses to 

create value and they all enable the business to function. The main kinds of physical resources are:  

- equipment, considering this the main tools and furniture they use in the company  

- inventory of every kind of small assets they use in their daily activity  

- building for every kind of activity, offices, meeting rooms, workshops, etc.  

- manufacturing plants, if the company works in production activity  

- distribution network or the physical way to carry the company’s product  

A microchip manufacturing company needs semi-conductor plants as a key resource and without 

them or with them in a non-appropriate shape, the organization will not be able to innovate when it 

is needed and meet its customers’ needs.  

 Intellectual resources  

In this kind of resources we can include brand, patents, IP, copyrights, and even partnerships. All of 

them are neither physical nor tangible resources. Every contact is a kind of intellectual resource, not 



  

  

  

  
This publication [communication] reflects the views only of the author, and the Commission cannot be held responsible for any use 

which may be made of the information contained therein.  

minding if they are customer, partner or employee. Everything connected to people requires a lot of 

time for them not to be just telephone numbers but well managed contacts. But, on the other hand 

we have to consider that these contacts is somethings competitors can’t get easily when they are just 

arrived in the market. An important brand is something that also needs a lot of time to be impressed 

in potential customers mind. Companies like Mont Blanc depend a lot on their brand to sell their 

products to a customer segment which is very faithful to their brand. Other technology companies 

like Adobe have an amazing resource in all the knowledge acquired through many years of testing 

their costumers’ reaction to every new version of their product. All this knowledge is very difficult to 

get without spending a lot of time working on it.  

In the development of the Digital Era, the importance of the intellectual resources has become huge. 

The number of patents being filed in the world has increased significantly during the 21st century. 

Technological companies have realized that patents is the major driver of their business and growth 

nowadays.  

 Human resources  

In companies of the service industry is difficult to imagine a successful company without competent 

and even charismatic employees. But in many occasions employees are forgotten as the most 

important resource of a company. Many times employees are overlooked in an organization. And 

when a company requires creativity, human resources (which can be, for example service 

representatives) are extremely important.  

In the most important pharmaceutical companies, even the sales force is very qualified and is able to 

provide knowledge in creating new medicines for doctors. There are many other industries, like 

banking, where companies are leaders mainly because of their staff capability developed through 

many years of experience.  

 Financial resources  

The financial resource consists of the access to many different financial products. From cash to stock 

option plans for employees everything can be needed or just good in a certain time. The financial 

resources of a company are commonly related to its health and strength. In fact, many companies, 

after developing a great work in any sector become a sort of financial giants able to pivot their sector 

buying important businesses in another one. There is, anyway, a sector called Financial Sector whose 

main work is precisely to provide other companies with the financial resource. In this sector we can 

mainly include Banking, Insurance and Stock Market.   

For a car manufacturer:  
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- Physical resources are in the facilities such as assembly robots  

- Intellectual resources can be intellectual property as patents  

- Human resource are, for example, the designers  

- Financial resources, are the capital to invest in infrastructure and inventory but it can also be 

used in providing customers with the option of buying cars taking out a loan  

  

7. Key Partners  

Organizations need many things in order to optimize operations, work with the value proposition and 

reduce every risk that can be in a business model. In their daily activity organizations usually promote 

buyer-supplier relationships for them to focus on their core activity which is where they can make 

relevant their value proposition. With competitors and non-competitors, organizations can hold 

business alliances. These are mainly strategical because must be focused on improving some parts of 

the business model.  

An alliance of two commercial entities forms a business partnership that may either be a really loose 

relationship with both entities free to form more partnerships or a limiting contract where the two 

companies can only hold that relationship.  

Forming partnerships requires the management and combination of certain important factors:  

 Right Partnership Agreements: To avoid problems that can appear in the future, every 

partnership must clarify its terms of working. This is exactly the same for a business partner 

or person. All parties involved must have clear he conditions of the agreement.  

 Defining Expectations: If the entrepreneurs don’t get with a collaboration what they expect 

to get, the result is disappointment and often the end of the agreement. Because of this, 

expectations must be expressed at the beginning of the relationship to set up a sort of 

objectives on it. It is not only important to express expectations but to know our partner’s 

ones is also very important.  

 Impact on your clients: A partner must always come to fill a gap either in the value proposition 

or in the key resources. The only way to check this is to take to customers what the 

partnership is bringing. To evaluate this needed addition to the value proposition is very 

important. If there is not something better for the customer, it is not sensible to think that 

the partnership can be profitable or interesting.  
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 Win-Win situation: This can be deduced from the previous mentioned conditions. If the 

partners agree about the rights is because they get profit according to their expectations. 

And, in business, that means that their customers can see that as something good for them 

also. This is the typical situation every business must aim to. The situation where both 

partners and their customers win sets the bases for farther profitable collaborations.  

 Selecting partnerships: The same way a good partnership can be very profitable for a 

business, when the partner is not ideal, can become a problem. If the partner doesn’t fill a 

gap, could be anyway causing a wastage of resources. On the other hand some partnerships 

may seem lucrative in theory but not able to make a profit when the partnership is developed. 

In addition, when the business context changes, some business partnerships can become 

irrelevant. It is important to manage quickly partnerships in order to save time and money.  

What is called partners and partnerships in here is about the network of people (apart from the 

customers and staff) that make the business model effective. For a business to be successful, healthy 

partnerships are very important and there are lots of different reasons to establish them. In every 

activity a business develops, a good partner can be good. In using its resources, in creating new 

revenue streams or in reducing risks at new adventures, a sensible way to work can be with a partner. 

It is important to realize that a business maybe partnering with different institutions for various 

reasons, but this doesn’t mean that all the partners are equally important. A relevant task to do is 

identify the key partnerships of a business, which are those directly involved in the value proposition.  

We could also talk about the itinerary of partnerships a business requires. The need of partnerships 

changes over the life of a business. When a business begins it needs totally different help from when 

it is consolidated or when it has financial problems.  

One very relevant partnership is the one between Coca-Cola and McDonald’s all around the world. 

The company of soft-drinks runs a whole department which is responsible for building the strategic 

alliance with the fast-food restaurants company in over 31,000 restaurants and over 100 countries. 

Because both have important competitors (for instance, Burger King and PepsiCo), this alliance is 

strategically very relevant.  

  

8. Cost Structure  

This is about the consequences, in terms of money, of every operation made under a business model. 

Revenues and expenses together show if the business is profitable and can keep working or not. But, 

in order to try to preview everything before happens, we can consider these the main kind of cost 

structures:  
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 Cost-Driven -  (ex.: eBay)  

The main component of this model is a cheaply priced value proposition. Minimizing costs is the main 

objective of this model. This, obviously has impact in the rest of the components of the business 

model. A business which works with this cost-structure must be lean, with many automatic processes, 

and outsourcing of expensive functions. It is very important when managing a business this way, not 

to lower the prices because of the competitors’ behavior. In that case this could lead to serious loss 

of money if the expenses are not adapted to the new prices. Prices must be, first of all, adapted to 

the real cost-structure, for the organization not to lose money.  

Cost-Driven structure consists of looking always for reducing the expenses of a business creating 

operational efficiencies. This way the business will attract customers interested in the lowest possible 

expense meanwhile it gets important profit from its activity.  

Ryanair is good example of business (airline) which controls its prices down not adding “extra” 

services to its customers. Among other measures, they don’t offer in-flight meals and work with the 

cheapest airports to offer a cheaply priced flight. Their airplanes are used as much as possible to 

generate revenues and not to spend much time expensively on the ground.  

 Value-Driven - (ex.: expensive cars)  

There are companies that, instead of focusing on lower costs, work trying to give their customers the 

highest value. Their strategy is to create it and to deliver it within a value proposition which fits very 

well the customer segment’s preferences. Every brand related to luxury has this kind of 

coststructured business behind.   

Working with Value-Driven system of cost structuring means that the quality must be good. And there 

must be also a psychological work in making these customers believe that only relevant people use 

that brand. In everything considered luxury this kind of psychological matter exists.  

 Fixed Costs - (ex.: Vodafone, Google, etc.)  

There are certain expenses in every business that don’t easily change through the organization life. 

These expenses are called Fixed Costs and they stay the same regardless of the volume produced by 

the business. The most typical are salaries and rents. Because of that, those businesses that need a 

big venue, important equipment, and many employees, are the best example of this kind of 

organizations.  
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Most of manufacturing businesses can be included in this group. But something also important to 

consider is that fixed cost doesn’t mean that it will never change. It means that it will remain stable 

over a period of time.   

 Variable Costs – (ex.: professional advisers)   

A cost is variable when it depends on the volume of production the company is holding, in a way that 

there is no cost when there is no production. This happens, for example, with the delivery costs. If 

there are not deliveries to customers, there are neither expenses for delivering. The volume of this 

kind of cost depends absolutely on changes in demand and supply. The most representative of this 

kind of costs are utility bills and raw materials used for production of the end product. Every retail 

distributor is a clear example of what a variable cost business is.  

 Economies of Scale - Costs go down as the amount of good are ordered or produced. (ex.: 

every industrial business with a minimum investment)  

If a business sees its overall cost per unit lowering when the volume of production is increasing they 

say that the business is an economy of scale. This is the case of many big businesses with an important 

market share. This shrinking cost per unit is caused by the size of the business. The high volumes of 

production spread fixed costs more thinly. Because of this, the average cost per unit is reduced. 

Economies of scale create synergies and more efficient dynamics that also reduce variable costs.  

An easy way to work with economies of scale is the bulk buying. The negotiating position is stronger 

when buying important volumes and it often provides lower prices. The most important supermarket 

chains in the world use this system to make an important profit.  

 Economies of Scope - Costs go down due to incorporating other products which have a direct 

relation to the original product. (ex.: distributors of products)  

When a company works in the production of different goods with similar making process, it can 

reduce costs. The share of the whole structure of Marketing, Finance or Human Resources is good to 

begin with, but maybe the Sales Department and others can join strength to face a new industry or 

good. It is a good way to economize an entire structure.  

This kind of cost structure requires common processes or resources for two or more different kind of 

products. In many cases economies of scope coexist with economies of scale. For example, a 

supermarket chain can choose between increasing the offer of just one product getting better 

economic conditions and sales, or diversify the scope of products adding new ones. In both directions 

it could get a higher profit.  
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A good example of economy of scope is the Coca Cola brand. Coca Cola already has a number of drinks 

launched in the brand other than Coke itself. For a new product, like for instance, Coca Cola Green 

Tea, the company could use the established Distribution Channel saving the huge expense of creating 

a new one.  

  

9. Lean Canvas  

Business Model Canvass was created because entrepreneurs had different needs than consolidated 

companies. But there are different kinds of entrepreneurs: on one hand those who begin without 

previous labor experience in an innovative and risky business, and on the other hand those with 

certain maturity or who want to build a project with less risk. For the former ones, Lean Canvas Model 

is a better model.  

What Business Model Canvas provides is good because it is very easy to sketch with it a business 

model. So, the Lean Canvas Model is going to use the system as Business Model Canvas, but with a 

few differences to adapt it to less experienced and more risky projects.  

Lean Canvas modifies Canvas Model at the following aspects:  

- Key Partners change into Problem  

- Key Resources turns into Key Metrics  

- Key Activities turns into Solution  

- Customer Relationship turns into Unfair Advantage  

As the ones of the Canvas Model have been explained, it is time to mention what the new components 

of the Lean Canvas are about:  

 Problem   

It is a component of the Lean Canvas Model that is very connected to the customer. We can even say 

that we are talking about a Problem of customers. The objective is to define an early adopter from 

the group of them. To do that, first of all, we will do as follows:  

- Determine the list of the top 3 problems for the customer segment the organization is aiming 

to. The customers are supposed to want to solve these problems.   
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- List existing alternatives to solve the 3 determined problems. As the objective of this is to 

attract early adopters of our product we must think how they are solving these problems 

nowadays.  

- Analyze the possible solutions. Maybe they are existing ones. Other times, when the pain is 

not too acute, doing nothing could also be a viable alternative.  

- Identify other user roles, apart from the customers (e.g. In a blogging platform, other user 

role is the readers of the blog, while the blog author is the customer)  

- Narrow down the customer segment till get the early adopter segment by considering their 

mentioned problems. As an example, a coffee-shop in the centre of a city targeted to people 

who live, work or buy in the area starts aiming to “professionals of the surrounding offices 

and bureaus for their coffee-break time”.  

 Key Metrics  

The Key Metrics are the indicators of the success of a product. They are connected to the key activities 

although these are not components of the Lean Canvas. As this model is more hypothetical than the 

Business Model Canvas, the key metrics must provide a test for the convenience of the product.  

To put a bit of order among all the numbers a startup manages it is important to choose the key 

metrics (related to the key actions) that matter. There are not many and some authors even 

recommend to use just one and ignore the rest.  

At the beginning of a startup it is sensible to centre the key metrics on its value proposition to test 

how it is being accepted by the customers. Later, the way the project is being developed, it would be 

recommendable to shift towards the key engines of growth. First, we are testing the product or 

services we are going to offer. After that we will look for the progress of the business in general.   

It is a question of steps. The key metrics must be focused on the first step of the project to later on 

shift to the second. To fail in identifying the right key metrics can be a huge mistake. Even something 

as important as optimization must not be many times the matter of the key metrics.  

All of this, obviously, must be involved in certain strategy that points the way to follow to develop a 

successful business. But as it was mentioned before Lean Canvas Model is ideal for the early stages.  

 Solution  
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It is the logical result of working with problems in a business context. When the problem is detected, 

it is the moment of looking for a solution. This solution must be amicable and as easy as possible. As 

such, a solution box with the Minimum Viable Product “MVP” concept was included.  

As solution will turn into key activities within the context of the Business Model Canvas. So, Solution 

tells about something the customer would buy as it solves a problem he/she has.  

 •  Unfair Advantage  

It is what allows the start-up to get profit in this situation. It must be something very difficult to copy 

by competitors. Its combination with the detected problem makes the perfect beginning for a 

business.   

They can be questions like know-how or talent, but also creativity. If a company understands 
their customers’ needs or a way to operate in some markets in ways other people don't, it is 
very difficult for those competitors to steel them the customers.   

A company able to make a great team it also has an unfair advantage. Talented people don’t 
usually work as others do. They follow different motivations and expectations. A good team is 
able to do a great work and that is a very important issue for a company.  

In the end, an unfair advantage is something that make us be better than our competitors and 
us the day before.  

  

CASE STUDIES AND PRACTICAL EXERCISES  

Business Model Canvas:   

Gore Fabrics (by Matt Terrell)  

https://www.youtube.com/watch?v=G1lHCP3gTQc 

Zara  

https://www.youtube.com/watch?v=13ZItq8r_g0 

Nespresso  

https://www.youtube.com/watch?v=JIzl-OEspZk 

Pharmasset 

https://www.youtube.com/watch?v=G1lHCP3gTQc
https://www.youtube.com/watch?v=G1lHCP3gTQc
https://www.youtube.com/watch?v=G1lHCP3gTQc
https://www.youtube.com/watch?v=13ZItq8r_g0
https://www.youtube.com/watch?v=13ZItq8r_g0
https://www.youtube.com/watch?v=13ZItq8r_g0
https://www.youtube.com/watch?v=JIzl-OEspZk
https://www.youtube.com/watch?v=JIzl-OEspZk
https://www.youtube.com/watch?v=JIzl-OEspZk
https://www.youtube.com/watch?v=JIzl-OEspZk
https://www.youtube.com/watch?v=JIzl-OEspZk
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https://en.wikipedia.org/wiki/Pharmasset 

https://en.wikipedia.org/wiki/Raymond_F._Schinazi 

http://www.bloomberg.com/news/articles/2011-11-

21/gilead-to-acquire-pharmassetfor-11-billion-to-

add-hepatitis-c-medicines  

  

LESSON LEARNED  

1. What are the main components of the Business Model Canvas?  

  

2. What’s new in Business Model Canvas?  

  

3. What is the Value Proposition?  

  

4. What is the main match Business Model Canvas tries to arrange?  

  

5. What is a Niche Market?  

  

6. What is a Multi-Sided Platform/Market?  

  

7. What does the company use for delivering its value proposition to its customers?  

  

8. What does the upselling phase consist of?  

  

9. What is the Automated Service of a product?  

  

10. How is called the income generated by the use of protected intellectual property?  

  

11. Which is the other main key activity apart from Production and Problem/Solving?  

  

12. What is a contact: a human resource or an intellectual resource?  

  

13. Is it sensible to say that as many partners, better for the business plan?  

  

14. What is the difference between Economies of Scale and Economies of Scope?  
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15. Which components change from Business Model Canvas to Lean Canvas?  

  

16. Which component of the Business Model Canvas, that doesn’t appear at the Lean Canva, is the 

Key Metrics connected to?  

  

  

BIBLIOGRAPHY AND WEB REFERENCES  

Business Model Generation, A. Osterwalder, Yves Pigneur, Alan Smith, and 470 practitioners 

from 45 countries, self published, 2010  

 [1]"How to create your Lean Canvas" (PDF). LeanStack. January 2014. Retrieved January 2014.  

