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PREFACE
Promoting entrepreneurship is an important way to job creation and
economic growth. Universities play a vital role in the creation and
growth of innovative small and medium – sized enterprises (SMEs).
It is for this reason that a network of universities and businesses has
been brought together under the umbrella “Intelligence for
Innovation” (iN4iN) in order to promote entrepreneurship and
innovation around the world. This E-book has been compiled by
members of the iN4iN network to contribute their knowledge in the
field.
As the network members seek to advance knowledge and share
experiences among its partners, there should also be a common
medium to reach both existing and prospective partners alike. The
E-book serves this purpose as a knowledge sharing reference tool.
The E-book targets staff members of Higher Education Institutions
(HEIs), managers of Business Development Centers, Research
Centers and all interested players in entrepreneurship promotion.
This E-book is made up of two sections. The first part consists of
“Tools for Entrepreneurship Promotion” and the second part
represents a collection of “Case Studies of Best Practices in
Entrepreneurship Promotion”. The two parts in combination present
entrepreneurship knowledge from different countries in very
practical sense because they are instances that have been
experienced and as such serve as guiding and reference materials
for all who seek a diversified but clear understanding of
entrepreneurship promotion.
We consider this E-book as an “open book”. It means that we will
collect more management tools as well best practices in
Entrepreneurship Promotion from our members of the iN4iN
network and publish it here. In this way we hope to contribute to
the preparation of HEIs and Research Centers in order to become
important players in local economic development.

THE EDITORS
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PART 1: TOOLS FOR
ENTREPRENEURSHIP
PROMOTION

GUIDE FOR IDEA DEVELOPMENT:
CREATIVE THINKING
By Carlos Palacios, Sebastian Alexander and Utz
Dornberger

DEVELOPING INNOVATIVE BUSINESS
MODELS
By Utz Dornberger and Thomas Osterburg

BUSINESS PLAN GUIDE: BASIS FOR YOUR
SUCCESS
By Utz Dornberger
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GUIDE FOR IDEA
DEVELOPMENT:
CREATIVE THINKING
BY CARLOS PALACIOS, SEBASTIAN ALEXANDER AND
UTZ DORNBERGER

.

15

Entrepreneurship Promotion

I DEAS – C REATIVITY – I NNOVATION AND COMPET ITIVE
ADVANTAGE

Creativity is one of
the most valuable
resources to explore
new areas of
knowledge.

The competitive advantage of companies in an environment of
ongoing changes lies in the capability to innovate new
products to the market they are able to address the needs of
the customers. Based on the approach of Joseph E.
Schumpeter, and his concept of “creative destruction” as an
economic theory of innovation and progress, the fundamental
for sustainable economic growth in the long run is exist in the
innovative potential of the entrepreneur. In modern literature
ongoing economic success on the macro- and micro level is
strongly related to knowledge, innovation and creativity.
Innovation needs invention. Invention needs idea
development and idea development needs creativity.
Therefore installing and managing a fluent process of idea
generation and idea development within a company will lay
the ground for innovation and sustainable competitive
advantage.
Creativity is one of the most valuable resources to explore new
areas of knowledge. Creativity, in its simplest definition, can
be understood as the ability to create, that is, to produce
something out of nothing. The creativity comes from the Latin
word creare, which means to generate something new, invent
something, produce something, but is also associated with the
concept of choice. Originally, the concept of creativity was
used to designate the cause of a personal intellectual creation,
referring especially to artists. However, nowadays, this
concept is not limited to the arts (Amabile, 2005). In fact,
creativity becomes important now in business as a tool for
generating new ideas.
Psychology has dealt with creativity as a study object.
However, creativity is much more difficult to analyze because,
unlike intelligence, creativity is elusive at the time of being
measured. The identification of the moment when creativity is
activated into an individual is not something that is fixed by
16
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pressing a button. American psychologist Joy Paul Gilford
came to the conclusion that creativity involves several psychic
characteristics of human beings (Guilford, 1950):



Sensitivity to problems: recognize when and where there is a problem.



Fluency: produce many ideas in a short time.



Flexibility: abandon the traditional ways of thinking and develop new
perspectives.



Redefinition: giving new uses to familiar objects, improvise.



Preparation: adaptation of ideas to reality.



Originality: ideas should not be replications of pre-existing ideas.

According to Guilford, there are two different types of
thinking: convergent thinking and divergent thinking.
Convergent thinking starts from a general knowledge and
moves on closing its scope but increasing in detail. This
process can be used to define problems in a concrete and clear
way. Divergent thinking does the reverse process: starts from
a particular subject and moves on to increase its scope. The
aim is to develop ideas in different directions which provide
solutions to problems which were previously identified.
Although divergent thinking is used in the generation of ideas,
the creative process includes not only one but both types of
thinking. Creativity needs a starting point and this must be
clearly defined. This is achieved through convergent thinking,
defining problems, thinking corridors or areas of innovation.
Subsequently, after generating a number of ideas using
divergent thinking, convergent thinking is used again to select
the idea or combination thereof that best solve the problem or
the optimal solution with regard to different factors. The
following chart shows the path of the creative process.
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T HOUGHT

While vertical
thinking is analytical,
lateral thinking is
provocative to
suggest new thinking.

DURING THE CREA TIVE PROCESS

In order to develop ways of thinking that stimulate the ideas
generation (this is creativity itself), Edward De Bono developed
the concept of lateral thinking (De Bono, 1970). This way of
thinking seeks to generate alternative thinking directions, in
opposition to vertical thinking, which seeks to develop ideas in
a thinking direction that is already defined. Normally, the mind
accumulates experiences and patterns that are used when
decisions must be taken. However, these existing patterns in
the mind do not always offer the best response to a situation.
While vertical thinking is analytical, lateral thinking is
provocative to suggest these new thinking directions.
Nevertheless, according to De Bono (1970), these two forms of
thought are not antagonistic. In this sense, lateral thinking
may be useful to find ideas or directions for problem solving
and vertical thinking may be useful to develop them.
From birth, the human being starts to gather experiences,
from moving his own body with an objective until acting so
that other people make what this human being wants. That's
why experiences which have not been lived before become
uncomfortable, because they are outside the framework
already established through experience. Activities such as
cycling or swimming mean a new experience different from
the normal movement in the air. Maybe if we did not learn to
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walk, or simply did not have the experience of moving in the
air, learning to swim would not be so difficult, or would be as
difficult as learning to walk. Of course, not all accumulated
experiences are unnecessary. In fact, many of the experiences
gained are necessary to tackle new problems. The major
drawback appears when the reactions are based only on
accumulated experiences and problems are not questioned.
Normally, these problems can be solved based on the
standards established by experience, but new ways to solve
the problems do not arise from this practice.
Establishing patterns can be more easily understood through a
chart, as shown in the next figure. Following the first given
sequence, the sum of the two triangles results in a square. The
mind accumulates this result, which can help to deduce that if
instead of having two triangles there would be four, the result
may be two squares.
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P ATTERN

OF THOUGHT

The use of knowledge of the first pattern in which two
triangles results in a square, persuades the mind that in the
case of having 4 triangles, the result would be 2 squares, but
leaves out the possibility that the result could be a bigger
square, as shown in the following figure.

A LTERNATIVE

SOLUTION TO ESTABLISHED P ATTE RN

The same happens with knowledge, technical problems tend
to be solved based on the knowledge we have. For example, if
a mechanical engineer is faced with a problem, he will tend to
seek the solution to that problem in the field of knowledge of
mechanics, even when the most effective solution is in the
field of chemistry. Much of the creativity techniques suggest
new ways to seek solutions to existing problems.
Another aspect to consider is the creation of partnerships. By
having a problem or an area to apply creativity, people tend to
make associations with situations or circumstances
surrounding the problem or issue to be solved. That's why
some creativity techniques, as will be discussed in following
sections, aim to present different elements with which
independent associations can be made or different from the
typical associations which are made in a particular field of
action in order to reach new associations or new ideas.
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The objective of creativity is, then, to break with these preestablished patterns in order to get new ways to find ideas or
solutions to problems. The development of creativity is,
therefore, the ability to find new ways to solve problems, and,
in this sense, is a skill that can develop in a person.