 De Reuver, Mark, Harry Bouwman, and Timber Haaker. "Business model roadmapping: A 

practical approach to come from an existing to a desired business model." International Journal 

of Innovation Management 17.01 (2013) 

http://www.businessmodelgeneration.com/canvas/bmc   

http://www.entrepreneurial-insights.com/selecting-managing-channels-business-modelcanvas/  

COMPLEMENTARY ACTIVITIES  

Suggest participants every kind of activity (watch a movie, read a book etc ) that could help in 

better understanding the concepts of the lesson.  

This point is of particular importance because it could bridge class contents with students’ everyday 

life.  

As for IPR, for instance  worth to mention the following films: “the Social Network (2010)”,  

“Saving Mr Banks (2013)”, “Big Eyes (2014)”, “Flash of Genius (2008)”, “The Internet’s Own Boy 

(2014)”  

AUTHORS  

Iker Inchauspe Prego, FUNDEUN  

Fundeun.nuevosproyectos@ua.es.   
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MODULE 8: From Business Model Canvas to Lean Business Plan:   
  

AIMS AND OBJECTIVES  

This LU will investigate the relationship between the business model and the business plan, in order 

to know what data coming from a business model could be used in a business plan, and, most 

importantly, how the wrong business model could affect a perfect business plan. This LU will provide 

insights on how business model and business plan have to deal with external forces and the need 

for change and adaptation they always bring. This need for quick adjustments and reviews involves 

both business model and business plan. Business planning is frequently seen as a boring practice 

that no one pays attention to. To avoid this, we have to formulate an MVB (minimum viable business 

plan). This LU starts from the consideration that a solid business plan should arrive only at the end 

of a process. The process as we describe it in LU4, 5, 6 and 7, is an iterative method that enables a 

small company to decide whether to go to market or not, to decide which customers to serve, how 

to reach them, which partner to choose, how to extract value from customers, and which are the 

key resources. The point is that all the parts of this process have been validated through market 

experiment, customer interviews, pretotyping tecniques. This process led us to the business model 

set up. Now it’s time to move towards an “affordable” Business Plan, that is able to outline the 

strategy which the company will deploy. Affordable means lean, a business plan tightly connected 

with the business model and the information it contains.   

INTRODUCTION  

As we learned in LU7, a business model, validated with an iterative process, represents the solid 

basement of any kind of startup operating in new/old market with a new product or service. The 

business plan is nothing more than the execution part of the underlying business model. So a flawed 

business model could affect the way the company does things, and could also turn every execution 

into a failure. We are talking about startups, not established companies,  and this is really a thing to 

remember. The first days of this training course have been devoted to the search for a scalable and 

profitable business model. So this is what start ups really are: institutions in search of a repeatable, 

scalable, profitable business model that comes from a validated value proposition, that in turn  

comes from a validated customer segmentation. After the “search”, begins the execution of a plan. 

This is the hardest part. A company, whether a start up or an established one, must keep on dealing 

with their business model, even when they run a well known business in a well known market. Think 

of a business model as a drawing that shows all the flows between the different parts of your 

company’s strategy. Unlike an organization chart which is a diagram of how  job positions and  

functions of a company are related, a business model diagrams how a company makes money – 

without having to go into the complex details of all its strategy, processes, units, rules, hierarchies, 

workflows, and systems. And we’ll learn that each part of your business model could be a pivot field 
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to change and adapt our business to a changing market, both on the demand side and on the supply 

side.   

KEY CONTENTS   

1. Business Model Versus Business Plan  

2. Thinking outside your Business Model  

3. Transformative/Dynamic Business Model  (pivoting and sustainability)   

4. Business Model Swot Analysis  

4. Using Business Model to write a good Lean Business Plan  

  

1. Business Model Versus Business Plan  

  

[Slides from 2-3]  

At this point there should be no confusion about the definition and the meaning of business model.   

A business model is the underlying (hopefully sustainable) mechanism through which a company 

(either a start up or an established one) creates/drives value for/to customers. This means that a 

business model preexists/precedes a business plan. A business model is the core part of a business 

plan, it substantially represents the means and the starting point of the plan.   

  

A business plan is the execution part of the business model, and its purpose is to describe and above 

all “communicate” a project or in other words how a business model can be implemented 

(Osterwalder 2012).   

  

This point is crucial: the business plan deals with execution, and it’s sometimes a valuable way to 

communicate to investors, partners, or managers in the company, an idea about a new product, a 

new business. But it has no real value unless it is executing a business model that is sustainable in 

the long period. Thus to structure a good business plan we have to gather data from our business 

model, using the business model canvas as a point of reference. And it’s not just a matter of how we 

use business model canvas or, before, the Build-Measure-Learn cycle that is under the lean start 

approach. Even a business plan must be written with this sort of incremental, start-small approach.   

A lean business plan must execute communicate and explain every changes (pivots) in a BM. This is the 

core part of this reasoning. It’s another tool in a lean start up methodology.  It could be a useful 

approach, since we stated that a start up it’s a human institution in search for a sustainable and scalable 
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business model. So it’s very important that a business plan is well-linked with the underlying business 

model.   

  

2. Thinking outside your Business Model  

  

Slides [4 to 7]  

The first step toward a lean business plan is to think outside the business model. Which are the 

forces that influence or even drive the environment outside a business model and force it to 

constantly adapt and be revised? Understanding the changes of this environment and the shifts in 

balance among those forces make also easier to adapt your business model and your business plan 

accordingly. And could be use for the most important part of a business plan, the forecast trend in 

three years.   

Which are those forces that can shape the space design in which we can model our business idea? 

1) Macroeconomic forces: these kind of forces could influence all the other forces. These are global 

market conditions, extreme events  that affect commodities and other resources (such as war, flood, 

famine)  and turbulence with capital markets.  

2) Industry forces: among them we can identify competitors (both incumbent and insurgents), 

substitute products that can fit with our customer segments, suppliers and other actors through the 

value chain.  

3) Market forces:  these include needs and demands (especially when they shift) revenue 

attractiveness (that could lead to more competiveness)  

4) Trends: a business model can be affected by technological trends and also cultural and 

regulatory trends. For example: which cultural trend could shift my customer behavior? Or, as for 

regulatory trends, which rules could affect your business model? Technological trends can put your 

business out of place, moreover this technology could lead to a better value proposition as a tradeoff 

between price and quality, or simply make switching cost dramatically lower.   

  

  

3. Transformative/Dynamic Business Model (pivoting and sustainability)   

  

The way a company reacts to external  forces and adapts to their (often fast and unpredictable) 

changes, carries always 2 consequences: a change/pivot/innovation in the business model, and a 

change in the business plan. So we have to promptly switch to a new business model design and  to 

a business plan updating. But every change in one of the nine building blocks affect other business 

model building blocks and the content and financials of the business plan. Keep in mind that 

there’s not a single business model, it can change continuously, driven both by innovation forces 

among organizations/company and by environmental forces. “For successful organizations, 

creating a new business model or rethinking an existing one is not a one-time 

exercise”(Osterwalder, 2012).   
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How do company innovate their business models? Here we could describe four models of business 

innovation.   

The concept of “pivot” comes to hand not only when we are dealing with the validation process in 

the development phase of our business idea, but also when we are facing the environment outside 

our company. We adapt our business model through a series of pivot that could be deliver by a 

business model design process and have also consequences on our business plan.   

First we have to consider that our business model, as such our business plan, it’s not a given. And 

the blocks of our business model are not insurmountable walls, but are more like lines on the floor, 

and every change in a block has a significant impact on the other blocks.     

1) Resource-Driven. It’s that type of innovation  that can be driven by the resource block of the 

canvas, both internal or external (partners) from the company to add products or to address more 

customers pains/gains. A resource-driven innovation also occur when a company decides to license 

part or all of its patent IPR asset. This could change dramatically the key activities block, and the cost 

structure,   

2) Value proposition driven. One of the most important changes a company/start up could make 

is in its value proposition. It’s the counter part of number 1. And could affect almost every block of 

our business model (from channels, to customer relationship revenue models and the cost 

structure).   

3) Customer driven. This is the case when a company switch from a B2B/B2C to a B2C B2B market 

or also add a B2C/B2B value proposition to a previous B2B/B2C  value proposition (case study 

Google)  

4) Finance driven. It’s the type of change that occurs when a company switch from a one-sell-

perproduct revenue model to a leasing/renting revenue model (case studies: Xerox, Hilti).   

As we said all of these changes have an impact on the different blocks of our business model, but also 

have a strong influence on the contents of our business plan.   

Now we will try to figure out how to capture information from a business model and put them in a lean 

business plan template.   

  

Assess your Business Model [8-10]  

To complete this section could be useful to put your business model to the test with a SWOT analysis. 

The SWOT analysis could assess either the general model or each block: “the overall integrity of the 

model is crucial, but looking in detail can also reveal interesting paths to 

innovation”(Osterwalder,2012) and to clearly define a strategy and the investments related, that are 

an important part of a lean business plan for investors and for the company itself.   

  

SWOT in detail  

In this part you have to ask yourself what your company strengths and weaknesses are, and which 

opportunities your start up could pick up and the threats it might face.  To do so, try to set the 

strengths and weaknesses of each part of your canvas. To simplify divide it into four areas 
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(Osterwalder 2012): 1) Value proposition assessment; 2) Cost/Revenue Assessment; 3) 

Infrastructure Assesment; 4) Customer Interface Assesment. For point 3) gather Key Activities, Key 

resources and Key Partners. For point 4) gather “Channels” and “Customer Relationship”.    

  

Do the same for Opportunities and Threats.   

   

This SWOT, as we said, will lead to two results: on one side you can assess the state of the art of your 

start up “as is”. On the other side you can draw new business model based on strategies related to 

threats and opportunities. This leads to the next paragraph.   

   

4. Using a Business Model to deliver value through a Lean Business Plan  

  

Slides [10-11]  

  

The work which a team has put into the design phase (business modeling) in the previous stages should 

form the basis for a strong business plan.  

  

We should keep in mind that a business plan has multiple goals to achieve: it could have been written 

for investors, for a business plan competition, or to win a grant. Moreover, to communicate 

seamlessly with a design thinking attitude, a business plan should be lean and promptly adaptable 

to a new business model.   

A lean business plan template is made of four or five main sectors, each of which could usefully be filled 

with insights and data coming from a business model design process.   

  

1) Start up Team: from the business model process we know that a strong team is cross-

functional. This means that it has members of different ages, with different areas of expertise, from 

different cultural backgrounds with a mixture of experience. You can acquire data from the “Key 

resources” block of your business model canvas. In this part is important to underline the 

connections between members and the complementarities of their skills. It’s equally important to 

underline the members’ capacity in execution.   

  

2) Value proposition: customer segmentation channels. This part should describe the value that 

you are delivering, whom you are delivering to, and through which channels. In this part you can use 

a bit of storytelling to gain readers attention. It could be useful to complete this part with 

information coming from key activities and key resources block (Team again), to point out how you 

create your value and how you execute your business model. There should be consistency between 

team skills and the execution: this is something investors usually rate the highest in a Business 

Plan. Be sure to give investors this impression. Where the team capacity isn’t enough, complete the 

execution with partners.   
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3) External environment and competitive advantage: analyze your environment following the 

description of the forces that put pressure on your business model. In this section is important to 

emphasize your competitive advantage, and the customer retention capability of your business 

model: are customers locked in? Why? Being a young company can make you a vulnerable player, 

and competitive advantage could influence either your lifetime or your margins.  For example if 

your value proposition is “we make it cheaper or more affordable”, the risk is that established 

companies on the same market will temporarily lower their prices. They could survive a period of 

thin or negative margins, and can put you easily out of the market. A lasting competitive advantage 

can be derived from customer retention or something circumstantial which creates tangible entry 

barriers for potential competitors.    

  

Three types of valuable competitive advantage are: 1) Intellectual property (although this is a 

controversial competitive advantage, because patent protection is very expensive and requires that 

your invention will be made public; 2) Customer lock-in or  switching barriers: this makes it difficult 

for your customers to switch to your competitors. Case studies on this issue are Gillette and Xerox, 

but also the integration of devices in Apple and the role played by the Apple . 3) Customer 

agreement: Long term contracts with your customers: this is especially feasible in a B2B market, 

offering benefits to make customers stick with you. This part could be tracked down from the 

“Customer relationship” block.     

  

4) Strategy  

The strategy should communicate how to implement your business model, from “as is” to the future, 

on the SWOT analysis basis. This part should include a summary of all projects related to Business 

Model Building Blocks. Complete it with a Roadmap and a Gantt Chart, describe the timeline for each 

project and the resources (financial, human,..) you need.   

  

5) Financials  

The fundamentals of the financials could easily be derived from your BMC: total cost, revenue, and 

cash flow projection. With this rough analysis you can at least calculate your break even point. 

Focusing on key activities, key partnership and key resources, could also help to identify your 

operating costs and the midterm sustainability accordingly.   

  

KEY STUDIES AND PRACTICAL EXERCISE  

Exercise  

Assess your lean business plan in the context of your target market. Test each block of your business 

model against your overall goals, and consider the impact of each block on those which follow it.  
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LESSON LEARNED  

1) Distinguish a business model from a business plan?  

2) Evaluate the importance of critical thinking in formulating a business plan  

3) Describe the benefits of a transformative business model.  

4) Consider the external forces which affect your business model. Describe them in order of impact.  

5) Provide a real world example of a cross functional team. Compare this to your team dynamic.   

6) List the most important parts of a lean business plan separately. Compare your answers as a group. 

Describe the differences in your individual approaches and the reasons for them.  

7) In light of question 6, explain the importance of team work to the formulation of a successful lean 

business plan.  

 AUTHORS   

Alain Marenghi, Aster, Start Up Department  
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Module 9: IPR ISSUES   
  

AIMS AND OBJECTIVES  

The main goals the LU11 intends to pursue in terms of skills and knowledge acquired by the audience are:  

• Understand the basic concepts of IPR;  

• Get confident with the meaning of  immaterial asset  

• Learn about the importance of having an idea   Realize what an innovative idea is  

 Distinguish between:  

- Technical innovation  

- Services innovation  

- Innovative business model  

- Design innovation  

- Social innovation  

- Technological innovation  

  

INTRODUCTION  

STEM PhD students and graduates must learn how to manage well certain concepts related to 

their knowledge and research if they want to work privately with them. Their production is mainly 

intangible and can be copied by anybody if they don’t manage well the Intellectual Property 

Rights. A stem PhD student and/or graduate must know about:  

• Patents  

• Utility Models  

• Secrets  

• Industrial Designs  

• Distinctive Signs  

• Copyright-Software  

  

To avoid copies of their work, scientists must register the result of their research. Any other way, if 

their work is copied by other scientists or companies they should try to prove at the  

Court that that the copy is illegal. If they register their discoveries or inventions they only need to show 

the inscription of the intellectual property right to claim against the copier. No needed proof in this case.  
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This is the reason why IPR exists. This unit is about managing IPR and the first thing to learn is 

that the law of this kind of rights changes depending on the country inside the European Union. 

This unit has been developed considering Spain as an example of national protection of IPR. Since 

all the national laws in the EU are inspired in the same rules, promoted by the EU itself, the 

Spanish case (as many others) can be considered a good example for the rest of the national 

contexts. Apart from that, the globalization movement makes more important the European and 

international regulation, which are exactly the same for every country.  The scientific 

entrepreneur will have to check in his own country how to protect its intellectual property. This 

unit is important for them to understand what an IPR is, how is the protection that it gives and 

how to start managing it. The end of this process will be when registering that right solving “in 

situ” the specific characteristics of its nationality in that.  

KEY CONTENTS   

As mentioned before, the first important thing is to clarify what can be registered and the way to 

do it. In order to analyze and to classify at the same time, we will pay attention to the following 

concepts:  

• Patents  

• Utility Models  

• Secrets  

• Industrial Designs  

• Distinctive Signs  

• Copyright-Software  

  

The same way we need to manage very well the value of exclusivity, territoriality, limited duration 

and divulgation. They all are very important to work registering IPR about research and 

inventions.  

And another important question is the legal context where we are going to register and IPR with its 

values.  

PATENTS  

What is a patent?  

Patent is a title that recognises the right to exclusively exploit an invention, preventing others to fabricate, 

sell or use it without the owner's consent. As a counterpart, the patent is available to the public for general 

knowledge.  
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There are product patents and procedure patents. The products can be characterized by their 

configuration or structure or by their composition. The procedures consist of a sequence or set of 

operations to obtain a product or technical result  

To be registered as a patent, a product or a procedure must be new, invented and have an industrial 

application. Because of that the following intellectual works cannot be patented:  

  

- The discoveries, scientific theories and mathematical methods  

- Literary or artistic works or any other aesthetic creation, as well as scientific works  

- Schemes, rules and methods for performing intellectual activities, games or economic and 

business activities, as well as computer programs  

- The methods for presenting information  

- Methods for surgical or therapeutic treatment of the human or animal body, or diagnostic 

methods applied on the human or animal body  

  

How to register a patent?  

  

A patent can be protected national, for the European context or internationally for 20 years. The people 

who can register a patent are:  

  

- Inventor / successor in title (can be transmitted between alive people)  

- The first inventor applicant or what the court decides when is invented by several people 

separately  

- A group of inventors forming a joint ownership  

- A company or institution (like the University) that employs different people  

  

The patent, when registered must include the territorial and temporal scope of the protection and its 

objective scope. The patent will not have effect in:  

- The words and word combinations  

- People private life  

- Experiments  

- Community exhaustion  

- Privilege of farmers and rangers  

- Previous use right  

- Patents dependence  
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There are many reasons why to register a patent. It can provide the business a strong market position and 

competitive advantage. To register a patent increases profits and better return of the investments by, for 

example granting a license on the patent or its transfer. It can allow the company to get to new markets. 

And the most important maybe is that owning a patent considerably increases the ability to successfully 

take legal steps against those who copy or imitate the protected invention.  

Requesting for a patent protects against usurpers, generally when the patent is published at the BOPI 

(Official Bulletin of the Industrial Property in Spanish), but since the request when a third violates the duty 

of confidentiality or trust relationship.  

The competent office to register are:   

- The OEPM at the national level in Spain,  

- The OEPM or the European Patent Office (which are connected) in the European case   

- The OEPM, the World Intellectual Property Organization (WIPO) or the institution of the country 

where to protect the rights in the international case.  

  

The time to get the concession approved depends on whether the application suffers some suspense, but 

the average times taken to get a concession are around 30 months for the national level and 36 for the 

European one.  

About its cost, it also depends on the national, European or international context, as follows:  

- National patent in Spain without prior examination € 800  

- National patent a preliminary examination in Spain € 1200  

- European Union Patent (status 2015) (not including the cost of validation and translation) € 5,000  

- European Union Patent (status 2015) (including the cost of validations and translations in 11 

countries) around € 40,000  

- PCT (International Phase without a Preliminary Examination) € 3,250  

  

UTILITY MODEL  

What is a utility model?  

Utility model is a title that recognizes the exclusive right to exploit an invention, preventing others from 

its manufacturing, selling or using without the consent of the owner. In return, the utility model is 

available to the public for general knowledge.  
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To be considered a utility model, a product must be new, “obviously” invented and have an industrial 

application. The time for the protection can only be 10 years because it protects inventions of less 

inventive size  

A utility model must be manifested through the form, structure or constitution of an object to achieve a 

technical advantage. This excludes procedures that can only be protected by patents.  

A utility model doesn’t require an exam or report on the state of the technique. There is a call for to third 

party oppositions. Its concession is faster than in the case of a patent and its cost, lower.  

If the application doesn’t require a suspense, the time for registration is 10 months at the national level. 

Its cost is about 101,38 €. Not every country allows the utility model.  

  

SECRETS  

What is a secret?  

A secret is something not made public, with no temporal or territorial limits, no registration involved, with 

immediate effect, non-protected against imitation, with no registration cost. It is another way to protect 

an intellectual property. But it depends more on the loyalty of those who know he secret.   

The best example is Coke. In protecting an intellectual property using a secret, the company must develop 

its own systems to check who knows it and who doesn’t and how to protect this secret to be told.   

  

INDUSTRIAL DESIGNS  

What is an industrial design?  

An industrial design is the appearance of the whole product or a part of it, which is result of the features 

of, in particular, the lines, contours, colours, shape, texture or materials of the product itself or its 

ornamentation.  

To be considered an industrial design, a product must be new and show a singular character. It can be 

protected for the national or European level. The national protection is for 5 years that can be extended 

to 25.  

At the European level, the industrial design can be protected 3 years without registration. If it is registered 

it is protected 5 years and can be extended till 25.  

To protect an industrial design is interesting to prevent competitors from copying. It is also a matter of 

prestige. It shows that the business values its products  
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How to register an industrial design?  

The industrial design can be protected:  

- At the national level: the OEPM in Spain  

- European Union Level: OHIM  

- International level: OEPM/ WIPO / Office of the country  

  

If the application doesn’t suffer some suspense, getting the concession takes an average time of 3 days at 

the national level and between 1 and 3 weeks at the European Union level.  

The costs of registering an industrial design also depend on the level, but as an approximation:  

• National level (Spain)  

Registration Request is 74.93 €  

Additional designs to the same application; 11 to 20 designs 65.56 €, 21 to 30, 54.45 €  

• European Union Level  

Registration Request is 230 €  

Additional designs to the same application; 2 to 10 designs 115 €, +11, 50 €  

Publication of register 120 €  

Additional designs to the same application; 2 to 10 designs 60 €, +11, 30 € • 

 International Level (it depends on the country)  

  

DISTINCTIVE SIGNS  

There are three main kinds of distinctive signs: brand, tradename and label.  

Brand  

The brand is the sign that distinguishes in the market the products or services of a company, either if it is 

individual or social. The brand functions are to indicate the quality, to inform and advertise and to indicate 

the business origin.   

There are different things that can represent a brand:  
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- The words and word combinations  

- Images, figures, symbols and drawings  

- The letters, numerals and combinations thereof  

- Three-dimensional shapes, also their wrappings, packaging and the product form  

- The sounds, provided that they are susceptible of graphic representation, for example in the 

pentagram  

- Any combination of the mentioned signs  

  

There are also things that cannot be a brand, like for example:  

- The signs that do not fit to the concept of brand  

- Lack of distinctive  

- Ways imposed by the nature or the shape of the product  

- Signs against the law, the public order or the morality  

- Misleading signs  

- Signs that reproduce or imitate official names and symbols  

- Earlier brands  

- Other earlier rights  

  

Brands can also be classified between:  

- Denominatives  

- Graphics  

- Mixed  

- Three-dimensional  

- Soundtracks  

  

Brands can also be:  

- Products or Services  

- Well Known Brands or Leading Brands, depending on the level of knowledge -  Individual, 

Collective or Guarantee brands  

  

Trademark   

A trademark is a recognizable sign, design, or expression which identifies products or services from a 

particular source from those of others.  

https://en.wikipedia.org/wiki/Sign_(semiotics)
https://en.wikipedia.org/wiki/Sign_(semiotics)
https://en.wikipedia.org/wiki/Sign_(semiotics)
https://en.wikipedia.org/wiki/Design
https://en.wikipedia.org/wiki/Design
https://en.wikipedia.org/wiki/Expression_(language)
https://en.wikipedia.org/wiki/Expression_(language)
https://en.wikipedia.org/wiki/Expression_(language)
https://en.wikipedia.org/wiki/Good_(economics_and_accounting)
https://en.wikipedia.org/wiki/Good_(economics_and_accounting)
https://en.wikipedia.org/wiki/Good_(economics_and_accounting)
https://en.wikipedia.org/wiki/Service_(economics)
https://en.wikipedia.org/wiki/Service_(economics)
https://en.wikipedia.org/wiki/Service_(economics)
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The Trademark holder when more than one business or person claim for it is decided as follows:  

- General rule: the first in registering it  

- Claiming of the ownership at the Register when it is not registered yet - 

 Legal actions when it is not properly registered  

  

Label  

A label is a piece of paper, polymer, cloth, metal, or other material affixed to a container or product, on 

which is written or printed information about the product. It must be design according to the brand or 

trademark.  

Brands and trademarks can be protected in the national, the European Union level or internationally. They 

are granted for 10 years from the date of application and can be renewed indefinitely for successive 

periods of ten years.  

Brands and trademarks acquire their rights:  

- Since the application, the right for compensation  

- Since the grant, the exclusive right to use it in economic transactions and to prevent third parties  

- Until the exhaustion of the rights  

  

There many reasons why to protect a brand or a trademark?  

- Since the application, the right for compensation  

- They ensure that consumers distinguish products  

- They allow the companies to differentiate their products  

- They are a marketing tool and can project the image and reputation of a company  

- They can be a subject to licensing and provide a direct source of revenue through royalties  

- They are a relevant actor in franchising  

- Can become important assets  

- Incourage people to work promoting the product quality -  Can be useful in looking for credit  

  

The brands and trademarks can be protected:  

- At the national level: the OEPM in Spain  

- European Union Level: OHIM  

- International level: OEPM/ WIPO / Office of the country  
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The time until the concession depends on whether the application suffers some suspense, but the average 

time to the concession are:  

- For the national level between 8 and 15 months  

- For the European Union level between 4 and 5 monthys  

- At the international level, it depends on the destination country  

  

The costs of registering a brand or a trademark are as follows:  

- For the national brand, 144,58 € for the first class and 96,33 € for the second and each successive 

class  

- For a European Union brand, 900-1050 € for three classes, 150 €, additional that exceeds three 

classes  

- International brand – It depends on the country of destination  

  

COPYRIGHT-SOFTWARE  

Copyright  

The intellectual property is composed of personal rights and patrimonial, that give the author the full 

control and the exclusive right the exploitation of the work without more limitations than those 

established by the law.  

There are different kinds of copyrights:  

- Patrimonial rights  

- Moral rights  

- Related Rights  

- Reproduction rights  

- Right of public communication  

- Translation rights  

  

A copyright is acquired at the moment of creation of the work, because the copyright is a natural right 

and does not require formalities for exercising it. However, it is good to register it officially, so if it is 

violated it is easier to carry out its protection.  

The exploitation rights of the artwork will last the lifetime of the author and seventy years after his death 

or declaration of death.  

It is considered as an author the natural person who creates any literary artistic or scientific work:  
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- Collaborative work  

- Collective work  

- Composite work  

  

There many different things that can be protected by copyright:  

- Books, pamphlets, printed matter, correspondence, writings, speeches and addresses, lectures, 

court pleadings, academic treatises and any other works of the same nature.  

- Musical compositions with or without words.  

- The dramatic and dramatic-musical works, choreographic and mimed, and in general, theater 

works.  

- Cinematographic works and any other audiovisual works.  

- Sculptures and works of painting, drawing, engraving, lithography, picture stories, cartoons or 

comics, including drafts or sketches, and other art works, whether applied or not.  

- The projects, plans, models and designs of architectural and engineering works.  

- Graphs, maps and designs relating to topography, geography and, in general, science.  

- Photographic works and works expressed by a process analogous to photography.  

- Computer programs.  

- Database  

  

Derivative works, also protected are:  

- Translations and adaptations.  

- The revisions, updates and annotations.  

- Abstracts, summaries and extracts.  

- The musical arrangements.  

- Any alterations of a literary, artistic or scientific work  

  

The copyright protects all those things from:  

- Right of exploitation  

- Moral rights  

- Distribution right -  Public communication -  Etc.  

  

It doesn’t include temporary reproductions and private copies.  

The competent office for this are:  
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- Registration of Intellectual Property  

- WIPO  

  

The time until the concession depends on whether the application suffers some suspense, but the average 

time to grant is 1 month at the national level and it costs 13,20 € at the national context.  

CASE STUDIES AND PRACTICAL EXERCISES  

AITEX  http://www.aitex.es/es/  

- Research association of textile industry  

- Patent  

- Ownership  

- Benefits of registration  

  

GORILA GLASS https://en.wikipedia.org/wiki/Gorilla_Glass  

- Patent  

- Produces 200 milions of units  

- Important clients  

  

LESSONS LEARNED  

• What is a patent?  

• Requirements for something to be register as a patent  

• Can an esthetic work be registered as a patent?  

• What is a utility model?  

• Can a procedure be protected by utility model?  

• Does a secret need to be registered?  

• Which are the requirements for protecting an industrial design?  

• What is usually more expensive for registering, the national or the European Union level?  

• What is usually more connected to the product, the brand or the trade mark?  

• Can a brand imitate official names or symbols?  

• What is a copyright?  

  

  

http://www.aitex.es/es/
http://www.aitex.es/es/
https://en.wikipedia.org/wiki/Gorilla_Glass
https://en.wikipedia.org/wiki/Gorilla_Glass


  

  

  

  
This publication [communication] reflects the views only of the author, and the Commission cannot be held responsible for any use 

which may be made of the information contained therein.  

BIBLIOGRAPHY AND WEB REFERENCES  

• Patents and Utility Models. Law 11/86 of March 20, of patents and utility models  

• Royal Decree 2245/1986, of 10 October, approving the Regulations for the Implementation of the 

Law 11/1986, of March 20, approving Patent  

• Distinctive Signs / Trademark Law 17/2001 of December 7 marks  

• Royal Decree 687/2002 of 12 July, approving the Regulations for the Implementation of the Law 

17/2001, of 7 December, of Marks  

• REGULATION (EC) Numb. 207/2009 of 26 February 2009 on the Community trade mark  

• Industrial Designs Law 20/2003 of July 7, on Legal Protection of Industrial Design  

• Regulation (EC) No 6/2002 of 12 December 2001 on Community designs  

• Convention March 20, 1883 Industrial Property Protection, made in Paris  

• Madrid Agreement - 1891 (1967)  

• Madrid Protocol - 1989  

• Common Regulations under the Madrid Agreement Concerning the International  

Registration of Marks and the Protocol Relating to that Agreement.  

• Royal Legislative Decree 1/1996 of April 12, approving the revised text of the Copyright Act is 

approved. Berne Convention of 1886  

• Universal Convention of Ginebra of 1952  

• Rome Agreement of 1961  

• ADPIC Accord of 1994  

• OMPI Treatments of 1996  

• www.oepm.es  

• www.oami.es  

• www.ompi.es  

http://www.mecd.gob.es/cultura-mecd/areas-cultura/propiedadintelectual/informacion-general.html
http://www.mecd.gob.es/cultura-mecd/areas-cultura/propiedadintelectual/informacion-general.html
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• www.mecd.gob.es/cultura-mecd/areas-cultura/propiedadintelectual/informaciongeneral.html  

COMPLEMENTARY ACTIVITIES  

Suggest participants other kinds of developmental activity (watch a movie, read a book, watch a video, 

etc ) that could help in better understanding the concepts of the lesson.  

This point is of particular importance because it could bridge class contents with students’ everyday life.  

As for IPR, for instance  worth to mention the following films: “the Social Network (2010)”,  

“Saving Mr Banks (2013)”, “Big Eyes (2014)”, “Flash of Genius (2008)”, “The Internet’s Own Boy (2014)”  

AUTHORS  

Cleofe García Amorós, SÁNCHEZ BUTRÓN ABOGADOS , cleo.garcia@sanchezbutron.com  

  

  

  

  

  

  

  

  

  

  

  

 

 

  

  

http://www.mecd.gob.es/cultura-mecd/areas-cultura/propiedadintelectual/informacion-general.html
http://www.mecd.gob.es/cultura-mecd/areas-cultura/propiedadintelectual/informacion-general.html
http://www.mecd.gob.es/cultura-mecd/areas-cultura/propiedadintelectual/informacion-general.html
http://www.mecd.gob.es/cultura-mecd/areas-cultura/propiedadintelectual/informacion-general.html
http://www.mecd.gob.es/cultura-mecd/areas-cultura/propiedadintelectual/informacion-general.html
http://www.mecd.gob.es/cultura-mecd/areas-cultura/propiedadintelectual/informacion-general.html
http://www.mecd.gob.es/cultura-mecd/areas-cultura/propiedadintelectual/informacion-general.html
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Module 10: Open Innovation  
  

AIMS AND OBJECTIVES  

With this Learning Unit, we will aim to:  

• Understand the concept of Open Innovation and the differences between closed and 

open innovation;  

• Understand the impact of Open Innovation in the competitiveness and innovation of 

companies and markets  

• Recognise different business model options in Open Innovation  

• Raise  awareness to issues to secure when developing Open Innovation activities;  

• Understand the need to protected Intellectual Property when entering Open Innovation, 

processes, aspects to discuss and secure, and IP Right tools to support entrepreneurs;  

• Recognize tools to identify opportunities for participating in Open Innovation processes.  

  

INTRODUCTION  

For many decades we’ve been hearing that “secret is the soul of business”! In particular, when it 

comes to talk about innovation, R&D and product development, companies did take this rule very 

seriously. To be the first and surprise the market and the competition with the most recent 

innovation, with the technology that would revolutionize the life of the clients and change the future 

of the sector, or just with small improvements that would ensure the company with a larger market 

share.  

The traditional thought was to own knowledge and cutting edge technology inside companies, to hire 

the smartest people, to have dedicated R&D departments inside the companies. These would be the 

key resources to give companies the advantage of being the first in the market.  