C REATIVITY

AND INNOVA TION

Although normally the link between creativity and innovation
is almost immediate, the reasons why this link exists are not
always clear. Creativity, as previously mentioned, can be
understood as the ability to produce new knowledge.
However, the human being occupies much of his life
accumulating existing knowledge to be used in facing daily
problems. This is why, among other things, creativity
diminishes in humans as years pass by, since the accumulation
of knowledge during the education and through experience
restricts the ability to think in new directions (Herb, 2000). The
accumulated information and knowledge are not always
enough to solve problems or challenges. It is then that
creativity is necessary.
The increase in product's complexity in order to improve the
competitive position thereof on one hand, and the
development of new technologies on the other, make the
development of new products or improving existing ones
objectives which are increasingly elusive. The use of creativity
in analyzing problems and finding solutions to them, allows
that the complexity of products and technology do not
become a barrier to innovation.
Viewed from the perspective of innovation, creativity is more
than just the creation of something new. Generate something
new would be a relatively easy task. That's why, in the context
of innovation, creativity should be defined only as the creation
of something new, but at the same time valuable. The value or
quality of what is new determines its influence on an
innovation; in other words, the more valuable the result of
creativity (e.g. an idea), the more likely that this will become
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an innovation. By becoming innovation, the idea that results
from creativity will provide a benefit at the end of the
innovation process, when the idea hit the market after
becoming a product.

S TAGES

OF THE CREATIV E PROCESS

Although creativity cannot fit into the framework of a process
(as this cannot be activated and deactivated as is done with a
computer), there are certain stages to go through to generate
an idea. Understanding these stages helps in the time to
facilitate a favourable environment for creativity, so that the
right tools at the right time can be implemented. As
mentioned above, there are different kinds of thinking to be
used according to the existing need. When analyzing a
problem convergent thinking is used and when generating
ideas divergent thinking is used. But which are the phases
where these different types of thinking are used? The problem
identification, idea generation and its evaluation are part of
the activities to be done during the „creative process“, but
more activities can be identified while generating ideas:



Problem identification phase



Research phase



Incubation phase



Enlightenment phase



Development phase

At first, there must be a motivation to use creativity. This is the
problem identification phase. This phase is more complicated
than it seems, because it must determine the problem to
solve, which is not always easy. It may be a technical problem
in the simplest case, but can also be a need in the market, or
even less simple, it may be to create a market need. The
importance of the problem identification phase is clarified just
by asking what the point of a brilliant idea is, if this fixes a
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problem in the wrong place. Linking this issue directly with the
innovation process can be thought that this phase corresponds
to the phase in which areas of innovation are identified, for
whom later on ideas should be generated.

The journey to the
generation of an idea
can be relatively fast.

The following is the research phase. Once identified the
problem or area in which creativity is wanted to be applied,
it’s necessary to start gathering information. This information
helps to better define the problem and identify the tools and
resources that could provide a complete solution to the
problem. Another activity in this phase is to set the problem in
different scenarios or analyze it from different points of view.
This helps to identify different directions to solve the problem
or start the ideas generation process.
Once defined the problem and performed the analysis of their
environment comes an incubation phase. During this stage,
the problem or area of innovation matures. Often it is simply
loaded with the problem, and in some cases it is confronted
with different situations. In this phase the problem is also
abstracted, and thus compared to other similar problems or
situations that already have been experienced. In some cases,
we try to find the pattern of standard problem in order to give
a solution to it.
The phase of “enlightenment” is where ideas are generated.
After having compared the problem to other situations already
experienced and be familiar with the problem and the
resources to solve it, there comes a moment of enlightenment
in which one or more ideas around the problem are
generated. As previously mentioned, this phase cannot be
arbitrarily activated at any given time, but the tour through
the previous phases facilitates that this moment of
“enlightenment” occurs. It should also be mentioned that
these phases do not always occur in similar time spans.
Finally, when an idea is conceived, it is not always ready to be
presented, much less to be implemented. Thus, in the next
phase, that of development, it is necessary to mature the idea
and take it to the point where it can be presented. Many times
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the idea must be faced with the problem to verify that it
definitely offers a solution to the problem or truly addresses
the need that had been identified. Other classifications only
include four phases: preparation, incubation, enlightenment
and verification. The content of the phases is similar; the
difference is only in the differentiation between problem
identification and finding information on the classification
described above, while this other classification only refers to a
preparation phase.

C REAT IVE T HINKING – H OW

DOES IT WORK ?

The process of creative thinking is tremendous complex in
nature. A large amount of literature from different fields and
areas of research existed due this topic. To summarize them it
could say that until now we have just a rough and briefly
understanding of the processes related to creative thinking.
But nevertheless for some points it makes sense to spot on
them.
T H E W A Y O U R B R AI N W O R K S

The human brains could shortly divide in three parts the
Limbic system, the Brainstem and the Cerebrum.
The Brainstem is the part of the brain, which is responsible for
all the autonomous acting processes of the human body.
The Limbic system is the part where the chemical system of
the brain is controlled. In combination with the Hypothalamus
these parts are forming the center for metabolism, hormonal
balance and sexual function. Related to the process of
creativity it is important to know that stress, time as well as
mental pressure is cause the human brain to produce different
kind of chemical reactions, which are hindering creative
thinking processes.
The most important and appropriated part of the brain related
to thinking and creativity is the Cerebrum. The Cerebrum is
divided into two sections which are interconnected through
the Corpus Callosum. Beside the fact, that each section is
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controlling the opposite side of the body, there exist a division
of labor between left and right side.
The left side of the Cerebrum is more related to functions as
logical and analytical thinking, numbers, language as well as
data and facts. The left side is time bound and is recognizing
details and parts.
The right side is more related to emotional behavior,
connectional thinking, Intuition, the thing as a hole as well as
sounds and pictures. It is time free and able to think in visual
way.
Hence the function and responsibilities for both sections not
fulfill attributed it is widely accepted that creativity needs the
cooperation of both parts of the brain. For that reason most of
the techniques and methods to foster creative thinking are
drying to push the participants to change the perspectives and
with that use both sections of the Cerebrum. This is mostly
done through changing positions to analyze a problem or
question.
The Way how our brain works
3 partitions of the brain
Limbic System

The part where the chemical system
of the brain is controlled.

Brainstem

Responsible for autonomous acting
processes.

Cerebrum

The thinking part. Mainly
appropriate for the thinking process.

Left Side

Corpus callosum

Right Side

Logic
Rational
Numbers
Data
Facts
Read
Calculation
Emotional
Sympathetic
Conceptionell
Creativity
Instinct
Intuition
Pictures
Sounds
Experience

Source: http://de.wikipedia.org/wiki/Datei:Gehirn_lobi_medial.png; http://de.wikipedia.org/wiki/Datei:Gehirn_lobi_basal.png
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•Is controlling the right side of the body
•Is recognizing details and parts
•Analyzing (breaking apart)
•Is treating the information's in logical order
•Is time-bound, has a sense of time
and goals and your position in relation
to those goals
•Is controlling the left side of the body
•Wholes and relationships among the
Parts
•Simultaneous and holistic thinking
•Visual Thinking
•Is time free, might lose a sense of time
altogether
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C REATIVITY – H OW
WE

TO THINK OUT OF T HE BOX

NEED:

A Q U E S T I O N O R P R O B L E M T O SO L V E

Creativity is highly related
to emotions and feelings
as well as chemical and
hormone functions within
our brain and body. A
positive and motivating
environment influences
our way of thinking.

First of all the starting point for being creative necessarily
should be a question or a problem to solve. This is the starting
point for the process of creative thinking and to think outside
the box it is essential to define first what the box is. Therefore
in the beginning of every creative problem solving process
stands the definition of the problem to solve. Here it is
important to concentrate on the task to get the right focus for
the problem or question or to cut them into suitable
partitions. This is due the reason that a creative process based
on general or Meta questions is difficult to handle and in the
end the results are mostly not satisfying.
A TEAM

Experiences and researches show that a group is much more
effective and productive in Creativity than a single individual.
The myth of the lonesome inventor how is independently
finding the solution in his enclosed room is widely disproved in
the reality as well as in the literature. Furthermore the team
should as diverse as possible in terms of age, culture,
discipline, background, department etc. The goal should be to
involve different perspectives, backgrounds and experiences
into the creative process.
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A S U I T A B L E E NV I R O NM E N T

Based on the fact that thinking and creativity is highly related
to emotions and feelings as well as chemical and hormone
functions within our brain and body, a positive and motivating
environment influences our way of thinking. Like the Walt
Disney Method shows us, to put one’s self in different
perspectives it could support one to change the room or place.
TIME

Not even that the majority of the methods for creative
thinking are time consuming. Also creative problem solving
processes are strategically addressing the future and therefore
they need adequate time resources.
F R E E D O M O F T H I NK I N G

To enable the creativity process and foster them to effective
results it is necessary to think in absolute freedom. Every Idea
is an idea, which by definition is not useless.

It might be that one
idea is better for the
explicit problem than
another one, but in lots
of creative processes
the ideas which were
produced below the line
leads to successful
innovations.

For the freedom of thinking sometimes it might be a good
solution if the management is not involved in the idea
development because of uncertain hierarchy behavior of the
team.
I D E A M A N A G E M E NT

Idea Management – The Fuzzy Front End of the Innovation
Process
Idea Management stands in the beginning of the Innovation
Process, right after the demand analysis and the defined
question or problem to solve. It is also called the Fuzzy front
End of the Innovation Process due the fact that this part is the
most difficult one to handle. Even the Fuzzy Front End is not
the expensive part of the innovation process. It is first and
foremost the most time consuming one and the one where
the major commitments are made into the process.
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Innovation process inside companies (Chesbrough 2006):

T HE

THREE COMPONENTS OF CREATIVITY

In many organizations, the use of creativity tools is considered
synonymous with creativity. However, fostering creativity
depends not only on tools, since there are other elements that
contribute to the fact that an organization can effectively use
creativity. One way to understand these additional elements is
the analysis of the three components of creativity by Ambile
(2005): expertise, creative thinking skills and motivation.
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The expertise is all the knowledge the person possesses. This
offers different approaches or ways to find a solution. The
development of expertise includes conducting seminars and
courses on a specific topic, studies made by the individual and
conferences, among others.
Motivation has the
biggest influence in
order to improve
creativity
(Amabile, 2015)

Creative thinking skills refer to the way a person approaches a
problem and its solution. It includes how to seek out ideas, the
way in which we analyze the problems, methodologies,
techniques, etc. Creativity techniques are part of these
creative thinking skills. It can be concluded, therefore, that the
use of creativity techniques as those described above, to
increase the creativity in an organization, influences only a
third part of the creativity.
The creativity of an organization can be influenced by working
on the three components of creativity, but, depending on the
organization, the influence that one component or the other
has can be bigger or smaller. Some studies conclude that
motivation has the biggest influence in order to improve
creativity (Amabile, 2005); nevertheless, it is important to
keep in mind the other components to get good results.
Besides identifying the three components of creativity,
Amabile has identified six practices of the management
contributing to creativity, namely, challenge, freedom,
resources, teamwork characteristics, supervisor
encouragement and strong support from the organization.



Challenge: Refers to assigning the right person to fulfill each activity. This
involves collecting information necessary to combine the tasks with the right
person to perform them so that the person has a challenge which can be
accomplished.



Freedom: The possibility that employees have to choose how to achieve the
established goals. For this, it is important that goals are clearly defined and
not changing constantly, otherwise freedom does not contribute.



Resources: It consists in obtaining a balance between economic, time and
physical resources to foster an enabling environment for creativity.
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Characteristics of teamwork: This practice refers to having an influence in the
formation of teams to achieve diversity and to encourage different points of
view, fellowship or “team spirit”, the same enthusiasm for the goal and
mutual respect. Thus, the creative team will be more efficient.



Encouragement of supervisor: This refers to the influence that the superior
has on the employees, the way he recognizes their ideas, not extrinsically,
but intrinsically, so that the creativity contributions of the employee are
evaluated and taken into account according to their potential.



Organizational support: This refers to the support of the leaders of the
organization through collaboration and information exchange to stimulate a
creative environment.

Creativity can be
cultivated as a
principle and can be
integrated into the
philosophy of the
organization.

The stimulation of these factors contributes to increase
creativity in organizations, but in each of these factors is also
possible to adversely affect creativity, for example, changing
constantly the goals of the organization, or simply ignoring the
initiative of employees, or eliminating any resource that can
be used by an employee to develops ideas which favors the
achievement of goals. There are also other difficulties, as
many valid business imperatives such as the pursuit of
productivity, coordination and control affect a creative
environment. That is why a balance between stimulating
creativity and control business performance should be found.
Creativity in the organization is something that can be
cultivated as a principle and can be integrated into the
philosophy of the organization. It is also something that can be
developed. However, this requires work on it. Creativity
should not be left in the hands of the skills of each person;
there must also be a stimulus, if necessary, incorporation into
the strategy and corporate culture of the organization. In
order to effectively influence the creativity of the organization,
management must be actively involved to facilitate the actions
and elements that stimulate creativity.
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S TRUCTURING

THE

P ROCESS

To make the process manageable it is helpful to structure the
process into four Steps and to allocate the different resources
and methods to each single step.

S T E P 1 D E F I NI N G T H E P R O B L E M

As mentioned above it is first of all necessary to define the
problem to solve and the questions to ask.
S T E P 2 I D E A G E NE R AT I O N

This step is related to the task of generating us many quality
ideas as possible in a compact timeframe. This step is mainly
using methods and techniques which are addressing intuitive
and unconscious way of thinking. Following Edward de Bono
this way of thinking could be defined as “lateral thinking”.
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With logic you start out with certain ingredients just as in playing chess you start out
with given pieces. But what are those pieces? In most real life situations the pieces
are not given, we just assume they are there. We assume certain perceptions, certain
concepts and certain boundaries. Lateral thinking is concerned not with playing with
the existing pieces but with seeking to change those very pieces. Lateral thinking is
concerned with the perception part of thinking. This is where we organize the
external world into the pieces we can then 'process'.1

S T E P 3 I D E A SE L E C T I O N

Following the step of Idea generation, now we have to select
those ideas which seem to be most suitable for solving the
problem. The Ideas should be selected and weighted; we have
to give them a priority to build the base for the strategic
decision in the end which on them should be implemented or
commercialized.
Here more discursive and conscious methods and techniques
are helpful to structure the group discussions. Those are more
related to linear and structural thinking.

S T E P 4 I D E A C O M M E R C I AL I Z AT I O N

In the last step there is to decide which ideas we want to
implement. Here it is a necessity to change the perspective
and to involve different people. Idea generation and Idea
commercialization are two different stories and a few people
have equal capabilities in both. After the idea generation and
selection process most of the participants love their ideas and
sticking to them. Hence they are not able to change into a
market perspective and to adjust or transform the idea into a
product or solution, which the company can implement ore
commercialized. Because of that reason most companies
separating these sections. Let the people do the things they
are able to do well

1

http://www.edwdebono.com/debono/lateral.htm. Accessed on 04.11.2010
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M ETHODS AND T ECHNIQUES TO F OSTER C REATIVE T HINKING

I NTUITIVE M ETHOD S
BRAINSTORMING

T H E H I ST O R Y
The method was introduced by Alex F. Osborn, founder of the
“Creative Education Foundation” in 1954. With a Bachelor in
Philosophy he was for many years active in the US Marketing
Industry. Brainstorming is the most common creative
technique worldwide.
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T H E R U LE S
1. Arrange a meeting with a suitable amount of participants (normally 4 to 8
people)
2. Develop the question, problem ore topic for the session and write them on
the board.
3. Make sure that everybody understands the question for the session.
4. Review the ground rules:
a. No critics, comments ore remarks about any idea
b. The ideas should outcome spontaneous as a huge amount in numbers
in a short timeframe.
c. No discussions.
d. Freedom of thinking. Every idea is welcome. No idea is nonsense ore
useless.
e. Listen to the other ideas
f. A suitable timeframe around 10 minutes for each session.
5. Make sure that all ideas are documented during the session. Write them
down.
6. The session can go unstructured (everybody can tell his ideas at any time) ore
structured (on after another around the table)
7. Clarify and conclude the session. Show all ideas and discuss the following
steps.