During the last few decades, we assisted to a huge revolution in the way businesses are conducted 

and influenced:   

• Innovation evolves with an amazing speed, every day;   

• New sectors – such as ICT, Engineering, Energies, Space, Biotechnology, among others – have 

emerged and are expected to be the main responsible for employment in the next few years, 

in Europe;   

• Organizations from the Scientific and Technological System, such as Universities and Research 

Centres, are, now, more aware of the importance and value they represent to the markets 
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and invest in that – supporting R&D activities with value for the market, promoting 

entrepreneurship and supporting the creation of highly innovative startups, cooperating with 

companies in the development of new products and solutions;   

• People no longer look for a “job for the lifetime”, but for “the best , the better paid, the most 

challenging job”, and companies fight for the most talented people;   

• We live in the start-up era – every day, many highly specialized and innovative new startups 

are created by the most talented people;  

• New financing schemes arise – in particular venture capitals, are the most suitable sources of 

financing for highly innovative new businesses, with potential of fast growth and scalability 

and an inherent risk.  

  

For all this reasons, the paradigm has changed. The environment outside the company’s walls holds, 

now, much more opportunities and resources to support company’s innovation and solutions for an 

increasingly demanding market. The challenge is no longer about holding the best resources but to 

cooperate with the most specialized that can provide the expertise required; to build a pool of 

knowledge and technology to develop innovation, sharing risk and reducing costs.   

  

To this joint effort that results in a flow of knowledge, is called Open Innovation.  

This new approach to the development of innovation entails a huge amount of opportunities for new 

knowledge and technology based entrepreneurs, as it provides a range of opportunities to put R&D 

results and products into the market, shortening the time that the new company would need to get 

recognition and that, for a large percentage of new companies, can represent “death”. More, it 

provides the new company with financial resources to support business development, and reduces 

costs and risks for the development of new research and product development.  

In this Learning Unit we’ll further explore the concept of Open Innovation, the impact in the 

competitiveness of companies and innovation of the markets, and how it occurs as a process. We’ll 

also explore the implications of Open Innovation in the management of your portfolio of Intellectual 

Property, establishing the connection with the IPR tools that can support the process. Finally, we’ll 

provide clues on platforms and events that can help you to identify and have access to Open 

Innovation opportunities.   

To support better understanding on the theme, in this LU you can find some Case Studies of Open 

Innovation and a list of recommended books, articles and websites to support further learning on the 

subject.   
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KEY CONTENTS   

“Chance favors the connected minds” Steve Johnson  

  

1. What is Open Innovation?  

  

a.  Open Innovation Concept  

  

First defined by Professor Henry Chesbrough, in 2003, “Open innovation is the use of purposive 

inflows and outflows of knowledge to accelerate internal innovation, and expand the markets for 

external use of innovation, respectively. (This paradigm) assumes that firms can and should use 

external ideas as well as internal ideas, and internal and external paths to market, as they look to 

advance their technology” (Henry Chesbrough, Open Innovation: Researching a New Paradigm, 2006)  

  

If in the past, companies would rely solely in their internal sources to develop innovation, the changes 

in the global market, in the past decades, have brought new challenges to the innovation strategies 

of companies.   

  

In the past, the most innovative and competitive companies would be those able to hire the best 

people in the market, to own the best and most advanced equipment and R&D labs, to be the first to 

produce innovative products/services and getting the advantage of being the first in the market. The 

“walls” of the organization were the limits, inside which innovation was nurtured and protected, 

before reaching the market.   

  

But companies are “pieces” of a much larger environment than the market and sector it operates. 

They are affected and influenced by all other actors of the surrounding context, starting by those with 

which directly works with – suppliers, costumers, business partners, competitors and internal staff. 

In a first level, these are important contributors with new ideas, for companies. The identification of 

a particular need of the client or opportunity for improvement in the product delivered or in the 

process for delivery to customers; new or improved uses for raw materials, integration of new raw 

materials, or improvements in the acquisition processes with suppliers; opportunities to optimize 

internal processes perceived by staff, are just some basic examples of how new ideas that can 

contribute for the innovation of companies, coming from their close network of relations.  

  

The fast evolution of the markets, based on the high speed of information, new business models 

based on the high value of knowledge and technology to the markets, and opportunities to improve 

the quality of life, all over the world, brought new players to the market:  
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• Universities have no longer the single mission of providing teaching activities, but are key 

actors in the production of new knowledge, research and, more recently, important 

promoters of entrepreneurship, not only among students, but among Professors and 

Researchers. More and more, Universities tend to be evaluated not just by the quality of the 

courses provided, but also by the level of knowledge and research with value for the market 

that produces;  

• Europe has been assisting to a “startup boom”, young knowledge and technology based new 

firms, created by highly specialized people coming from universities, research centres and 

other establish companies, with very high potential of value for the market and ability to 

reach high growth levels in short time. The focus of these startups in a specific area of 

knowledge and technology has speed up the delivery of innovation to the markets, and has 

contributed for the emergence of new sectors, such as ICT, space, life science, engineering, 

among others, that are, now, the future of the markets and will be the main responsible for 

employment in the short term;  

• The mobility of skilled people, between companies and across countries, means also mobility 

of knowledge. People no longer look for a “safe job for life” but they look for “the best payed 

and most challenging” job, while companies keep looking to be the most attractive for highly 

skilled professionals and this means that all the knowledge owned by a certain professional, 

inside a company, “flows” with that same professional when he/she moves to another 

company;   

• To follow up and support the evolution of the markets, new financing schemes emerge, with 

particular emphasis on venture capital, involving private single investors, corporate investors 

and public funding.  

  

Where do new ideas come from?  

  

Companies are surrounded by several of sources for new ideas, just waiting to be exploited:  

• Internal sources, such as the staff teams, can be stimulated to create a pool of new ideas to 

be analysed, further exploited, combined or just registered for future use. Frequently, 

companies use creativity techniques to collect new ideas either for the solution of problems 

or development of new products. From more simple techniques, such as Brainstorms, to 

other more structured techniques, such as “3-6-5” or TRIZ can be very effective in the 

production of new ideas;  

• The company external network of relations – Clients, suppliers, and business partners are 

important sources of new ideas as they can provide tips on new opportunities to improve  

the relation with the company. A simple complaint from a client can be an opportunity to 

innovate in the product, the service or the process;  
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• Actors outside the company day-to-day context, such as researchers, competitors, 

entrepreneurs and other organisations, can provide new and fresh ideas to support 

companies to provide new solutions for identified problems. IBM provides a perfect example, 

with the Smarter Cities Challenge, where cities from all over the world are requested to 

submit challenges to the company. Each year, IBM selects a group of applying cities and 

creates teams to analyse the presented challenge and develop new solutions to address the 

problem.  

  

The sources of knowledge and innovation are no longer confined to the walls of companies but 

surrounding and interacting with companies, creating flows of knowledge that contribute for the 

evolution of innovation.   

  

  
  

Chesborough 2003, ‘closed’ and ‘open’ Innovation  
Source: www.managementinnovation.ti (  

  

  

Based on the opportunities created by the evolution of the markets, companies look now to open up 

their “doors” to capture the existing advantages, cooperating with the operating actors to produce 

innovation while optimizing cost structures.  

  

This means, that new ideas for research do not come, exclusively, from internal sources or the 

company’s close network of relations, and development does not need to be exclusively performed 

by the company when actors outside the company can deliver it.  

  

In a global framework of high competition for innovation and speed of information, companies cannot 

stand alone in the innovation process. Companies can only benefit it they act beyond their 

http://www.managementinnovation.ti/
http://www.managementinnovation.ti/
http://www.managementinnovation.ti/
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organizational frontiers, making use of the surrounding context to identify new ideas and to find 

collaborations to develop new ideas.  

  

Closed Innovation Principles  Open Innovation Principles  

The smart people in the field work for us  If we create the most and best ideas in 

the industry, we will win  

To profit from R&D, we must discover it, 

develop it, and ship it ourselves  

External R&D can create significant 

value: internal R&D is needed to claim 

some portfolio of that value  

If we discover it that gets an innovation to 

the market first  

We don’t have to originate the research 

to profit from it  

The company that gets an innovation to 

the market first will win  

Building a better business model is 

better than getting to the market first  

If we create the most and the best ideas in 

the industry, we will win  

If we make the best use of internal and 

external ideas, we will win  

If we create the most and the best ideas 

in the industry, we will win  

We should profit from others’ use of our  

IP, and we should buy others’ IP 

whenever it advances our business model.  

  
Source: Chesbrough, 2003  

  

By cooperating with established companies, in open innovation processes, innovative 

entrepreneurs and researchers can find the most suitable and profitable channels to launch R&D 

results into the market and contribute to the speed up of innovation in the sector.   

  

b.  Advantages and disadvantages/Risks  

  

The concept and the practice of Open Innovation puts in evidence the advantages and potential of 

this for the competitiveness of companies and innovation leadership.  

  

Advantages:  

• Shorter time to innovate;  

• Risk share;  

• Reduced costs;  

• Preferential access to market;  

• Access to finance to develop new products   
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But, as in any other process involving different parts, with different visions, cultures and business 

models, Open Innovation carries risks that need be properly evaluated in the framework of the 

opportunities presented and profile of the organizations involved.  

  

Disadvantages/Risks:  

• Cost and complexity of managing innovation projects with external resources;  

• Lost of control – The management of a process with the involvement of external resources 

and actors can never be fully controlled by one. A good planning and definition of tasks and 

responsibilities can support the cooperation;  Loss of knowledge and competitive vantage.  

  

 Facing the opportunity to enter in an Open Innovation process, some questions need to be posed 

and answers evaluated:  

• Are you/your company ready to enter in a partnership with shared risks, but also shared 

control? Are you ready to make some concession and negotiate?  

• What will be the value of your knowledge after the development of new knowledge? Will 
your business model be compromised? Will your market be taken by the new knowledge?   

• Are you and your company structure ready to deal with change?  

  

  

2.  Transfer of Knowledge – Business Model Options in Open Innovation   

  

As an entrepreneur, a researcher or a member of any organization entering an Open Innovation 

processes, you own knowledge, technology or expertise’s that will take part of the global flow of 

knowledge to reach innovation.   

  

In this process, we can assume 3 different forms for the transfer of your knowledge:  

  

• Technological Collaborations (Consortium) – Two or more parts enter in a cooperation 

project, combining its own knowledge, technology and expertise to produce new innovation. 

The knowledge and technology of each part remains in its ownership and for the innovation 

to be produced is defined the ownership of the Intellectual Property and the distribution of 

the revenues. A well discussed and prepared Consortium Agreement will be very important 

for the success of the cooperation.  

  

• Transfer of Knowledge and/or Technology (Licensing) – Through Licensing Agreements the 

owner of the knowledge/technology concedes the use to others. The owner of the Intellectual 
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Property keeps the ownership even though others are using it. This means that, in the Open 

Innovation process one company can licence one technology to be used by others or licence 

external knowledge and technology to be used for innovation development.   

  

• Commercialization of Knowledge and/or Technology (Selling) – One company buys external 

knowledge and technology. This means a change in the ownership.  

  

Henry Chesbrough organizes these in 2 distinct Open Innovation patterns:  

1. Innovation “Outside-in” (from the outside environment to the inside of the company),  

referring to cases were companies search and bring external ideas, technologies and 

Intellectual Property to support internal innovation;  

2. Innovation “Inside-out” (from the inside of the company to the outside organisations), 

referring to cases where companies take advantage of technology and Intellectual Property 

produced inside the company and not fully exploited and make it available for use by external 

organizations, through licencing or commercialization  
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3.  Open Innovation in the Business Model Canvas – The Open Business Model  

  

So, how does Open Innovation fits in the Business Model Canvas?  

  

Outside-In Innovation  

  

 
  
Source: “Business Model Generation”, Alexander Osterwalder, 2010  
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“Outside-in” innovation directly involves key partnerships with innovation “solvers” or 

providers, a set of specific activities and resources to track and manage opportunities and 

the right solutions, and costs. If the acquisition of new knowledge and technology to 

external partners means a cost for the company, let’s not forget that it also means reduced 

cost and time to develop internal R&D, can reduce time to go into the market and allows 

the company to focus on the internal R&D.   
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The “inside-out” innovation approach takes advantage of existing R&D and Intellectual Property that 

is not commercially exploited by the company and that can bring value by being available to external 

organizations, through licensing and selling.   

This brings new dimensions to the companies BMC, in particular to the Value Proposition (IP and R&D 

not exploited), Channels (as the means to deliver the IP and R&D), the Client Segments (as it creates 

new opportunities for companies to address new segments) and revenue streams (as it creates new 

sources of revenues, for the company).   

  

4. IPR Management in Open Innovation  

  

The core of an Open Innovation process is the flow of knowledge and technology, and the value that 

this represents for the market. Knowledge and technology developed by one, transferred with the 

aim of exploitation by other, or developed in cooperation, involving flows of knowledge and 

technology between organizations, with the aim of exploitation.  

  

Breaking with the traditional vision of making use of Intellectual Property Rights, such as patents, to 

block competition and avoid others from using the innovation developed, in the Open Innovation 

context, IPR aims to support R&D collaborations and the commercialization of R&D results. This 

means that the group contributes with resources, knowledge, expertise and technology to produce 

new Intellectual Property.  

  

In this equation, Intellectual Property is the key, is quantified in terms of value and the way it is 

managed can never be underestimated. New entrepreneurs must clearly understand which are the 

mechanisms available to regulate the process they are about to enter, and what are the key aspects 

to be discussed and covered.  

  

A set of important tools have been developed for the protection of the Intellectual Property Rights, 

such as Non-Disclosure Agreements (NDA), Memorandum of Understanding (MoU), Consortium 

Agreements, Licensing Agreements, and others. These documents will support the protection of the 

IP involved, establish the rules for the cooperation, clearly identify the results to achieve, the tasks 

and responsibilities of all involved and the share of profits between all parts.   

  

So, what should you be aware of, when preparing these documents?  

  

a) Know your Intellectual Property – Clearly identify the IP you own and list the IP you will bring 

to the cooperative research/project. Also, identify other IP or knowledge that, although not 

directly involved in the research, may be disclosed to the other partners. To know and have 
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your IP protected, when entering in Open Innovation processes, will support the involvement 

of these without the risk of exclusive appropriation of results by others. If some of the 

technology and knowledge you’ll need to disclose is not yet protected, use tools such as Non-

Disclosure Agreements (NDA) and Memorandum of Understanding (MoU) to protect you 

while you discuss and prepare the project;  

b) The working plan – Establish a clear working plan with your partners, who will do what, when 

and how;  

c) Ownership and revenues – at the end of the project, new IP is expected to be produced with 

the aim of commercial exploitation. Before entering collaborative processes, discuss the 

ownership and exploitation of the results. Issues such as: Who owns the new IP? Will it be a 

joint-ownership? Which are the conditions for the use of the IP produced? How will the 

revenues be shared among the parts?;  

d) Be ready to negotiate – The development of cooperative contracts is not a short process, it 

requires negotiation, flexibility and a careful analysis of all terms. Be ready to make some 

concessions regarding some issues while keeping firm regarding others.     

  

But, as entrepreneurs, don’t forget to question yourselves: Are you ready to publish and share 

knowledge? Or will your company have future additional value if you wait and protect your ideas 

and knowledge?  

  

5.  Where can you find opportunities? Open Innovation Platforms  

  

If this subject raised your interest and you want to learn more about/find Open Innovation 

opportunities for your technology and knowledge, there are several platforms developed with the 

aim of bridging companies looking for new solutions (challenges) and external solution providers such 

as researchers, entrepreneurs, startups (Solvers).   

  

Here you can find a short list of some platforms you can explore:  

• Cognistreamer (www.cognistreamer.com)   

• Hypios (www.hypios-ci.com) – Open Innovation platform that presents challenges and 

manages solutions  

• Hyve (www.hyvecrowd.net) – Open Innovation platform, with strong focus on the 

cooperation between academic, consumer and business for the creation of value, through 

the groups HYVE Science Labs  

• iBridge Network (http://ibridgenetwork.org) – Open Innovation platform  

• IdeaConnection (www.ideaconnection.com) – Open Innovation portal to support the delivery 

of new and emerging technology and solutions to the industry  

http://www.cognistreamer.com/
http://www.cognistreamer.com/
http://www.hypios-ci.com/
http://www.hypios-ci.com/
http://www.hypios-ci.com/
http://www.hypios-ci.com/
http://www.hyvecrowd.net/
http://www.hyvecrowd.net/
http://ibridgenetwork.org/
http://ibridgenetwork.org/
http://www.ideaconnection.com/
http://www.ideaconnection.com/
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• Ideaken (www.ideaken.com)  - Online platform that supports crowdsourcing for ideas and 

solutions. It includes Open Innovation services and innovation competitions  

• Innocentive (www.innocentive.com) – Online platform for the crowdsource of solutions, 

either to invited audiences or through open challenges for problem solving  

• Innoget (www.innoget.com) – Open innovation platform with focus on technology  

• NineSigma (www.ninesigma.com) – Collaborative online platform aiming to connect 

innovators  

• One Billion Minds (www.onebilliominds.com) – Online platform to connect people working 

together in projects of change, in areas such as arts, science, technology, design and social 

innovation.  

• Pharmalicensing (http://pharmalicensing.com) – Open Innovation (partnering, licensing and 

business development) for life sciences and biopharmaceutical industries;      

• PRESANS (www.presans.com)  

• Spigit (www.spigit.com) – Software for crowdsource innovation  

• Yet2.com (www.yet2.com)   

  

6. More on “where to find opportunities”: Open Innovation Market Places  

  

The Open Innovation Market Place (OIMP) is an organized process that assumes the form of an event, 

and that aims to match the offer with the need of innovation. It connects companies and/or public 

organizations, with specific and well defined needs, with those able to supply the required innovation 

(research centres, entrepreneurs), through Open Innovation Calls.  

  

To the “need of innovation” is called Challenge, it can address a specific problem or a field of 

application and act over a specific area of the company/organization activity or to a new one to be 

created.  

  

The OIMP can represent, for new technology and knowledge based business, a great support to the 

success and sustainability of the firm, as it promotes connection with major companies, brings 

visibility to the technology and competences of the company, can reduce the time of penetration of 

the innovation into the market, and, most important, to highly contribute for the development of 

innovation.   

  

Open Innovation Market Place  

“The Open Innovation Market Place is a structured process that allows businesses (for 

instance large companies) or public institutions in Europe to open calls for their Challenges 

http://www.ideaken.com/
http://www.ideaken.com/
http://www.innocentive.com/
http://www.innocentive.com/
http://www.innoget.com/
http://www.innoget.com/
http://www.ninesigma.com/
http://www.ninesigma.com/
http://www.onebilliominds.com/
http://www.onebilliominds.com/
http://pharmalicensing.com/
http://pharmalicensing.com/
http://www.presans.com/
http://www.presans.com/
http://www.spigit.com/
http://www.spigit.com/
http://www.yet2.com/
http://www.yet2.com/
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and to receive proposals for Solutions to their Challenges from Solvers (for instance SMEs or 

research centres)”  

 (in “Open Innovation Market Places – A Tool Kit for organizing Open Innovation Market  

Places (OIMP) Events”, IASP, IASP World Conference Qatar, October 2014  

  

How can you take better advantage of the OIMP?  

• Search for events an calls;  

• Follow the main OIMP event organisers, such as IASP – International Association of Science 

Parks, or national associations of Science Parks;  

• Search and participate in European and World conferences of the sector, look for 

Challenges/Open Innovation Calls proposed and apply  

  

 Example:  

 The “Smart City Expo World Congress” includes a sort of parallel events including the “Open  

Innovation Market Place” aiming to match big companies with smaller companies,  entrepreneurs 

or other technology developers, with solutions that can contribute for the  innovation of the 

private and public sector, in the theme of Smart Cities.   

 Find more at http://www.smartcityexpo.com/pt/oimp-2015    

   

  

CASE STUDIES AND PRACTICAL EXERCISES  

Case Study 1 – Open Innovation at Lego  

“The “open” in open innovation can revel itself in a number of ways. For example, it can refer to 

overcoming the “not invented here” syndrome by welcoming external input.  

Openness is “outside in” when it makes greater use of external brainpower for its innovations. There is 

also another kind of openness in which a company opens up its ideas and technologies to be used by other 

companies, even competitors.  

Lego Mindstorms is a classic example of the “outside in” open innovation model were the company has 

allowed customers to create designs.  

Programmable Construction Toys  

In the 1990s Lego was facing bankruptcy. With the arrival of the video games age the plastic bricks were 

seen as passé and children were ignoring them in their droves. All that changed when the Company 

started to pay more attention to its relationship with customers and with the introduction of Lego 

http://www.smartcityexpo.com/pt/oimp-2015
http://www.smartcityexpo.com/pt/oimp-2015
http://www.smartcityexpo.com/pt/oimp-2015
http://www.smartcityexpo.com/pt/oimp-2015
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Mindstorms – programmable Lego bricks equipped with sensors that allow consumers to create moveable 

Lego designs and robots.  

The product took a number of years to develop and Lego worked in close association with software 

developers and engineers at MIT.  

Within three weeks of Mindstorms being launched more than 1.000 advanced users – in a campaign 

coordinated on the web – had hacked into the software that came with the construction toys to make 

unauthorized modifications with new functions. These were designs that were completely original and 

unforeseen by the company. Within a short space of time the hackers had vastly improved the original 

product and this resulted in many more units being sold, particularly to customers over the age of 18, 

woe were not Lego’s target market.  

Tapping the Innovation of Others  

Initially Lego bosses were against these actions and even entertained the thought that the hacking might 

be illegal. However, in time Lego stopped fighting the hackers as they realized how beneficial their 

activities could be and therefore it opened up its software to see what customers would create.  

The Innovation of Others  

Rather than rely solely on its own R&D department Lego thought it would be advantageous to tap the 

innovation of others. It’s a case of simple math. Seven people from MIT worked on the original concept 

and they came up with a neat product. But that’s nothing compared to the brain power of thousands of 

specialist users.  

This initiative was so successful that the next generation of Mindstorm product was developed with user-

designed parts.  

Open Innovation Reverse Downward Trajectory  

By harnessing the creativity, imagination and intelligence of the crowd, Lego reversed its downward spiral. 

And such was the success of the Mindstorm open innovation experiment that the construction toy 

company took the collaboration with consumers a giant step further by launching Lego Design By Me 

(formerly called Lego Factory). The service allows users to design their own Lego models, upload them to 

the company’s website and order them for delivery. Users can even design their own boxes.   

Far from being a toy that looked like it was going to go the way of the dinosaurs, Lego, thanks to 

crowdsourcing and open innovation is perhaps more relevant, cool and hip than it ha ever been. And it’s 

doing the company’s bank balance no harm at all.  
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Mindstorm and Design By Me area as far from the “not invented here” syndrome as it is possible to be 

and the company’s successes are now built on a powerful, collaborative and open relationship with its 

consumers.”  

“Lego Success Built on Open Innovation” Case Study from 

https://www.ideaconnection.com/openinnovation-success/   

LESSONS LEARNED  

1. Look at your business idea or research theme. Can you identify, in the Open Innovation 

theory, opportunities for the capture of value?  

a. Your idea can contribute for the development of new solutions, by established 

companies. Give some examples.  

b. You can make use of external knowledge sources to identify new ideas, to 

complement knowledge and/or technology for new products, or to accede the 

market.  

c. You can’t identify opportunities, for your business idea or research theme, in the 

Open Innovation Theory  

2. Considering the state of you research/product development/technology, are you ready to 

enter in an Open Innovation process?  

a. You need to protect your idea, before putting it in the spotlight  

b. You’ll capture value by sharing knowledge  

c. You’ll take more advantage and capture more value if you protect your knowledge     

  

3. For your business idea or research theme, prepare a list of “Pros” and “Cons” for the 

different options of knowledge transfer and identify which would bring more value for your 

business:  

a. Participate in a Consortium;  

b. Licencing Intellectual Property;  

c. Sell Intellectual Property;  

d. No advantage in Open Innovation.  

  

4. For your business sector or research area, can you identify major events where you can find 

opportunities to enter in Open Innovation cooperation processes?  

https://www.ideaconnection.com/open-innovation-success/
https://www.ideaconnection.com/open-innovation-success/
https://www.ideaconnection.com/open-innovation-success/
https://www.ideaconnection.com/open-innovation-success/
https://www.ideaconnection.com/open-innovation-success/
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COMPLEMENTARY ACTIVITIES  

• Read  the  blog  www.15inno.com,  or  follow  the  author  Stefan 

 Lindegaard  on https://www.linkedin.com/today/author/stefanlindegaard   

• Watch  Steve  Johnson  video:  “Where  Good  Ideas  Come  From”  

(https://www.youtube.com/watch?v=NugRZGDbPFU)   

  

http://www.openinnovation.net/
http://www.openinnovation.net/
http://www.openinnovation.eu/
http://www.openinnovation.eu/
http://www.ideasconnection.com/
http://www.ideasconnection.com/
https://smartercitieschallenge.org/
https://smartercitieschallenge.org/
http://www.crowdsourcing.org/
http://www.crowdsourcing.org/
http://www.15inno.com/
http://www.15inno.com/
https://www.linkedin.com/today/author/stefanlindegaard
https://www.linkedin.com/today/author/stefanlindegaard
https://www.youtube.com/watch?v=NugRZGDbPFU
https://www.youtube.com/watch?v=NugRZGDbPFU
https://www.youtube.com/watch?v=NugRZGDbPFU
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MODULE 11: FUNDING OPPORTUNITIES  
  

AIMS AND OBJECTIVES  

• To give information about the EU and National Funding Programmes  

• To give information about the accelerator programmes in EU   

• To give information about the local accelerator programmes  

• To inform the participants about the steps need to follow in order to enter in an acceleration 

programme  

• To present the Networking Opportunities available for them  

  

INTRODUCTION  

Please explain the main contents of the Module and their relevance for an innovative or ICT-based 

business idea. Always keep in mind that our target group is ICT students and graduates.   

Main contents:   

• Introduction to European Funding Programmes  

• Introduction to National Funding Programmes  

• Start-up Initiatives in EU  

• Accelerator Programmes   

• Group exercises   

  

In this module we will talk about the funding opportunities available for ICT students and graduates. Since 

the target group is ICT students and graduates who have the aim to start a new business, in most cases 

their financial resources are very limited and there is need for funding in order to be able to start their 

business idea. Through this module we aim to give them the basic information that will help them to 

search further by themselves for the opportunities available for them. They will be informed about the 

main stages of funding, the Start Up Financing Cycle, the EU programmes giving emphasis on SME 

Instrument, the Startup Initiatives and Tool available for ICT sector, the Networking opportunities of which 

can benefit, the Accelerator programmes in Europe and abroad in which they can apply and the National 

Funding Opportunities highlighting specific programs.    
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KEY CONTENTS   

STAGES OF FUNDING (slides 4-15)   

• 1st stage: Seed money/seed capital:   

Such a venture is generally at a pre-revenue stage and seed capital is needed for research & development, 

to cover initial operating expenses until a product or service can start generating revenue, and to attract 

the attention of venture capitalists.  

Seed capital often comes from the company founders' personal assets or from friends and family.  The 

amount of money is usually relatively small because the business is still in the idea or conceptual stage.   

  

• 2nd stage: Angel Investor Funding:  

An angel investor or angel (also known as a business angel, informal investor, angel funder, private 

investor, or seed investor) is an affluent individual who provides capital for a business start-up, usually in 

exchange for convertible debt or ownership equity. The capital they provide can be a one-time injection 

of seed money or ongoing support to carry the company through difficult times.   

• 3rd stage: Venture Capital Financing :  

Venture capital financing is a type of financing by venture capital. It is private equity capital provided as 

seed funding to early-stage, high-potential, growth companies (startup companies) or more often it is 

after the seed funding round as a growth funding round. It is provided in the interest of generating a 

return on investment through an eventual realization event such as an IPO or trade sale of the company.  

Venture capitalists look for a strong management team, a large potential market and a unique product or 

service with a strong competitive advantage. They also look for opportunities in industries that they are 

familiar with, and the chance to own a large percentage of the company so that they can influence its 

direction. There can be multiple rounds of VC funding and each is typically given a letter of the alphabet 

(A followed by B followed by C, etc.  

• Venture capital (VC) funding is typically used by companies that are already distributing their 

product or service, even though they may not be profitable yet.  

• If the company is not profitable, the venture capital financing is often used to offset the negative 

cash flow.  

  

   4th stage: Mezzanine Financing & Bridge Loans  

Mezzanine financing is basically debt capital that gives the lender the rights to convert to an ownership 

or equity interest in the company if the loan is not paid back in time and in full. It is generally subordinated 

to debt provided by senior lenders such as banks and venture capital companies.   

https://en.wikipedia.org/wiki/Startup_company
https://en.wikipedia.org/wiki/Startup_company
https://en.wikipedia.org/wiki/Startup_company
https://en.wikipedia.org/wiki/Startup_company
https://en.wikipedia.org/wiki/Startup_company
https://en.wikipedia.org/wiki/Convertible_debt
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Since mezzanine financing is usually provided to the borrower very quickly with little due diligence on the 

part of the lender and little or no collateral on the part of the borrower, this type of financing is 

aggressively priced with the lender seeking a return in the 20-30% range.  

At this point, companies may be eyeing the following types of opportunities that require additional funds:  

• An IPO (initial public offering)  

• An Acquisition of a Competitor  

• A Management Buyout  

To do so, they can tap into mezzanine financing or “bridge” financing.  

Mezzanine financing is often used 6 to 12 months before an IPO (Initial Public Offering) and then the 

IPO’s proceeds are used by the company to pay back the mezannine financing investor.  

  

   5th stage: IPO (Initial Public Offering)  

Finally, companies can raise money through selling stock to the public in what’s called an Initial Public 

Offering…or IPO.  

The IPO’s opening stock price is typically set with the help of investment bankers who commit to selling X 

number of the company’s shares at Y price, raising money for the company.  

Once the stock is out, it is traded through a stock exchange (like NASDAQ or American Stock Exchange). 

Companies can offer more of their stock through additional offerings.  

  

   Valley of death:   

After a firm receives its first round of financing, it incurs a lot of initial costs. Offices are usually built, staff 

is hired and operating costs are incurred; meanwhile, the firm is not earning significant income. Unless a 

firm can effectively manage itself through the death valley curve, it will fall victim to negative cash flows.  

• Considered the most difficult funding stage for startups.   

• It occurs after entrepreneurs have exhausted friends, family and personal credit and before 

they are ready for external funding.   

• It can be a struggle to stay afloat at this stage.  

• The name "death valley" refers to the high probability that a startup firm will die off before 

a steady stream of revenues is established.   

BOOTSTRAPPING! (slide 7-10)  

Bootstrapping usually refers to a self-starting process that is supposed to proceed without external input.  

Entrepreneurs may attempt to "bootstrap" a company rather than seeking external investors. One 

consensus definition of bootstrapping sees it as "a collection of methods used to minimize the amount of 

outside debt and equity financing needed from banks and investors". Most commonly, entrepreneurs 

https://en.wikipedia.org/wiki/Bootstrapping_(corporate_finance)
https://en.wikipedia.org/wiki/Investor
https://en.wikipedia.org/wiki/Investor
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engaging in bootstrapping incur personal credit-card debt, but they may utilize a wide variety of methods. 

While bootstrapping involves increased risk for entrepreneurs, the absence of any other stakeholder gives 

the entrepreneur more freedom to develop the company. Many successful companies - including Dell 

Computer and Facebook - started by bootstrapping.  

Types of bootstrapping include:   

• owner financing  

• sweat equity  

• minimization of accounts payable  

• joint utilization  

• delaying payment  

• minimizing inventory  

• subsidy finance  

• personal debt  

EU FUNDING PROGRAMMES (SLIDE 11 - 15)  

Our aim is to give a short introduction to the participants about EU programmes and structural funds 

informing them at first about the main objectives of those programmes and how they can find more 

information. We give them basic information and elemental details and we are giving them the 

opportunity to search themselves further. We have included very basis information such as:  

What is the aim of Community grants? The Commission awards money in the form of grants in order to 

implement projects or activities in relation to European Union policies. These projects/programmes are 

covering areas such as:  

1. regional & urban development  

2. employment & social inclusion  

3. agriculture & rural development  

4. maritime & fisheries policies  

5. research & innovation  

6. humanitarian aid  

Where can the list of grants awarded by the European Union be found? One can find additional 

information on the specific grant programmes and on the application process by clicking on the fields 

which interest of he/she in the official websites of the European Union (HORIZON, ERASMUS+, COSME, 

CREATIVE EUROPE, LIFE, ETC)  

https://en.wikipedia.org/wiki/Credit-card
https://en.wikipedia.org/wiki/Credit-card
https://en.wikipedia.org/wiki/Credit-card
https://en.wikipedia.org/wiki/Credit-card
https://en.wikipedia.org/wiki/Credit-card
https://en.wikipedia.org/wiki/Stakeholder_(corporate)
https://en.wikipedia.org/wiki/Stakeholder_(corporate)
https://en.wikipedia.org/wiki/Stakeholder_(corporate)
https://en.wikipedia.org/wiki/Dell
https://en.wikipedia.org/wiki/Dell
https://en.wikipedia.org/wiki/Dell
https://en.wikipedia.org/wiki/Dell
https://en.wikipedia.org/wiki/Facebook
https://en.wikipedia.org/wiki/Facebook
https://en.wikipedia.org/wiki/Facebook
https://en.wikipedia.org/wiki/Sweat_equity
https://en.wikipedia.org/wiki/Sweat_equity
https://en.wikipedia.org/wiki/Accounts_payable
https://en.wikipedia.org/wiki/Accounts_payable
https://en.wikipedia.org/wiki/Accounts_payable
https://en.wikipedia.org/w/index.php?title=Joint_utilization&action=edit&redlink=1
https://en.wikipedia.org/w/index.php?title=Joint_utilization&action=edit&redlink=1
https://en.wikipedia.org/w/index.php?title=Subsidy_finance&action=edit&redlink=1
https://en.wikipedia.org/w/index.php?title=Subsidy_finance&action=edit&redlink=1
https://en.wikipedia.org/wiki/Personal_debt
https://en.wikipedia.org/wiki/Personal_debt
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Who can request a grant? The grant beneficiaries are mainly private or public organisations, and 

exceptionally individuals, chosen by the European Commission for their capacity to implement the 

projects concerned.   