For the development of brainstorming, it is recommended to
have a moderator. During the course of brainstorming, the
moderator must ensure that each idea is taken into account
without being criticized, regardless of how silly it may sound.
Jokes or satires against members of the group must not be
allowed either; this could lead members to feel self-conscious
and, consequently, will refrain from expressing an idea that
could result in a solution.
The selection of participants is essential to obtain different
points of view, and for this reason, the moderator must
involve all participants.
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Every idea is welcome.

No idea is nonsense or
useless.

METAPLAN

T H E H I ST O R Y
The method was developed from the German consultancy
company “Metaplan GmbH” which was founded in 1972. The
method is now well known around all over the world and
often used in consultancy. The method has the aim to
structure group discussion in an effective way and to
document them in a visual way.
H OW

I T GOE S

1. First of all material for the visualization is need. Pinboard, Moderation Cards,
Pens, Pins, Metaplan Paper and so on
2. Develop the question, problem or topic for the session and write them on the
top of the board.
3. Make sure that everybody understands the question for the session.
4. Every participant has now the possibility to write his ideas on a card. Each
idea on one card.
5. The moderator will pin the card on the board and the group will structure
and cluster the ideas around the question or topic.
6. In the end we will have a structured picture about the question and the
possible answers from the group.
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MIND MAPPING

T H E H I ST O R Y
The method was developed by Tony Buyan, a British mental
trainer and author of well- known books about creativity. The
Mind Maps are also called spider diagram or conceptual maps
and they are built through tree diagrams.
H OW

I T GOE S

1. We need a large sheet of paper or a widespread dashboard ore a computer
with an min mapping software
2. Develop the question, problem or topic for the session and write them in the
middle of the board.
3. Make sure that everybody understands the question for the session.
4. For each major sub topic there we will start a new branch of the tree and
label them.
5. For each sub-sub topic we will start a subordinated branch and label them.
6. We carry on this way.
7. In the end we will have a structured picture about the question and the
possible answers related directly to the question in the center.
HEADSTAND

This method is based on the principle that sometime it is
better to answer the question what I don’t want to be than
answering the question what I am want to be. Therefore
reversing the question and putting them top down gives us the
possibility to change the perspective in the opposite.
H OW

I T GOE S

1. Develop the question, problem or topic for the session and write them in the
middle of the board.
2. Make sure that everybody understands the question for the session.
3. Reverse the question upside down. Don’t ask what your company can do for
the customers; ask what the customer can do for your company.
4. After answering the reversed question put them on the ground again and you
will have possibilities to solve the problem.
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ABC T E C H N I Q U E

This is a quick and very easy creative technique which is also
very suitable for individual idea development.
H OW

I T GOE S

1. Develop the question, problem or topic for the session and write them in the
middle of the board.
2. Make sure that everybody understands the question for the session.
3. Just write an ABC on a paper or the board.
4. Try now to find answers in which each answer starts with another letter of
the ABC.
5. In the end you will have quickly 26 possibly answers. (for the Latin alphabet)

A N A L O G I E S (S Y NE C T I C S )

One of the problems
with the proliferation
of communication
networks is to find
the best way to
communicate.

The use of analogies consists in taking the problem that needs
to be solved to other knowledge areas or simply to other
scenarios. This stimulates the flexibility of the already
established thinking structures, facilitating linkages to
generate new ideas. The essential part of this method is the
selection of the analogy. It is possible that a group cannot find
a suitable analogy or that the found analogy does not lead to
the generation of good ideas. We should also take into
account the knowledge of the selected area. Although the
overall exercise simply attempts to make the mind more
flexible, a greater knowledge can lead to new associations and
understandings. A good analogy may be done with nature,
therefore it is recommended to have at least one participant
who is an expert on the selected area, in this case, a biologist.
An example could be network intelligence: one of the
problems with the proliferation of communication networks is
to find the best way to communicate. In order to develop
ideas for a more efficient communication, we used the analogy
with intelligent swarms within nature. Analyzing the topic, we
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found that ants leave a pheromone by the places where they
walk through so that other ants can find a more efficient path
to go somewhere, for example, where their food is. In this
way, we can also think about leaving a mark on information
packages for instance, in emails that could be read by other
messages and thus, make its transmission and storage more
efficient.
H OW
1.
2.
3.
4.
5.
6.

I T GOE S

Definition of the problem
Search for the analogy
Analysis of the selected analogy
Search for the analogy elements that are linked to the problem.
Generation of ideas from the analogies.
Evaluation and development of ideas.
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D ISCURSIVE M ETHODS
M O R P H O L O G I C AL AN AL Y SI S

T H E H I ST O R Y
The method was first developed by Fritz Zwickly, a Swiss
astrophysicist and aerospace scientist at the California
Institute of Technology in the 1940’s and 50’s. The method is
built for the systematic structuring of multidimensional
problems and the investigation of complex relationship
constructs. The basic method is also attribute list and uses a
matrix for the visualization.
The morphological analysis consists in the collection and
systematic analysis of parameters and their possible values or
characteristics, from which possible solutions or ideas are
developed. The selection of the parameters and the definition
of the possible values or characteristics of each parameter can
be made in groups.

Morphological Matrix: Lamp example

39

Entrepreneurship Promotion

In the example of the table above there is a description of
parameters of a lamp and possible characteristics that each of
these parameters could have. For example, as light source, it is
possible the use of a candle, a bulb, halogen lighting or a
fluorescent tube. The points connected with lines identify the
selection within the possible characteristics of each
parameter.
H OW

I T GOE S

1.
2.
3.
4.
5.

Definition of the problem.
Definition of the parameters of the object or problem to be solved.
Definition of the values or characteristics of each parameter.
Preparation of the parameter matrix and its values or characteristics.
Selection of the characteristics of each parameter and development of the
concept or solution to the problem.
6. Evaluation of the idea or solution.
Below are some examples of different levels of the
morphological analysis through the use of matrices.

T W O - D I M E N SI O N AL M AT R I X (M U ÑO Z 1994)

A company that produces umbrellas wants to expand their
range to include more specialized and unusual products. The
company is looking for new ideas.
The first step is to identify the categories of ideas that would
be used as axes of the matrix, keeping in mind that the goal is
to discover opportunities and not reach an immediate
solution. In this case, the axes could be called, one as
„accessories” (additional characteristics that consumers could
appreciate and that could be incorporated to the umbrella),
and the other as „scenarios” (places or situations in which the
umbrella could be used). If these two axes were selected, the
appearance of the matrix could be as follows:
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This example shows an 11x11 matrix (121 items) and it is clear
that it is possible to add more items to each axe. With a
combination of ideas like this, the possibilities of finding one
or two that are correct increase greatly.

T H E T H R E E - D I M E NS I O N AL M AT R I X (M AJ A R O 1994)

A packaging manufacturer wants to find new ideas to build
new markets. Again, the success depends on determining axes
that are relevant to the problem and that are appropriate. For
example, a three-dimensional matrix would look like the next
Figure. With those three axes (content, material and shape)
448 (8x8x7) combinations or ideas generated. Moreover, in
this example, the simple addition of a new item in the axis of
the shapes would generate other 64 ideas. But even if we limit
ourselves to the 448 original ideas, it is possible to expect,
statistically, that from them around seven or eight potentially
„winner” ideas will arise.
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I D E A S E V A L U AT I O N

Due to its enormous potential to generate ideas, the
morphological analysis sometimes poses a serious problem for
those who must evaluate its results. It is obvious that dealing
with computer lists with 1000 combinations or ideas is a
discouraging task. Fortunately, there are two methods to
simplify this task.
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GROUPING IDEAS

Instead of focusing on one idea at a time, they can be analyzed
in „groups”; for example, we can evaluate the combination
„paper-ball-coffee” against each of the scenarios. This
approach reduces to a manageable size the extension of the
lists. The fact of evaluating the groups of ideas against the
items in a column tends to focus the attention on that column
and often, in the evaluation session new approaches or items
arise; for example, „would it be possible to use this
combination in the military service?, in an airline?, etc.