How does one request a grant? The specific conditions that need to be fulfilled vary from one field to 

another.  It is important to consult carefully the rules of each grant programme.   

Grants:  

1. Are a form of complementary financing.   

2. For new activities  

3. Innovation is very important  

4. European dimension is a priority  

  

The different stages of a call:  

• The Commission’s Departments publish calls for proposals on their Internet sites;   

• The calls for proposals invite candidates to present, within a given deadline, a proposal for action 

that corresponds to the objectives pursued and fulfils the required conditions.   

• All applications are examined and evaluated on the basis of criteria that have clearly been 

announced in the calls for proposals, while ensuring equal treatment;   

• Candidates are individually informed of the final decision concerning their proposal.  

  

Structural Funds (slide 16)  

• Structural funds are funds intended to facilitate structural adjustment of specific sectors, regions, 

or combinations of both, in the European Union.   

• This is the EU's flagship development programme which is designed to narrow the gap between 

the rich and poor parts of Europe.  

• The majority of that spending is allocated to three funds:   

1. the European Regional Development Fund (ERDF),  2. 

the European Social Fund (ESF) and   

3. the Cohesion fund.  

  

Instruments and Initiatives by the European Union available for startups. (slide 17)  

The European Union is committed to strengthening the business environment for startups in Europe 

through the many instruments available today such as:  

• HORIZON 2020 PROGRAMME  
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• STARTUP EUROPE INITIATIVE  

• ERASMUS FOR YOUNG ENTREPRENEURS  

• FIWARE ACCELERATOR PROGRAMME  

• Startup Europe’s Accelerator Assembly  

We are explaining those initiatives in more detail in the following slides. Our main aim is to inform the 

participants about the opportunities available for them at EU and Local level.  

Of course, great emphasis is given on the programmes that ICT students and graduates can utilize and 

take advantage.  

HORIZON 2020 (slide 18-25)  

• Horizon 2020 is the biggest EU Research and Innovation programme ever with nearly €80 billion 

of funding available over 7 years (2014 to 2020) – in addition to the private investment that this 

money will attract.  

• It promises more breakthroughs, discoveries and world-firsts by taking great ideas from the lab 

to the market.  

• Horizon 2020 is the financial instrument implementing the Innovation Union, a Europe 2020 

flagship initiative aimed at securing Europe's global competitiveness.  

• Seen as a means to drive economic growth and create jobs, Horizon 2020 has the political backing 

of Europe’s leaders and the Members of the European Parliament. They agreed that research is 

an investment in our future and so put it at the heart of the EU’s blueprint for smart, sustainable 

and inclusive growth and jobs.  

  

Its priorities:  

1. Smart & inclusive growth (47%)  

2. Sustainable growth, natural resources (40%)  

3. Security and citizenship (2%)  

4. Global Europe (6%)          

5. Administration (5%)  

  

What is innovation to the European Union?  

• Change that speeds up and improves the way we conceive, develop, produce and access new 

products, industrial processes and services.  

• Changes that create more jobs, improve people's lives and build greener and better societies.  
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What are the goals of Horizon 2020?  

• Excellent Science  

• Competitive Industries  

• Better  Society  

  

Then we are presenting them very briefly the new structure of the programme, the 3 main pillars and the 

thematic areas that each pillar is covering:  

  
  

SME INSTRUMENT (slide 23-25)  

From the HORIZON 2020 we select to present in more detail the SME INSTRUMENT, as it is a programme 

that gives to the participants the opportunity to apply by presenting their idea in a Business Plan.   

Small and Medium-sized enterprises that are EU-based or establish in a country associated to HORIZON 

2020 can now get EU funding and support for innovation projects that will help them grow and expand 

their activities into other countries – in Europe and beyond.  

Provided with about € 3 billion in funding over the period 2014-2020, the SME Instrument helps 

highpotential SMEs to develop groundbreaking innovative ideas for products, services or processes that 

are ready to face global market competition. Available to SMEs only, which can however organise a project 

in the way that best fits their business needs – meaning that subcontracting is not excluded – the new 

scheme has opened a new highway to innovation through phased, progressive and complimentary 

support.  
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The SME Instrument offers small and medium-sized businesses the following:  

• Business innovation grants for feasibility assessment purposes (optional phase I): EUR 50,000 

(lump sum) per project (70% of total cost of the project);  

• Business innovation grants for innovation development & demonstration purposes (possible 

phase II): an amount in the indicative range of EUR 500,000 and 2,5 million (70% of total cost of 

the project as a general rule);  

• Free-of-charge business coaching (optional in phases I and II), in order to support and enhance 

the firm’s innovation capacity and help align the project to strategic business needs;  

• Access to a wide range of innovation support services and facilitated access to risk finance(mostly 

in optional phase III), to facilitate the commercial exploitation of the innovation.  

Great Emphasis Should be Given on PHASE 1:  

Feasibility assessment (phase 1) – optional  

Funding is available for: exploring and assessing the technical feasibility and commercial potential of a 

breakthrough innovation that a company wants to exploit and commercialize.  

Activities funded could be: risk assessment, design or market studies, intellectual property exploration; 

the ultimate goal is to put a new product, service or process in the market, possibly through an 

innovative application of existing technologies, methodologies, or business processes.  

The project should be aligned to the business strategy, helping internal growth or targeting a transnational 

business opportunity.  

  

Amount of funding: lump sum of €50,000 (per project, not per participating business).  

Duration: typically around 6 months  

Outcome: The outcome of a phase 1 project is a feasibility study (technical and commercial), including a 

business plan.  

Should the conclusion of the study be that the innovative concept has the potential to be developed to 

the level of investment readiness/market maturity, but requires additional funding in view of 

commercialisation, the SME can apply for Phase 2 support.  

  

STARTUP EUROPE INITIATIVE (slide 26)  

• Startup Europe aims to strengthen the business environment for web and ICT entrepreneurs so 

that their ideas and business can start and grow in the EU.  

https://ec.europa.eu/programmes/horizon2020/en/h2020-section/sme-instrument#Feasibility
https://ec.europa.eu/programmes/horizon2020/en/h2020-section/sme-instrument#Feasibility
https://ec.europa.eu/programmes/horizon2020/en/h2020-section/sme-instrument#Feasibility
https://ec.europa.eu/programmes/horizon2020/en/h2020-section/sme-instrument#Innovation
https://ec.europa.eu/programmes/horizon2020/en/h2020-section/sme-instrument#Innovation
https://ec.europa.eu/programmes/horizon2020/en/h2020-section/sme-instrument#Innovation
https://ec.europa.eu/programmes/horizon2020/en/h2020-section/sme-instrument#Coaching
https://ec.europa.eu/programmes/horizon2020/en/h2020-section/sme-instrument#Coaching
https://ec.europa.eu/programmes/horizon2020/en/h2020-section/sme-instrument#Coaching
https://ec.europa.eu/programmes/horizon2020/en/h2020-section/sme-instrument#Coaching
https://ec.europa.eu/programmes/horizon2020/en/h2020-section/sme-instrument#Coaching
https://ec.europa.eu/programmes/horizon2020/en/h2020-section/sme-instrument#Coaching
https://ec.europa.eu/programmes/horizon2020/en/h2020-section/sme-instrument#Commercialisation
https://ec.europa.eu/programmes/horizon2020/en/h2020-section/sme-instrument#Commercialisation
https://ec.europa.eu/programmes/horizon2020/en/h2020-section/sme-instrument#Commercialisation


  

  

  

  
This publication [communication] reflects the views only of the author, and the Commission cannot be held responsible for any use 

which may be made of the information contained therein.  

• ICT startups can access support services such as advice, networking and legal assistance, from EU 

funded projects on the Startup Europe Club One Stop Shop.  

• The Startup Europe Advisory Board reviews the activities carried out by the EC Startup Europe 

team.  

  

Startup Europe's objectives are:  

• to reinforce the links between people, business and associations who build and scale up the 

startup ecosystem (e.g. the Web Investors Forum, the Accelerator Assembly, the Crowdfunding 

Network ...)  

• to inspire entrepreneurs and provide role models (e.g. the Leaders Club and their Startup 

Manifesto, the Startup Europe Roadshow)  

• to celebrate new and innovative startups (with Tech All Stars and Europioneers), help them to 

expand their business (Startup Europe Partnership, ACE Acceleration Programme), and give them 

access to funding under Horizon 2020.  

• They are also creating a Dynamic Mapping of the startups ecosystem. Have a look at some great 

success stories in Europe.  

  

ERASMUS FOR YOUNG ENTREPRENEURS (slide 32-)  

• Erasmus for Young Entrepreneurs is a cross-border exchange programme which gives new or 

aspiring entrepreneurs the chance to learn from experienced entrepreneurs running small 

businesses in other Participating Countries.  

• The exchange of experience takes place during a stay with the experienced entrepreneur, which 

helps the new entrepreneur acquire the skills needed to run a small firm.  

• The host benefits from fresh perspectives on his/her business and gets the opportunities to 

cooperate with foreign partners or learn about new markets.  

• The stay is partially funded by the European Union.  

• Whether you are a new or highly experienced entrepreneur, the programme can offer strong 

added value to your business: possible benefits include exchange of knowledge and experience, 

networking opportunities across Europe, new commercial relations or markets abroad.   

  

Who can participate?  

• New entrepreneurs, firmly planning to set up their own business or have already started one 

within the last three years;  

• Experienced entrepreneurs who own or manage a Small or Medium-Sized Enterprise in one of the 

Participating Countries.  

http://www.startupeuropeclub.eu/
http://www.startupeuropeclub.eu/
http://www.startupeuropeclub.eu/
http://www.startupeuropeclub.eu/
http://www.startupeuropeclub.eu/
https://ec.europa.eu/digital-agenda/en/startup-europe-advisory-board
https://ec.europa.eu/digital-agenda/en/startup-europe-advisory-board
https://ec.europa.eu/digital-agenda/en/startup-europe-advisory-board
http://startupeuropepartnership.eu/investor-community/sep-investors-forum/
http://startupeuropepartnership.eu/investor-community/sep-investors-forum/
http://startupeuropepartnership.eu/investor-community/sep-investors-forum/
http://www.acceleratorassembly.eu/
http://www.acceleratorassembly.eu/
http://www.acceleratorassembly.eu/
http://www.eurocrowd.org/
http://www.eurocrowd.org/
http://www.eurocrowd.org/
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https://ec.europa.eu/digital-agenda/leaders-club
http://startupmanifesto.eu/
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http://startupmanifesto.eu/
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http://younginnovator.eu/startupeuroperoadshow/
http://younginnovator.eu/startupeuroperoadshow/
http://younginnovator.eu/startupeuroperoadshow/
https://ec.europa.eu/digital-agenda/node/66009
https://ec.europa.eu/digital-agenda/node/66009
https://ec.europa.eu/digital-agenda/node/66009
http://www.europioneers.eu/
http://www.europioneers.eu/
http://www.europioneers.eu/
https://ec.europa.eu/digital-agenda/en/startup-europe-partnership
https://ec.europa.eu/digital-agenda/en/startup-europe-partnership
http://europeanace.eu/
http://europeanace.eu/
http://europeanace.eu/
http://startuphubs.eu/
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How to participate?  

• Apply via an online tool and choose your preferred local points.  

• The local contact point will act as a guide and contact point throughout the process.   

• Once you have been accepted, you will be able to find all other valid applications in the online 

catalogue, which enables you and your local contact point to search for suitable matches.   

  

Step-by-step guide  

1. Prepare your application documents: curriculum vitae, motivation and, in addition for the new 

entrepreneurs, a business plan;  

2. Register via the online form and submit your CV and business plan (for new entrepreneurs only);  

3. Build a relationship with a new or host entrepreneur abroad (two options):   

a) You suggest to your local contact point a new or host entrepreneur with whom you are already in 

contact, or   

b) You look for a new or host entrepreneur in the online catalogue with the help of your local contact 

point.   

4. Reach an agreement with your new or host entrepreneur about the work and learning project (dates, 

objectives, activity plan of the exchange) and submit the details to your local contact point;   

5. Signature of Commitment to Quality  

6. Start of the stay abroad: The duration of the exchange may be from 1 to 6 months with the possibility 

of dividing the stay into weekly slots  

7. The financial assistance to the new entrepreneur will be provided in several payments, according to the 

agreement signed with his/her local contact point.  

  

FIWARE ACCELERATOR PROGRAMME (slide 38)  

The European Commission launched a massive call for web entrepreneurs, SMEs and startups owning an 

innovation idea able to penetrate the market and be the basis for a sustainable business.  

Who can participate?  

• SMEs and startups with innovative ideas to enter the market and to create a sustainable business.   

• They are looking for people who are passionate and willing to lead changes in the daily life of 

people, organisations and businesses!!!  
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These are the different industrial sectors that FIWARE Accelerator offers.  

  

Startup Europe’s Accelerator Assembly (slide 44)  

• The network for startup accelerator programmes in Europe.   

• An industry-led network, created by the European Commission, that connects accelerators, 

entrepreneurs and policy makers, in order to strengthen the support offered to web startups 

across Europe.  

  

It does this by:  

• Creating an online community to share learning and best practices  

• Gathering research and evidence to improve the knowledge on accelerators and web startups in 

Europe  

• Bringing the accelerator community together with events and workshops  

• Supporting accelerators to connect with policy makers and participate in future EU policy to 

improve the environment for web entrepreneurship in Europe. Top accelerator programmes in 

EU and USA (slide 45)  

LOCAL ACCELERATOR PROGRAMMES  (slide 46)  

In the presentation you will find a blank page in which you have to include the details of your Local 

Accelerator Programmes.  

  

EXERCISE (slide 47)  

Give emphasis on National and EU accelerator programmes. Ask from the participants to study this for 

10’ and then to write down which ones are more relevant to their own expertise/topic and what are the 

other 2-3 investment options for them. Then ask them to present their results to the other participants.   

This is a short exercise that will take only 25 minutes.  
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Exercise (slide 48)  

Aim: Learn how to prepare a catchy paragraph promoting presenting your idea according to the 

specifications of an accelerator programme.   

 Give to the participants printed some useful tips  

 Then ask them to work with their team and prepare a short description of their idea.  

 They need to follow the specification of the accelerator programme.  Then they should present 

their idea to the other participants  

  

TIPS WHILE PREPARING AN APPLICATION TO ENTER IN AN ACCELARATOR PROGRAMME 1. 

It is very important to express yourself clearly  

2. Describe your idea well enough to be understandable  

3. You need to convince how good you are  

4. Whatever you have to say, give it right in the first sentence, in the simplest possible terms.  

5. The first question they look at is, “What is your company going to make?”  

6. Do not use marketing-speak to make your idea sound more exciting. “We are going to transform the 

relationship between individuals and information”. That sounds impressive, but it conveys nothing!!!!   

7. Do not to begin with a sweeping introductory paragraph about how important the problem is, e.g: 

“Information is the lifeblood of the modern organization. The ability to channel information quickly 

and efficiently to those who need it is critical to a company’s success. A company that achieves an 

edge in the efficient use of information will, all other things being equal, have a significant edge over 

competitors”.  

8. A good answer would be something like: “A database with a wiki-like interface, combined with a 

graphical UI for controlling who can see and edit what”.  

9. One good trick for describing a project concisely is to explain it as a variant of something the audience 

already knows.e.g. “It’s like Wikipedia, but within an organization. It’s like an answering service, but 

for email. It’s eBay for jobs”. Some of the best ideas in history began by sticking together two existing 

ideas no one realized could be combined.  

10. After the idea they will look for the founders:“Please tell us in one or two sentences about something 

impressive that each founder has built or achieved” - the most important question on the application.  

11. After the idea they will look for the founders. They are looking for people able to do extraordinary 

things.   



  

  

  

  
This publication [communication] reflects the views only of the author, and the Commission cannot be held responsible for any use 

which may be made of the information contained therein.  

12. A surprising number of people answer with something like: “Jordan is an exceptionally dedicated 

person who gives 100% effort to every project he undertakes”. They are not looking for the same 

things as HR departments.  

13. If the founders seem promising, they will now spend more time trying to understand the idea.  

14. They care more about the founders than the idea, because most of the startups will change their idea 

significantly.  

15. If a group of founders seemed impressive enough, they will fund them with no idea. But a really good 

idea will also get their attention—-not because of the idea per se, but because it’s evidence the 

founders are smart  

16. It’s a common mistake to say the distinctive thing about your solution will be that it’s well-designed 

and easy to use.You have to be more specific. Exactly what are you going to do that will make your 

software easier to use? And will that be enough?   