M U L T I - S T A G E SI E V I NG

This approach is based on the principle that often, creative
people find it easier to work with ideas that are expressed
visually. This can be achieved in the case of a four-dimensional
matrix if the first three axes are presented in the form of a
cube. In this visual representation, the best ideas are selected
and the evaluated in combination with the four axis, using a
two-dimensional matrix. If it turns out that there is a fifth axis,
we must build a new cube in which we will take the best ideas
that were obtained in the first cube to evaluate them in
combination with the two remaining axes.
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F O R C E F I E L D A N AL Y SI S

T H E H I ST O R Y
This method was first developed by Kurt Lewin (1890-1947), a
German borne pioneer of the social psychology and founder of
the theory of group dynamic. The method is visualizing the
different factors and topics involved in the problem situation
and structure them in the way how the hinder ore help.
H OW

I T GOE S

1. First a dashboard or a large paper with moderation material is needed.
2. Develop the question, problem or topic for the session and write them in the
middle of the board.
3. Make sure that everybody understands the question for the session.
4. The group now has to identify factors which are helping or hindering the
solving process.
5. Throw a line in the middle of the paper or board.
6. Draw the helping forces with upward arrows over the line and the hindering
factors with downward arrows under the line through discussion within the
group.
7. The size and thickness of the arrows can symbolize the power of the factors.
8. Then the group develops ways to strengthen or add positive forces, weaken
or remove negative forces or should recognize that the negative forces are
too strong to solve the problem.
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F I S H B O N E D I A G R AM

T H E H I ST O R Y
This method was originally developed during the 1940’s by
Kaoru Ishikawa, a Japanese Chemistry and scientist which
developed a couple of tools for quality management. The
diagram shows the cause and effects of a certain event or
problem.
H OW

I T GOE S

1. First a dashboard or a large paper with moderation material is needed.
2. Develop the question, problem or topic for the session and write them in the
middle of the board.
3. Make sure that everybody understands the question for the session.
4. Draw an arrow in the middle and label with a topic or question. This is the
backbone of the fish.
5. Now for every major cause the group can think about one bone in a 45
degree on the backbone and label them.
6. For every sub cause there will be a small arrow or bone in direction to the
major cause the sub cause is related to.
7. Through group discussion you will define the key cause for a positive effect to
the problem.
C H E C K L I S T (O SB O R N )

T H E H I ST O R Y
This method is based on the principle that the solution to a
problem may arise from the structuring of ideas around the
formulation of it. With this principle, Alexander Osborn, also
known for developing the brainstorming technique, created a
checklist to be used to solve problems. Each of the items on
the checklist does not need to have an answer but each one
must be considered as it may possibly lead to some idea.
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H OW

I T GOE S

1. Define the problem
2. Review each item on the checklist, taking the defined problem into
consideration.
3. Develop solutions to the problem, starting with the items on the checklist. If
at some point an idea cannot be generated, we should move on to the next
one.
4. Evaluate the generated ideas and, if necessary, case development for some
of them.
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Checklist
What is similar?

What function? Similar? Similar material? What parallels are
there?

What other utilization
options?

New usage options? Usage for other people? Other usage
options through changes on the object?

Adapt?

What is it like? What other ideas does the object suggest? Are
there similar examples in the past? What can we adapt from
them? What can be taken as an example?

Change?

Can the object be given a new shape? Can the purpose be
changed? Can the colour, tone, smell or resemblance be
changed? Are there any other possible changes?

Enlarge?

What can be added? Should more time be employed? Can
frequency be increased? Can it be made more robust, bigger,
longer, fatter, and thicker? Can it be given additional value? Can
the number of parts be increased? Can it be duplicated or
multiplied? Can it be exaggerated? Can it be more expensive?

Minimize?

What is unnecessary? Can it be small, more compact, shorter,
lower, flatter? Can it be miniature? Can it be aerodynamic,
slighter? Can it be divided into parts?

Replace?

Who or what can replace it? What other pieces or parts are
possible? What other materials, production processes, energy
sources or places are possible? What other solutions are
possible? What other sound?

Deform?

Is it possible to regroup the parts? Is it possible to develop new
models? Can the order be changed? Exchange the cause and the
effect? Can the speed be changed?

Change to the
opposite?

Is it possible to take what is positive instead of what is negative?
Achieve the opposite? Bring the bottom up? Change roles?
Change people’s positions? Change the order of the process?

Combine?

Try a combination? Make a compound? A selection? Group a
new selection? Join multiple objects into one? More action fields
instead of just one? More goals? Less goals?
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C OMBINATION M ETHODS
WALT DISNEY METHOD

T H E H I ST O R Y
The method was developed by Robert Dilts, a pioneer of the
Neuro-Linguistic Programming (NLP), and goes back to Walt
Disney and his process of “imageneering” within the Walt
Disney Company. The method separates on three different
roles to play. The “dreamer”, the “realist” and the “critic”.
T H E D RE A ME R
This role is producing the visionary big picture.
T H E R E A LI S T
This role is where everything is organized and structured.
Thinking constructive and devise plans and possibilities to
reach the vision. Cut the vision down to suitable and realistic
aims and terms.
T H E C RI TIC
This is the role which critically will discuss the plan and the
solutions of the realist. Here the role should look behind the
scene. What could go wrong, what is missing? What are the
consequences, the cost of the solution? What kind of
resources is needed and could they provide and so on.

Everything is aloud even
thinking the unthinkable.
There are no boundaries
and limits.

The method can be used as each individual is playing one role.
Also the whole group can jump from one role to another one.
Even it is possible to change the rooms and places. In the Walt
Disney Company, for the visionary people there have been
huge studios with room and space to be creative. For the
realistic people there have been well structured and organized
offices and for the critical ones there have been tiny and small
offices.
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S I X T H I N K I N G H AT S O F E D W AR D D E B O NO

T H E H I ST O R Y
The method was developed in the early 1980s by Edward the
Bono, a British medical scientist and author of well famous
books about creativity. He is the inventor of the theories and
methods for lateral thinking. This method involves the
systematic analysis of a problem or situation from different
points of views. Each view is represented by a „hat”, which is
characterized in a specific way.
White hat: it is focused on data, facts and information about
the problem.


What information is available?



What data, facts or information are missing?



What data must be obtained and by who?
R E D H A T : with this one, we can express any feeling or intuition
about the problem. The perception and the feelings should be
expressed without being criticized by other members of the
team.



How do you feel?



How do you feel about the problem?



What sensation comes to your mind?
B L A C K H A T : we must be careful with it. This role indicates the
errors and gives a critical look at the solution of a problem or
the implementation of an idea.



Is the possible solution profitable?



Is law any law or regulation violated?



Which are the risks?
Y E L L OW H A T : it is optimistic. When wearing the yellow hat, it
is necessary to focus on consciously identifying the benefits of
a project or an idea.



What are the advantages?



What does everyone get?



What advantages can it bring to other people?
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G RE E N H A T : it concentrates on creative thinking. In this space,
new ideas can be generated by complementing the already
existing ones.


What are the alternatives?



Where do you think you can have fallen into paradigms?



How can the process be accelerated?
B LU E H A T : This hat emphasizes the control of methods and
processes. The issues that must be reflected on and the steps
to be followed are determined here.



What aspects still need to be considered?



What is not clear yet?



What should be discussed?
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DEVELOPING INNOVATIVE
BUSINESS MODELS
BY UTZ DORNBERGER AND THOMAS OSTERBURG

B USINESS M ODEL C ANVAS
This Guide supports entrepreneurs in developing an innovative
business model. This is of particular importance because just a
new business idea does not describe how a start-up creates,
delivers and captures value. Based on the business idea a
business model has to be develop in order to describe in more
detail the value proposition, as well as its production and
delivery to the target customer.

T HE 9 B UILDING B LOCKS
According to Osterwalder et al. (2010) a business model can
best be described through nine basic building blocks that show
the logic of how a company create and deliver value as well
generate revenues and profit. The nine blocks cover all main
areas of a business and are structured in a so-called business
model canvas. The business model canvas is like an executive
summary describing the business strategy which need to be
implemented through organizational structures, processes,
and systems.
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Source: Osterwalder et al. (2010)

C USTOMER S EGMENTS
The Customer Segments represent the first building block of
the business model canvas which an entrepreneur has to
identify and describe in detail. It defines the different groups
of people (B2C) or organizations (B2B) an enterprise aims to
reach and serve.
A business model may define one or several large or small
Customer Segments. An organization must make a conscious
decision about which segments to serve and which segments
to ignore.
Customer groups represent separate
segments if:


Their needs require and justify a distinct offer



They are reached through different distribution
channels



They require different types of relationships



They have substantially different profitabilities



They are willing to pay for different aspects of the
offer
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A company can focus on larger market segments, niche
markets or several target groups. In all cases it would be
necessary to understand in more detail the demand of the
respective customer which would make it necessary to analyze
deeply the Customer Profile.

C USTOMER P ROFILE
The Customer Profile describes a specific customer segment in
a business model in a more detailed way. Following the
approach by Osterwalder et al. (2014) one could differentiate
here between: customer jobs, pains, and gains.

Gains describe the additional benefits the customers
may seeking

Customer Jobs describe
what customers are trying to
get done in their work and in
their lives, as expressed in
their own words
Pains describe bad outcomes,
risks, and obstacles related to
customer jobs

Modified from Osterwalder et al. (2014)

CUSTOMER JOBS

Customer jobs describe the things the target customers are
trying to get done in their work or in their life. Here we can
differentiate between several types of jobs:
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Functional jobs: when customers want to complete a
specific task



Social jobs: how customers want to be perceived by others



Personal/emotional jobs: when customers seek a specific
emotional state



Supporting jobs: when customers act as co-creator of
value, transmitter of value

Sometimes even a combination of several type of Customer
Jobs can be identified in the market in a specific customer
segment.

C U S T O M E R P AI NS

Customer Pains describe anything that hinders a target
customer using a new product or service in the market. Here
one can differentiate between undesired outcomes, obstacles,
and risks:
Undesired outcomes
Here we can differentiate between:
In developing new
products or services
we very often do not
consider the
customer pains. But
here we a lot of
opportunities to
design innovative
solution.



Functional level: a solution doesn´t work



Social level: customer looks bad doing this



Emotional level: customer feels bad doing this

Obstacles
There can be a lot of obstacles related to a use of a new
product or service in the market. One very important obstacle
is related to the time the customer has to invest in using the
new product or service. Another obstacle can be related to
getting an access to the new product or service.
Risks
Risks are related to negative consequences for the customer,
e.g. customer might lose credibility using a new service or
product.
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C U S T O M E R G AI N S

Customer Gains can be translated into additional benefits the
target customer may want. These additional benefits are
either desired by the customers (it mean directly expressed) or
they are more representing a latent demand. Here the
company would surprise the customer when they are
responded by a new product or service. Once again one can
distinguish different types of Customer Gains


Functional utility



Social gains



Positive emotions



Cost savings

In the development process of a customer profile one should
always focus on the 3 to 5 most important Customer Jobs,
Pains and Gains.

V ALUE P ROPOSITIONS
The building block Value Propositions describes the bundle of
products and services that create value for a specific Customer
Segment.
Each Value Proposition consists of a selected bundle of
products and/or services that caters to the requirements of a
specific Customer Segment. In this sense, the Value
Proposition is an aggregation, or bundle, of benefits that a
company offers customers.
Some Value Propositions may be innovative and represent a
new or disruptive offer. Others may be similar to existing
market offers, but with added features and attributes
(Osterwalder et al., 2010).
Values may be:


quantitative (e.g. price, speed of service)



qualitative (e.g. design, customer experience)
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According to Osterwalder et al. (2010) one can differentiate
between several types of a value propositions:
NEWNESS

Some Value Propositions satisfy an entirely new set of needs
that customers previously didn’t perceive because there was
no similar offering. This is often, but not always, technology
related. 3D printers, for instance, will create a whole new set
of applications of this technology in a lot of different economic
sectors. They allow a decentralization of production and
facilitate customization. On the other hand, social innovations
such as micro-insurances for poor people have little to do with
new technology.
PERFORMANCE

Improving product or service performance has traditionally
been a common way to create value. Here one could take the
automobile sector as an example creating cars with lower fuel
consumption. The logistic sector is a good example for using
modern technology in order decrease shipping times.
CUSTOMIZATION

Tailoring products and services to the specific needs of
individual customers or Customer Segments creates value. In
recent years, the concepts of mass customization and
customer co-creation have gained importance. This approach
allows for customized products and services, while still taking
advantage of economies of scale.
DESIGN

A product may
stand out because
of superior design.

Design is an important but difficult element to measure. A
product may stand out because of superior design. In the
fashion and consumer electronics industries, design can be a
particularly important part of the Value Proposition.
BRAND/STATUS

Customers may find value in the simple act of using and
displaying a specific brand. Driving a Porsche car signifies
wealth, for example. On the other end of the spectrum,
skateboarders may wear the latest “underground” brands to
show that they are “in.”
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PRICE

Offering similar value at a lower price is a common way to
satisfy the needs of price-sensitive Customer Segments. Even
sometimes services can be offered for free to mass customers
(e.g. Skype internet communication or Google search engine).
But in this case, additional premium services are necessary to
cover the costs of a free service for a particular Customer
Segment.
ACCESSIBILITY

Making products and services available to customers who
previously lacked access to them is another way to create
value. Here one can think in a lot of service provided to poor
people, e.g. microfinance. But buying a specific product can
also provide an access to a particular group of people (e.g.
buying Nike sport shoes allows teenager to get accept by
others to join the groups).
COST REDUCTION

Helping customers reducing costs is an important way to
create value. The IT Outsourcing sector is here a good
example. Outsourcing of call center services allows customers
to focus on running their airlines.
RISK REDUCTION

Customer’s value reduces emerging risks when purchasing
products or services. For a used car buyer, a one-year service
guarantee reduces the risk of post-purchase breakdowns and
repairs. A service-level guarantee partially reduces the risk
undertaken by a purchaser of outsourced IT services.
C O N V E N I E N C E / U S AB I L I T Y

Making things more convenient or easier to use can create
substantial value. Here the use of the internet to provide
access to services (like shopping, banking etc.) at customer`s
home is a good example.

V ALUE M AP
The Value Map presents how a company intends to create
value for the target customers. It is a perfect tool to describe
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in more detail the Value Proposition. Following the approach
by Osterwalder et al. (2014) one could differentiate here
between: product/service characteristics, pain relievers, and
gain creators.
Gain Creators describe how your
products/services create
customer gains.

List of all
Product/Service
Characteristics a value
proposition is built
around

Modified from Osterwalder et al. (2014)

Pain Relievers describe how your
products/services alleviate
customer pains.

P R O D U C T S /S E R V I C E C H AR AC T E R I ST I C S

It represents a list of all the product/service characteristics the
customers can see in the “shop window” of the company. In
order to structure this listing one could differentiate between
basic and performance characteristics:
Basis characteristics


“Must have”



Not mentioned by the clients



The supplier does not advertise them



Represent a market “threshold”

Performance characteristics


Essential decision-factors for the customer



Directly compared to the ones of the competitors



Directly related to the customers’ satisfaction
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Clients are disappointed if the functionality or quality
decline

Here it is important to list especially the most important
performance characteristics.
PAINS RELIEVRS

Pain Relievers describe how exactly the new product/service
alleviate specific customer pains. Here it is important to show
how the company is eliminating or reducing all the barriers the
customer could have in using the new product or service.
Companies should focus on pains that matter to customers, in
particular extreme pains, because it is very difficult for a
company to provide pain relievers for every pain identified in
the customer profile. Thus, one should provide solution for
only few extreme pains but they have to be alleviate
extremely well.
GAIN CREATORS

Gain Creators describe how a new product/service creates
additional customer benefits focusing on unexpected benefits.
Gain Creators are not missed when they are absent and can
make a difference. They finally may cause enormous
satisfaction and therefore contribute to long term customer
loyalty.

F IT

BETWEEN

C USTOMER P ROFILE

AND

V ALUE M AP

Finally it is important to create a fit between value map and
customer profile by:


addressing essential customer gains and pains



addressing the relevant jobs for the customer to get
done.