17. They don’t mind if you’re doing something that will face serious obstacles. In fact, they like that. But 

they want to see that you’re aware of the obstacles, and have at least a theory about how to overcome 

them.   

18. If they can see obstacles to your idea that you don’t seem to have considered, that’s a bad sign.   

19. If the founders seem promising and the idea is interesting, they will now spend a lot more time on the 

application.  

20.They will take a look at the video, if there is one. (Statistically they are much more likely to interview 

people who submit a video.) They will check out the demo. And they will look at answers to some of the 

more mundane questions, like the stock allocation.  

21. If the founders seem promising but the idea doesn’t, they will check the question near the end that 

asks what other ideas the founders had. It’s quite common for them to fund groups to work on ideas they 

listed as alternates.  

Add AN Inspirational Successful stories from your country (slide 49)  

There is a blank page in the presentation in which you have to add an inspirational successful story from 

your country.  

NETWORKING OPPORTUNITIES (slide 50 - 52)  

EU has launched several activities to help you to get the right connections within the EU ecosystem 

(accelerators, corporates, coworking, crowdfunding platforms, investors and startups)!!!  
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1.The Startup Europe Partnership (SEP) helps startups to get access to corporates, and viceversa.   

• Corporates are interested in investments, acquisition, acquihiring or buying more from smaller 

players.   

• SEP builds bridges between Europe's startup, corporate, education institutions and investment 

communities to help EU startups raise funds and beat barriers to reach maturity as global 

champions.  

2. The Web Investors Forum: helps investors by sharing best practices, identifying barriers at EU level 

and giving a voice to investors in front of the EU institutions.  

3. The Crowdfunding Network helps crowdfunding platforms by sharing best practices, identifying 

barriers at EU level and giving a voice to crowd funding platforms in front of the EU institutions. Over 22 

crowdfunding platforms are part of the network.  

4. The Coworking Assembly provides information about coworking spaces, founded by groups of 

likeminded people who wanted to build a space that combines the best elements of a coffee shop and a 

workspace.  

5. The Accelerator Assembly initiates and facilitates the creation of an EU network of web business 

accelerators in order to increase awareness of the existing accelerator programs in EU and of their 

benefits among web entrepreneurs.   

Over 200 accelerators across Europe joined the initiative.  

For getting financial related support:  

• Enterprise Europe Network helps small business to make the most of the European marketplace. 

Working through local business organisations, they can help develop business in new markets, 

source or license new technologies, and access EU finance and EU funding.  

• Small Business Portal (DG ENTR): Access to finance is vital in order to start or expand a business, 

and the EU provides finance for small firms in different forms - grants, loans, and in some cases, 

guarantees.  

  

Important online resources for further reading (slide 60)   

Here you can also add info of other programmes, initiatives, that you believe there will be useful for the 

participants.  

NATIONAL FUNDING PROGRAMMES  

1. National Programmes (THIS WILL BE CUSTOMISED BY EACH PARTNER)  
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2. Each partner has to prepare some slides for the National Funding Programmes of its country  

3. You should include the programmes, initiatives, grants that are most relevant to start-ups and in 

which they can apply to  

4. Present the most important details of those programmes, like:  

• Aim  

• Grant  

• Criteria for participation  

• Eligible Activities  

  

CASE STUDIES AND PRACTICAL EXERCISES  

• https://ec.europa.eu/growth/tools-databases/dem/watify  

• http://www.diyful.com/  

• http://covve.com/  

• http://studentlife.com.cy/  

• https://funifi.com/  

• http://www.avocarrot.com/  

• http://socialairways.com/  

•  https://www.teachngo.com/ OUTPUTS AND /OR LESSONS LEARNED  

Questions to ask yourself:   

  

• What is my main aim?   

• From where I have to start to find finding?   

• What tools/initiatives I can utilize to expand my idea?  

• Where I can search to find the appropriate accelerator programme for me?  

• How I need to develop my idea?   

• Where I have to search to find the EU funding opportunities available for me?  

• Where I have to search to find the national funding opportunities available for me?  

  

Bibliography and web references  

Important online resources for further reading  

• Official  Horizon 2020 website: http://ec.europa.eu/programmes/horizon2020/en  

https://ec.europa.eu/growth/tools-databases/dem/watify
https://ec.europa.eu/growth/tools-databases/dem/watify
https://ec.europa.eu/growth/tools-databases/dem/watify
https://ec.europa.eu/growth/tools-databases/dem/watify
http://www.diyful.com/
http://www.diyful.com/
http://covve.com/
http://covve.com/
http://studentlife.com.cy/
http://studentlife.com.cy/
https://funifi.com/
https://funifi.com/
http://www.avocarrot.com/
http://www.avocarrot.com/
http://socialairways.com/
http://socialairways.com/
https://www.teachngo.com/
https://www.teachngo.com/
http://ec.europa.eu/programmes/horizon2020/en
http://ec.europa.eu/programmes/horizon2020/en
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• International Cooperation:  

http://ec.europa.eu/research/iscp/index.cfm?llg=en&pg=policy  

• Europe 2020: http://ec.europa.eu/europe2020/index_en.htm  

• Innovation Union: http://ec.europa.eu/research/innovation-union/index_en.cfm  

• Digital Agenda for Europe: http://ec.europa.eu/digital-agenda  

• A Resource Efficient Europe: http://ec.europa.eu/resource-efficient-europe  

• National Programmes:  

http://www.mcit.gov.cy/mcit/mcit.nsf/dmlpublic_gr/dmlpublic_gr?OpenDocument  

• Startup Europe Club Website: http://startupeuropeclub.eu/  

• Accelerator programmes in EU: http://tech.eu/research/29/there-are-roughly-100active-

startup-accelerators-europe/  

  

COMPLEMENTARY ACTIVITIES  

• Research in internet   

• Read in detail all the documentation available  

• Ask qualified experts on EU Funding Programme to give you guidance •  Take advantage 

of every opportunity available •  Networking, Networking, Networking!!!  

  

AUTHORS    

GrantXpert Consulting: Dr Celia Hadjichristodoulou and Ms Stephanie Apserou  

 

 

 

 

 

 

 

   

http://ec.europa.eu/research/iscp/index.cfm?llg=en&pg=policy
http://ec.europa.eu/research/iscp/index.cfm?llg=en&pg=policy
http://ec.europa.eu/europe2020/index_en.htm
http://ec.europa.eu/europe2020/index_en.htm
http://ec.europa.eu/research/innovation-union/index_en.cfm
http://ec.europa.eu/research/innovation-union/index_en.cfm
http://ec.europa.eu/research/innovation-union/index_en.cfm
http://ec.europa.eu/research/innovation-union/index_en.cfm
http://ec.europa.eu/digital-agenda
http://ec.europa.eu/digital-agenda
http://ec.europa.eu/digital-agenda
http://ec.europa.eu/digital-agenda
http://ec.europa.eu/resource-efficient-europe
http://ec.europa.eu/resource-efficient-europe
http://ec.europa.eu/resource-efficient-europe
http://ec.europa.eu/resource-efficient-europe
http://ec.europa.eu/resource-efficient-europe
http://ec.europa.eu/resource-efficient-europe
http://www.mcit.gov.cy/mcit/mcit.nsf/dmlpublic_gr/dmlpublic_gr?OpenDocument
http://www.mcit.gov.cy/mcit/mcit.nsf/dmlpublic_gr/dmlpublic_gr?OpenDocument
http://www.mcit.gov.cy/mcit/mcit.nsf/dmlpublic_gr/dmlpublic_gr?OpenDocument
http://startupeuropeclub.eu/
http://startupeuropeclub.eu/
http://startupeuropeclub.eu/
http://startupeuropeclub.eu/
http://tech.eu/research/29/there-are-roughly-100-active-startup-accelerators-europe/
http://tech.eu/research/29/there-are-roughly-100-active-startup-accelerators-europe/
http://tech.eu/research/29/there-are-roughly-100-active-startup-accelerators-europe/
http://tech.eu/research/29/there-are-roughly-100-active-startup-accelerators-europe/
http://tech.eu/research/29/there-are-roughly-100-active-startup-accelerators-europe/
http://tech.eu/research/29/there-are-roughly-100-active-startup-accelerators-europe/
http://tech.eu/research/29/there-are-roughly-100-active-startup-accelerators-europe/
http://tech.eu/research/29/there-are-roughly-100-active-startup-accelerators-europe/
http://tech.eu/research/29/there-are-roughly-100-active-startup-accelerators-europe/
http://tech.eu/research/29/there-are-roughly-100-active-startup-accelerators-europe/
http://tech.eu/research/29/there-are-roughly-100-active-startup-accelerators-europe/
http://tech.eu/research/29/there-are-roughly-100-active-startup-accelerators-europe/
http://tech.eu/research/29/there-are-roughly-100-active-startup-accelerators-europe/
http://tech.eu/research/29/there-are-roughly-100-active-startup-accelerators-europe/
http://tech.eu/research/29/there-are-roughly-100-active-startup-accelerators-europe/
http://tech.eu/research/29/there-are-roughly-100-active-startup-accelerators-europe/


  

  

  

  
This publication [communication] reflects the views only of the author, and the Commission cannot be held responsible for any use 

which may be made of the information contained therein.  

Module 12: Pitching and Finding Investors   
  

AIMS AND OBJECTIVES  

• Understand the importance of pitching  

• Learn the skills of talking in public  

• Learn the structure of a successful pitch  

• Communicating a message in an effective way  

  

INTRODUCTION  

Main contents:  

• Guidelines to a perfect pitch   

• Group exercises  

• Mock pitches   

  

In this module we will talk about the art of pitching. Having a good idea and great business model 

may not always take you far if you don’t know how to present that idea. It’s very key to be able to 

explain your idea in a well-structured format and convey your message in a way that captures the 

audience. In the previous modules you will have learnt about business modeling and refining your 

idea. Pitching brings all this knowledge together.   

This module is designed to help you overcome the inherent fear of public speaking and aims at 

teaching you the structure of a successful pitch and effective communication.  We will come across 

many tips and tricks that will guide you to perfecting your pitch.  

This is mostly a hands-on, interactive module.  It will entail a combination of techniques that will help 

you achieve the objectives of the module.  Throughout the session we will be examining guidelines 

to a perfect pitch, put them in practice through group exercises and conclude with mock pitches at 

the end.  

Always remember that a good idea is not good in its own right. You have to be able to present it 

effectively and “sell it”.  

KEY CONTENTS   

These are the key contents that we will cover in this module.   

• What is a pitch  
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• Pitch Structure and content  

• Language  

• Body Language and Voice Tone  

• PowerPoint/Keynote Rules  

• Mini pitches & Attention grabbers  

• Dealing with questions  

• Troubleshooting  

• Pitching to investors  

• Finding investors  

  

What is a pitch?   

• Definition of a pitch?  

• What are the criteria of a good pitch?  

• What are the skills of a good presenter?  

• Is presenting a skill or a talent (nurture vs nature)?  

  

This whole section is interactive. Rather than the trainer making a speech or telling participants what 

a pitch is, they are asked to provide their own answers to the above questions in a free-flowing 

question-answer format.  

Definition of a pitch   

What do you think a pitch is?  

Our definition: A pitch is a story or a communication of messages between two parties, with the main 

goal of selling, influencing, educating or informing.   

Criteria of a good pitch   

• Has a clear beginning, middle and end  

• Is a well thought out journey  

• Is specific to the audience  

• Meets its goal and objectives  

• Is clear and to-the-point  

• Starts and finishes on time  
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A pitch is like a story/an essay you would write at school. It should be structured in such a way so that 

it has a clear beginning, middle and end. We will talk more about how to structure a pitch in the 

upcoming slides.   

Your pitch must reflect a well thought out journey. There must be a consistent and continuous flow 

of information and facts that the audience can follow without getting lost in the narration. Jumping 

back and forth from one topic/area to another and continuous repetition will inevitably make your 

audience lose focus and interest.   

Before preparing your pitch and pitch deck, take a few minutes to identify what the goal and objective 

of the presentation is. And with this in mind, develop the message you want your audience to walk 

away with (again it will be elaborated on later).  

You need to be able to communicate your idea clearly and to the point. No one likes to hear someone 

waffle - an investor will immediately lose interest.   

Remember that investors are presented with thousands of ideas, and their time is limited. Pitches 

should be short and sweet, highlighting all key information. It’s important that you keep track of time 

so that you are able to deliver your message in a timely manner.   

  

Skills of a good presenter   

• Articulate  

• Clear  

• Enthusiastic  

• Confident  

• Engaging  

• Flexible/ Adaptable/ Knowledgeable  

• Patient (with questions)  

• Good listener (for questions)  

• Focused  

A good presenter must be able to speak clearly, fluently and in a coherent manner. He/she must show 

enthusiasm in order to keep the audience awake and engaged. If you are not enthusiastic about your 

product/idea, then why should the investor show interest?   

Compare this with a professor at university - the more energetic, enthusiastic and passionate your 

professor is, the more likely his/her students will want to keep track and follow the lesson.   
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A good presenter must be confident. You know your product and you know it’s a good one. You need 

to convince your investor that it’s a good one. If you show lack of confidence, you will lose your 

potential investor’s vote. You must know your story inside out and be flexible enough so that if you 

forget a word/phrase you can adapt the story and use any unforeseen incidences to your advantage.   

Your pitch is not a ‘one fits all’ type of pitch. You need to adapt it according to your audience. So study 

your audience and target what they are looking for. What a jury panel looks for in a start-up 

competition differs from what an investor looks out for when exploring his investment opportunities. 

We will devote more time on this in the upcoming slides.   

Your audience will always have questions. You need to be patient and listen to the question. Do not 

interrupt and always ask again if the question is not clear.    

Above all, a good presenter must be focused and should not let anything distract him/her. A good 

presenter is focused on providing value to the audience and addressing the audience from their 

perspective.  

Is presenting a skill or a talent (nurture vs nature)?   

The purpose of this question is to address the concerns of those who believe that that presenting is 

a talent and determined from birth. This is not the case! And the best presenters are those who 

mastered the art through practice. So, practice, practice, practice!  

Rule of thumb: The day before your pitch, practice 50 times. This will help you perfect your pitch, 

ensure that your key messages are delivered in a timely manner as you will get a good feel of time 

and will help boost your confidence.   

EXERCISE 1: Let’s start pitching-Telling a story   

This exercise is split into two parts. Part A and Part B.   

Part A: Slides Karaoke  

For the trainers:  

A number of random slides are shown in a specific sequence and the student presenting has to tell a 

story while the slides are showing and transitioning. After 2 slides or so, another student has to come 

up and continue the story from where it was left off. (TBD whether all students will presenttime 

permitting)  
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The goal of the exercise is to teach the students to talk, help them overcome anxiety and inhibitions 

associated with the fear of public speaking-shake off their stage fright, and gets them used to 

improvising and thinking on their feet.  

Instructions to the students:  

I have a slide deck comprising of a series of slides. These will be shown in a specific sequence. You will 

take turns standing here in front of everyone and for each slide that appears you will have 10 seconds 

to speak. The objective is to tell a story. After your 2 slides, the next student will come up and continue 

the story for the following 2 slides. And the process is repeated.    

Part B: One-minute pitch.  

Introduction:  

Example video 1: https://www.youtube.com/watch?v=i6O98o2FRHw  

Example video 2: https://www.youtube.com/watch?v=3xn88qYx0OQ  

For the trainers:  

This exercise comprises of two sections. Firstly, the students will be given a random product for which 

they will be asked to speak about for one minute. Secondly, they will be asked to pitch a specific 

business idea. For each section, they will have 3 minutes to prepare what they want to say and then 

one minute to present it. The goal is to use up the entire minute for presenting.   

The point of this exercise is not to talk specifics about the product or the business idea they will be 

randomly assigned. The point for them is to get up “on stage” and in front of everyone and talk for 

one minute non-stop, so as to begin overcoming any anxiety or inhibitions they may have about public 

speaking. Another reason is for them to begin to appreciate “presenting time”: how long it takes to 

say what they have prepared and make best use of the time available.   

Instructions to the students:  

This exercise comprises of two sections. In a few minutes, I will give each of you/each team a product 

and the name of a business. First, I want you to think about the product for 3 minutes and prepare 

what you want to say. You will then stand up here in front of everyone and pitch about it for one 

whole minute.  You will do the same for the business idea. You are not expected to talk specifics about 

the product or business. Your only goal is to just keep talking for the whole minute and tell us a story.  

https://www.youtube.com/watch?v=i6O98o2FRHw
https://www.youtube.com/watch?v=i6O98o2FRHw
https://www.youtube.com/watch?v=3xn88qYx0OQ
https://www.youtube.com/watch?v=3xn88qYx0OQ
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Let’s say I give you Google as a business, I want you to think of yourself as a young Larry Page (coowner 

of Google) and imagine you are now starting off and you are presenting to a group of investors. It 

doesn’t matter whether or not you are entirely familiar with the business idea behind the business.  