C HANNELS
The building block Channels describes how a company
communicates with and reaches its Customer Segments to
deliver a Value Proposition (Osterwalder et al., 2010).
Channels are customer touch points that play an important
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role in the interaction between the customer and the
company.
Channels serve several functions, including:


Raising awareness among customers about a company’s
products and services



Helping customers evaluate a company’s Value
Proposition



Allowing customers to purchase specific products and
services



Delivering a Value Proposition to customers



Providing post-purchase customer support

Every company has to develop and to use a mix of channels
transferring a Value Proposition to the market. A company can
reach its customers through its own Channels, through partner
Channels, or through a mix of both. Here one could distinguish
five type of channels:


Communication Channel



Evaluation Channel



Purchasing Channel



Delivery Channel



After Sales Service Channel

C OMMUNICATION C HANNEL S
Here we talk about the channels companies use in order to
create awareness on the customer site. Especially new
products and service need to be communicated to the
customers. Classical marketing tools to implement advertising
activities can play a key role here. Furthermore new
approaches like social media marketing should be taken into
consideration. A crucial problems is the cost of advertising
which could be very often not managed by start-up
companies.
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E VALUATION C HANNELS
A key problem of customers is the assessment of new
products and services before buying them. Especially in new
services with high level of intangible elements the customer
does not know how to evaluate the service quality. In the case
of very new services, customers can’t even obtain judgements
from friends and family members, because of newness of the
service and the missing references. Companies providing
channels that allow customers to evaluate easily their Value
Proposition will reduce customer pains in the buying decision
process.

P URCHASING

AND

D ELIVERY C HANNEL S

Very often, both channels go hand in hand. But there exist also
examples where customers use an online channel provided by
a company to purchase a product but the delivery channel is
managed by another company, e.g. a logistic service provider.

A FTER S ALES S ERVICE C HANNELS
In a lot of economic sector companies sell a product but also
provide additional services. A typical example is warranty
service. Furthermore, companies could provide training or
maintenance services related to a product.

C USTOMER R ELATIONSHIPS
The building block Customer Relationships describes the types
of relationships a company establishes with specific Customer
Segments (Osterwalder et al., 2010).
There exist a large number of options to create Customer
relationships, e.g. personal assistance, automated services
communities, co-creation, love marks, lock-in effect, etc.
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Customer relationships may be driven by
the following motivations:


Customer retention



Boosting sales based on loyal customers



Increasing customer profitability

Here, some selected options creating Customer Relationships
will be presented.
P E R S O N A L A SS I ST A NC E

In a lot of services the necessary human interaction between
customer and staff of the service provider plays an important
role in creating relationships. The customer can communicate
with a real company representative to get help during the
services provision process. This interaction can be managed
via different channels: point of sale, through call centers, by email, by internet or through other means. Sometimes
companies opt for a dedicated personal assistance where key
account managers develop and maintain personal
relationships with important customers.
A U T O M A T E D SE R V I C E S

According to Osterwalder et al. (2010) this type of relationship
mixes a more sophisticated form of customer self-service with
automated processes. For example, personal online profiles
give customers access to customized services. Automated
services can recognize individual customers and their
characteristics, and offer information related to orders or
transactions. At their best, automated services can simulate a
personal relationship (e.g. offering book or movie
recommendations).
COMMUNITIES

Increasingly, companies are implementing user communities
to become more involved with customers and to facilitate
connections between community members. Communities can
offer several functions to customers as well as companies:
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Customers can exchange knowledge and solve each other’s
problems



Communities can help companies better understand their
customers



Companies can advertise new products or service via its
community



Communities can be used to develop ideas for new product
and service development

CO-CREATION

More and more customers are seeking for being involved in
the creation as well as production process of new services.
Customers who are involved in a co-creation process are
normally developing very strong relationships with the
respective service provider.
LOVE MARKS

Some companies (e.g. Apple) are able to develop very strong
brands, where customers are really “fall in love” with their
products. This is one of the best but also very costly
(marketing cost) ways to create strong relationship with
customers.
LOCK-IN EFFECT

Companies providing products like printer or wet razors sell
the printer or razor handle at a relatively low price. They
generate their main profit selling ink cartridges or razor blades
which only fits to their device. The customer would have
relatively high switching costs if she/he wants to use a
competitor product.

R EVENUE S TREAMS
The building block Revenue Streams represents the way how
the company generates cash flow from each Customer
Segment.
First of all the size of the Revenue Streams depends very much
on the pricing model the company is implementing for the
new product or service. Each Revenue Stream may have
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different pricing mechanisms, such as fixed list prices,
bargaining, auctioning, market dependent, volume dependent,
or yield management (Osterwalder et al., 2010).

A business model can involve two
different types of Revenue Streams:


Transaction revenues resulting from one-time
customer payments



Recurring revenues resulting from ongoing payments
to either deliver a Value Proposition to customers or
provide post-purchase customer support

Here, some selected options for generation Revenue Streams
will be presented.

ASSET SALE

The most widely understood Revenue Stream derives from
selling ownership rights to a physical product.
USAGE FEE

This Revenue Stream is generated by the use of a particular
service. The more a service is used, the more the customer
pays.
S U B S C R I P T I O N FE E S

This Revenue Stream is generated by selling continuous access
to a service.
L E N D I N G /R E NT I N G /L E A SI NG

This Revenue Stream is created by temporarily granting
someone the exclusive right to use a particular asset for a
fixed period in return for a fee.
LICENSING

This Revenue Stream is generated by giving customers
permission to use protected intellectual property in exchange
for licensing fees. Licensing allows rights holders to generate
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revenues from their property without having to manufacture a
product or commercialize a service.
B R O K E R A G E FE E S

This Revenue Stream derives from intermediation services
performed on behalf of two or more parties.
ADVERTISING

This Revenue Stream results from fees for advertising a
particular product, service, or brand.

K EY R ESOURCES
The building block Key Resources describes the most
important assets required to make a business model work.
Key resources are the basis of every business model and make
it possible to design a Value Proposition, operate on markets,
build customer relationships and achieve profit. Different Key
Resources are needed depending on the type of business
model. It is necessary to emphasize that the design of the
business model affects the types of Key Resources.
Key resources can be:


physical, financial, intellectual, or human



owned or leased by the company or acquired
from key partners

For each business, we can differentiate between four types of
key resources:
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Physical resources involve for example productions
plants, transportation facilities, machines or
distribution systems.



Intellectual resources could be brands, patents, or
copyrights to create value.
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Human resources in form of well-trained and qualified
personnel are normally important for every business.



Financial resources could be, among others, cash or
lines of credit.

K EY A CTIVITIES
The building block Key Activities describes the most important
activities a company must implement to make its business
model work.
Key Activities of a company shall depend upon the type of
business model. The aim is to operate successfully on markets,
build customer relationships and achieve profit.

Key Activities differ depending on business model type:


Production



Problem solving



Platform/network

PRODUCTION

Production activities are the core activities of manufacturing
companies. This includes, for example, the processes of
designing and making a product.
PROBLEM SOLVING

The aim of problem solving activities is to provide solutions to
specific problems. The professional service sectors, e.g.
business consulting or health care sector are typical examples.
P L A T F O R M / NE T W O R K

In addition, there are platform or network activities. Here,
platform management, service provisioning or platform
promotion are Key Activities.

68

Entrepreneurship Promotion

K EY P ARTNERSHIPS
The building block Key Partnerships describes the network of
suppliers and partners that make the business model work.
Business partnerships, e.g. supplier relations and other
alliances aim at supporting companies to reduce risks or to
gain access to resources.
Different types of partnerships:


Strategic alliances between non-competitors



Coopetition: strategic partnerships between
competitors



Joint ventures to develop new businesses



Buyer-supplier relationships to assure reliable
supplies

O P T I M I Z A T I O N A ND E C O N O M Y O F SC AL E

According to Osterwalder et al. (2010), optimizing the
allocation of resources and activities belongs to the most basic
form of partnership (e.g. buyer-supplier relationship).
Furthermore, companies cannot do it all themselves. For this
purpose, optimization and economy of scale partnerships aim
at reducing costs.
R E D U C T I O N O F R I SK A ND U N C E R T AI NT Y

Competitive environments are characterized by uncertainty.
Sometimes, strategic alliances with competitors are limited to
one specific area while competing in another.
A C QU I S I T I O N O F P AR T I C U L AR R E SO U R C E S A N D A C T I V I T I E S

The aim of many companies is to extend their own capabilities
by building relationships with other players in order to access
specific resources and perform activities. Sometimes, the
reasons are connected with a lack of knowledge, licenses, or
access to prospective clients.
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C OST S TRUCTURE
The building block Cost Structure describes all costs incurred
to operate a business model. Such costs can be calculated
relatively easily after defining Key Resources, Key Activities,
and Key Partnerships.
Two different strategies:


Cost-driven business models



Value-driven business models

Many business models fall in between these two extremes.