Example business ideas to give participants (companies they probably know):  

• Google  

• Apple  

• Nespresso  

• Ryan Air  

• IKEA  

• AirBnB  

• Twitter  

• McDonald’s  

• Dell  

• Amazon  

• PayPal  

• Dropbox  

• Evernote  

• Eventbrite  

• Ebay  

• Zara  

  

Pitch Structure and Content   

• Knowing the goal of your presentation   

• Key Points and key messages  

• Structure: Intro, Main Body, Conclusion  

• Knowing the story  

  

This section focuses on the structure and content of a pitch and gets students to start thinking about 

the various messages they wish to communicate and helps them understand how to shape these 

messages and when to insert them into their presentation.   

Knowing the goal of your presentation: Giving a presentation without being aware of the end goal is 

like telling a long joke without mentioning the punchline-this is how it will come across to your 

audience.   
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Key points and messages: You have to list all of your potential messages and make sure they do not 

overlap or do not repeat themselves. Once you have a final list of the key messages you can then split 

them into sub-messages that belong to a particular group. This process will leave you with a tree-like 

grouping of key messages and their sub-messages. Doing this is essential to ensuring that the 

structure of the presentation revolves around these messages and that none are left out. Telling the 

story of your company is about defining the problem, creating empathy for the pain you are curing, 

demonstrating how you are curing that pain, showing why your solution is the best, and outlining the 

market opportunities and your company’s strategy for appealing to your market. These are the new 

things that you want your audience to learn about your subject.  

Graph your key messages out into a tree like shape with short notes for each section and sub section. 

In essence, create a skeleton of the presentation in visual format.  

Structure and Content: Intro, Main Body, Conclusion  

Intro: This is where you catch the audience’s attention. Deliver your main message by stating your 

offering/ value proposition without going into specifics and make a first impression to your audience.  

Main body: This is a careful structure of the main messages that cover what you need to say in a way 

that is not repetitive or boring. Analyse your customer segment and their pain/ problem and how 

your offering addresses that pain/ provides a solution. What makes you unique if anything? Why 

should they choose you? Most importantly, you need to show how your offering will reach the 

customer and how you will make money out of this.   

Conclusion: This is your chance to drive in your main message again and leave the audience with your 

ask (your call to action: what you want from them).  

(See Pitching to investors section for more)  

Knowing the story: You must know your presentation by heart. We do not mean you must know the 

exact words, but that you must know the story by heart. You should be able to tell the same story 

even if you change some words. A story flows and follows that route that you have set out for your 

key messages and sub-messages.  

Language   

• Not everyone is a scientist/ engineer  

• Don’t waffle  

• Investor’s language  

• Rule of Three  
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• Memorise the beginning and end  

  

This section focuses on educating participants about the language they use during presentations and 

how to say what they want without sounding from another planet to their audience.  

Not everyone is a scientist/engineer: Avoid using technical jargon. Not everyone is familiar with 

scientific and technical terms, therefore find alternative ways to describe your product in layman’s, 

real-world language. Talk the language of your customer using everyday examples where possible. Be 

concise. Don’t go into too much detail on trivial messages or issues you wish to talk about. Find 

alternatives to some difficult words you seem to keep forgetting. Make your presentation simple so 

that both you and your audience can follow.   

Don’t waffle: Learn to control your waffling and know when to stop talking.  Prioritize the most 

important things you want to share and stick to those pieces. This where your tree graph with key 

messages (that we spoke about above) come in handy.  

Investor’s language: We will see this later on  

The Rule of Three: This is a writing principle that says that things grouped in threes are easier to 

remember and make more of an impression on others who are either reading them or listening to 

them, because the human mind thinks in patterns. For example, “Friends, Romans, countrymen, lend 

me your ears” is from Marc Antony of Julius Caesar.   

Other examples:   

• Good, bad, ugly  

• Good, better, best  

• Location, location, location  

So, when you are trying to emphasise something, try to make it into a group of three words or three 

adjectives.  

Memorise the beginning and end: Although it might be impossible to memorise the whole 

presentation, make sure that you do memorise the beginning and the end. These are very important 

in helping you gain confidence and deliver the exact messages you intended.  

Beginning: When you first “walk up on stage”, delivering the beginning few statements will boost your 

confidence and alleviate some of your stress. Also, the beginning is the first impression you give your 

audience and your only chance to grasp their attention.  
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End: Delivering the end of your presentation is your chance to make a lasting impression and ensure 

you repeat your main message or your ask.  

Body Language & Voice Tone   

• The power of pauses  

• Eye Contact (large or small groups of people)  

• Using props  

• Confident but not arrogant  

• Intonation/emphasis  

• Umming and erring  

  

Body language is one of the most crucial vehicles to interact. During presentations, you always use 

facial expressions and hand movements to explain and communicate your message. Using your facial 

expressions and hand movements or gestures can enable you to convey your content successfully 

and shows your confidence.   

The power of pauses: Pauses are a useful tool to help you deliver your message effectively; and is a 

key way to engage the audience. Pauses also help you control your pace which in turn will help your 

audience understand and follow your message. Breaking down your pitch into smaller segments, 

makes it a lot easier to comprehend. Be careful not to pause for too long.  

Eye contact: Create a bond with your audience by focusing on 2-3 people.  Eye contact makes you 

look authoritative, believable and confident. Looking at someone in the eyes makes them look at you, 

which makes them listen to you and more likely to believe in you and your message.   

Using props: Using a relevant prop (such as a prototype) can be very useful as it engages your 

audience and makes it easier for them to understand your message. It also gives your audience a 

different sense-that of visual or touch. Make sure your audience can see the prop and that it works.   

Confident but not arrogant: Confidence builds instant credibility. Posture plays a key role in portraying 

confidence. Keep your shoulders back, stand up straight and keep your chin up.   

Intonation/emphasis: Changing your tone keeps your presentation alive and allows you to highlight 

the important elements in your pitch.   

Umming and erring: Umming and erring makes you look uncertain and not well prepared, is tiring for 

your audience and you run the risk of losing their focus and attention. Try to replace your “ums” and 

“ers” with pauses.   
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PowerPoint/ KeyNote Rules   

• Types of fonts and their purpose: Sans-serif, etc.  

• Bold and underline for emphasis. Avoid italics • DON’T SCREAM!   

• Indicative fonts: Titles = 44 pt, Main body text = 28 pt – 34 pt   

• Bullets = not less than 24 pt  

• Number of bullets: 3 seems to be the most effective (rule of three mentioned earlier)   

• 6 x 6 rule – ideally, up to 6 words per line, and 6 lines per slide  

• Check and double-check your spelling and formatting  

• Images: Make sure when you make an image bigger or smaller, that you are scaling it in size  

• Animation: Don’t use too much of it, unless you really need to emphasise something. Have a 

plan B in case things don’t work as they should, which happens more often than you’d think. 

•  If no animations, then use a pdf version of the presentation  

• Avoid content heavy slides, otherwise the audience will feel that they don’t have to listen; 

they can just read the presentation  

• The presentation should not exceed 15 slides  

  

Mini Pitches & Attention Grabbers: Condensing your messages   

• Elevator pitch  

• Hollywood headline  

  

Elevator pitches and Hollywood headlines are tools that allow people to instantly communicate or 

pitch a message to another person. By learning to create an elevator pitch, you will in essence learn 

to structure a mini-version of a presentation. This will help you understand the principles of having a 

beginning, middle and conclusion, which forms the basis of the next section. It will also teach you 

about condensing your messages into one main message you need to get across to your audience.  

What is an elevator pitch? Imagine you step into an elevator and just before the door closes, a very 

important person steps in, someone whom you have been itching to talk to. It could be a potential 

investor or business lead. And imagine that you have 20 seconds in the elevator with him until the 

doors open again and he/she walks out and leaves forever. What do you tell this person that will 

make him/her interested in your business idea and asking for your business card?  

A Hollywood headline is an “attention grabber”. It is a short and punchy statement that captures the 

essence of what you intend to say. It is straight, simple and to the point and makes it easy for your 

audience to quickly understand the gist of your message and it allows you to give your audience the 

context.  For example, when the movie “Aliens” was released, it was advertised as “Jaws in Space”.   
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Example 30 second elevator pitch: https://www.youtube.com/watch?v=5_wc7agBSZA  

  

EXERCISE 2: Create a mini pitch and Hollywood headline   

For the trainers:  

The students will be asked to create an elevator pitch and Hollywood headline. Since the STEM 

participants will have their own business ideas, they will work on their own business ideas. They will 

be given 5 minutes to prepare and 30 seconds to present.   

The goal is to get them to think creatively and constructively as to what they will say to grasp the 

attention of that important someone and engage him/her with their idea.   

Instructions to the students:  

You will work on your own business ideas. I will give you 5 minutes to prepare and come up with a 

Hollywood headline and a 30 second elevator pitch. Remember that this pitch is what will secure you 

a follow up meeting with that very important person. You will then stand up here in front of everyone 

and present.   

Dealing with questions: Preparations   

• Be prepared (do your research, practice answers to potential questions)  

• Know your investors/audience  

  

• Knowing what your audience wants to hear  

• Don’t get defensive  

• Do not interrupt the person talking  

Q&A is just as important, if not more important than your pitch. Here you get the chance to address 

the concerns of your potential investor and elaborate on something you may have not been clear on 

during your presentation. If a question is not clear, ask again. Keep your answers short and precise to 

allow for the chance for more questions.   

Avoid starting your answer with “as I previously mentioned” as this makes you come off as arrogant 

and not willing to answer the question. There is a reason your investor has asked the specific question.   

Give them a list of possible questions or make this an interactive exercise with other participants 

asking the questions to the participant who has presented.  

https://www.youtube.com/watch?v=5_wc7agBSZA
https://www.youtube.com/watch?v=5_wc7agBSZA
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List of possible questions:   

To the extent possible, these questions should be addressed in the pitch.  

1. How does your product/service work?  

2. What’s your customer’s pain/headache?  

3. What’s your customer’s main problem and how does your product/service solve it for them?  

4. What are your next steps as a startup?  

5. How have you selected your beachhead market?  

6. Does your beachhead market really need your product/service?  

7. Why is your idea innovative and how is it different from others in your field?  

8. What exactly is the impact your startup will have?  

9. How will you ensure that your startup is protected from competition?  

10. What about your team makes you confident that you can deliver?  

11. Tell me more about your team members  

12. What’s the next market segment after you’ve conquered your beachhead market?  

13. What is the ROI on from your customer’s perspective?  

14. How optimistic is the financial outlook of your startup?  

  

Troubleshooting: What could go wrong, will go wrong   

• Barriers to effective listening o We can think faster than a speaker can talk, and jump to 

conclusions o We are distracted and allow our minds to wander o We lose patience, and 

decide we are not interested o We overreact to what’s said and respond emotionally o We 

interrupt  

  

• Need to engage audience  

This is why we need to always engage our audience, to not give them time to do any of the above.  

Find your friendlies. We’ve all noticed that some people have friendly faces. They smile back at you. 

They nod and respond when you acknowledge them. Find these people in your audience and, when 

you get nervous or thrown off course, look back at them for reassurance.   

  

Pitching to investors   

• Knowing your audience and your audience’s language  
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• Pitch deck  

  

Investor’s language: Remember, investors talk business and therefore you need to talk business too. 

Learn some keywords that you can insert here and there in your presentation that you absolutely 

understand their meaning and that investors can instantly recognise and understand. Some examples 

are: ROI (Return on Investment), profit margin, gross revenues, cash flow, EBITDA, market share, 

milestones.   

• Pitch deck: A good pitch deck will contain slides that are set out below. You will have already 

developed your idea and worked on your business model in the previous modules. You will 

have identified your customer segment and pain, analysed how your idea solves that pain, 

what are the features of your idea that give you an advantage in the market and eventually 

how you will make money. Now is the time to take those findings and present them in a well 

structured pitch deck.   

o What is the deal. This should be your first slide and must always be short and sweet. 

For example, X sells Y product/service to Z for €.   

o Business overview/ What is the pain you are solving/Value proposition  o Target 

market and opportunity (market size, identify customers)  

o Competitive advantage (who already offers what you are offering and how do you do 

it better?)  

o Marketing strategy, customer acquisition, revenue model (methods to find and 

acquire customers, pricing model)  

o Financial projections (include 3-5 years of projections, mention key assumptions) o 

Funding needs and brief description on how the funds will be utilized (further 

research, marketing, new hires etc)  

o Possible exit strategies  

o Team overview (credentials, experience etc), vision  

  

How to find investors   

• Reputable sources of funding groups i.e. Angels, VCs, etc.  

• Start up competitions attended by investors  

• Criteria for finding the appropriate investors  

• Should I accept anyone who is willing to give me money?  



  

  

  

  
This publication [communication] reflects the views only of the author, and the Commission cannot be held responsible for any use 

which may be made of the information contained therein.  

• Network vs Capital: What’s the most important trait?  

• Creating competitive advantage through investor partnerships  

• Making the first contact  

  

A venture capitalist is an investor who either provides capital to startup ventures or supports small 

companies that wish to expand but do not have access to equities markets (Wikipedia).  An angel 

investor or angel (also known as a business angel, informal investor, angel funder, private investor, 

or seed investor) is an affluent individual who provides capital for a business start-up, usually in 

exchange for convertible debt or ownership equity (Wikipedia). Both VCs and Angel Investors are a 

good source of funding.  It is important that you identify the appropriate investor for your start-up. 

You need to conduct your own research to identify these reputable funding sources, explore their 

past investments and compare the profiles of the recipient start-ups/companies to your own. 

Participating in start-up competitions attended by investors that have an interest in your field is a 

good start to finding people that are willing to fund your start-up.  It is important that your startup’s 

profile matches the interests of the investor.  It is also key to know from the beginning and definitely 

before you accept funding from an investor what his expectations are. You must evaluate those 

expectations and match your long term vision to those expectations.   

  

Securing a reputable investor most definitely adds credibility and will attract other investors.  

Go out and approach your investors. Be prepared, determined and give it your all. Don’t 

hesitate! And most importantly don’t be afraid to fail and don’t let rejection hold you back 

from further contacts. (Air BnB example)  

  

CASE STUDIES AND PRACTICAL EXERCISES  

YouTube videos:   

1) Videos of a ‘one-minute pitch’  

https://www.youtube.com/watch?v=i6O98o2FRHw 

https://www.youtube.com/watch?v=3xn88qYx0OQ  

2) Video of elevator pitch  https://www.youtube.com/watch?v=5_wc7agBSZA  

3) Video of full pitch  

https://www.youtube.com/watch?v=XSk3xO2-3rE  

https://www.youtube.com/watch?v=i6O98o2FRHw
https://www.youtube.com/watch?v=i6O98o2FRHw
https://www.youtube.com/watch?v=i6O98o2FRHw
https://www.youtube.com/watch?v=3xn88qYx0OQ
https://www.youtube.com/watch?v=3xn88qYx0OQ
https://www.youtube.com/watch?v=5_wc7agBSZA
https://www.youtube.com/watch?v=5_wc7agBSZA
https://www.youtube.com/watch?v=XSk3xO2-3rE
https://www.youtube.com/watch?v=XSk3xO2-3rE
https://www.youtube.com/watch?v=XSk3xO2-3rE
https://www.youtube.com/watch?v=XSk3xO2-3rE
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GROUP EXERCISES   

1. Split up into groups of two persons, or if teams, in groups of two teams. A pitched to B and B 

pitches to A. Timed pitches.  

Each participant or team will have X minutes to pitch their idea.   

This helps the participants to learn more about how time flies for some and how others go too 

fast when presenting.   

  

2. De Bonos hats pitching  

One person/team will pitch their idea. The rest of the participants will be assigned hats and 

they can give feedback to the participant/team presenting by being white hat, yellow hat, 

black hat etc. Each hat will correspond to a certain category of feedback-for example white 

hat is ‘positives’, yellow hat is ‘negatives’, black hat is ‘facts’.   

  

3. Final pitches.   

Each participant/team will have the chance to give a complete, timed pitch. LESSON 

LEARNED  

Questions to ask yourself:   

  

• What is the aim? •  What is my title?  

• Who am I speaking to? Who is my audience?  

• What are the benefits to the audience of my product/report/speech?  

• What do they know of the subject?  

• How does this change my approach?  

• What sort of questions will they ask me? What are the answers?  

• What aspects will they be interested in?  

• What do I want the audience to do after listening to my presentation?  

  

BIBLIOGRAPHY AND WEB REFERENCES  

Wikipedia for standard terms and definitions.  
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COMPLEMENTARY ACTIVITIES  

Practice, Practice, Practice. You should practice and time your pitch at least 50 times before formally 

presenting.  

AUTHORS  

Content produced by Chrysalis LEAP.  

For more information, please contact:  

Phani Hadjiphani: phani@chrysalisleap.com  

Stelios Procopiou: stelios@chrysalisleap.com  

  

  

  

  

  