COST-DRIVEN

The core focus of Cost-driven business models is on minimizing
costs. According to Osterwalder et al. (2010), this approach
aims at creating a lean Cost Structure. This includes, for
example, low price Value Propositions, high degree of
automation or extensive outsourcing.
VALUE-DRIVEN

The value-driven business model focuses on value creation.
There is less concern for cost implications. The example of
first-class hotels shows us high price Value Propositions and a
high degree of personalized services.
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B USINESS M ODEL I NNOVATIONS
Larry Keeley et al. published in 2013 a very insightful book
about 10 Types of Innovations. His categorization of
innovation types is based on a deep analysis of a large number
of business models of mainly well-known US companies. We
consider the 10 Types of Innovation as a very helpful tool to
discuss the ways how one could further innovate in business
models.

The following pages, based on Perkin (2013) will presented a
short description of each type of innovation according to
Keeley at al. (2013).

P RODUCT P ERFORMANCE
Focus on the development of distinguishing features and
functionality: This involves for example new products, or
improved features andqualities. This is the most visible and
easiest form of innovation for competitors to copy.

P RODUCT S YSTEM
The creation of complementary products and services: This
issue is related to how individual products or services might be
brought together to create new capability or improved
scalability. Here, many factors come into play (e.g. integration,
modularity, interoperability). One example is the development
of ecosystems that take value from one place and use it to
enhance experience at another place .

P ROFIT M ODEL
How to gain profit: Innovative profit models could change
established pricing or revenue generation structures.
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Furthermore, they have particular potential since in
manufacturing industries the dominant profit model might go
unquestioned for decades.

N ETWORK
How you connect with partners to create value: The focus of
Network innovations is on capitalizing on their own strengths
whilst harnessing the advantage that might be derived from
prospective partners. This might include risk sharing activities
associated with the development of new capabilities.

S TRUCTURE
The organization of talent, resources or assets: Structure
innovations can create unique value or efficiencies. They can
enhance productivity and collaboration, help attract qualified
employees and improve performance.

P ROCESS
Designing and implementing unique or superior processes:
Process innovations involve a significant level of change that
can drive greater capability, adaptability or efficiency. The
development of unique processes can prove difficult for
competitors to access and can yield advantage for extended
periods of time

S ERVICE
Supporting and amplifying the value of your offerings:
Improving performance, use and loyalty through improved
design or service provision, fixing customer pain points and
helping to ensure seamless customer journeys. This can push
the average into the remarkable, and create a particular
experience.

C HANNEL
The way in which your offerings is brought to customers: The
focus of Channel innovations is on finding new or multiple
ways to transfer products and services to the consumer,
creating a particular experience with minimal friction.
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B RAND
The representation of your offerings and business: Innovations
in the way that consumers might recognize and associate your
brand, the distinct identity and promise of your offering. That
means to incorporate multiple customer touch points; these
can confer value, meaning and intent to the offering.

C USTOMER E NGAGEM ENT
Fostering compelling interactions: The development of more
meaningful customer relations derived from deep
understanding of customer aspirations and needs. Helping
people to “find ways to make parts of their lives more
memorable, fulfilling, delightful - even magical”

A PPLYING I NNOVATION T ACTICS
Based on the analysis of innovations of a large number of
companies Keeley et al. (2013) present a very helpful overview
of Innovation Tactics for each type of Innovation (see
additional PDF document).
We use these Innovation Tactics in order to discuss their
potential application in business models of start-ups. Here, the
idea is to copy successful tactics and implement them in a new
business model. The Innovation Types and the respective
Tactics are targeting different building blocks in the business
model canvas, as one can see in the following figure. In this
regard the 10 Types of Innovation concept provides a very
helpful tool to further innovate in a business model:
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Product Performance and Product System as well as
Service Innovation Tactics are strongly related with the
Value Proposition in the Canvas.



Branding and Channel Innovation Tactics could be used
to innovate in Customer Relationship as well as
Channel building block.



Profit Model Innovation Tactics could be applied to
design ways of Revenue Streams.
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Process and Structure Innovation Tactics are related
with Key Activities and Resources building blocks.



Network Innovation Tactics can be used to develop
innovative Key Partnerships.

Structure &
Process
Innovations

Product
Performance
and System
and Service
Innovations

Branding &
Channel
Innovations

Customer
Engagement
Innovations

Network
Innovations

Profit Model
Innovations
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BUSINESS PLAN GUIDE:
BASIS FOR YOUR SUCCESS
BY UTZ DORNBERGER2

The more concrete and detailed
your plan is the better and more
realistic you can evaluate your
chances of success.

H AVING A GOOD BUSINES S IDEA IS ONE THING – PUTTING IT INTO
PRACTICE IS A DIFFER ENT ONE ALTOGETHER .
When young entrepreneurs break down, this is often
explained by insufficient planning of the firm’s creation.
Hence, taking your time to be well prepared for your future as
an entrepreneur is paramount. Evaluate different options for
the setup of your enterprise and choose the best one. Inform
yourself in detail. Estimate the chances and risks of your idea.
You will see: The more concrete and detailed your plan is, the
better and more realistic you can evaluate your chances of
success. With a well thought-out business plan, it is
considerably easier to become self-dependent, as you and the

2

This document is based on two publications: “Der Weg zum Erfolg in 8 Bausteinen
- Sparkasse” and “Handbuch zur Businessplanerstellung - futureSAX”. It is used for
education purposes only.
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capital providers can make a better evaluation and advise you
competently. This handbook shows you how to prepare a
professional business plan.
Here some rules that can help you:

S TAND

FOCUS ON THE ESSENTIAL
AND DO NOT STRAIN THE
READER WITH TOO MUCH
ANALYSIS AND DATA

EXPERTS PREFER SIMPLIFIED
DEMONSTRATIONS DURING
THE EVALUATION OF
BUSINESS PLAN

OUT WITH CLEARN ESS AND OBJECTIVENES S

Your business plan must be structured so clearly, that the
reader orients himself and finds answers to his questions as
soon as possible; hence, bring your statements to the point.
Focus on the essential and do not strain the reader with too
much analysis and data. Stick to the default structure of the
eight building blocks.
Try not to get excessively enthusiastic when you depict your
idea. Despite all the desirable enthusiasm, you should stay
accordingly businesslike and give the reader the possibility to
criticize your comments objectively.
Similarly, avoid being too critical in your presentation of the
project. To evaluate critical points of your project, you should
always present planned measures to solve the problem.

F ORMULATE

YOUR PLAN S O IT IS AL SO

UNDERSTANDABLE FOR N ON - EXPERTS

Some founders think that technical details, bulky construction
plans and small-printed business-assessment-curves will leave
an impression of competence in the minds of the evaluators
and investors. However, experts prefer simplified
demonstrations during the evaluation of business plans and,
where necessary, an explanatory figure or picture. Only
particularly important details of your product or service should
be included in the annexes to the business plan. Nevertheless,
tangible “proofs”, for example, an application for a patent,
help to evaluate your concept’s maturity.
When writing a business plan, it can be difficult to avoid losing
yourself in the individual details and analysis. Therefore, lean
back from time to time and critically evaluate if the
information is enough or if additional analysis is necessary.
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C REATE
UNDERSTANDABILITY AND
COHERENCE ARE CRUCIAL
FOR THE SUCCESS OF YOUR
BUSINESS PLAN

WHILE WORKING ON A
BUSINESS PLAN YOU
SHOULD OBTAIN ADVICE
AND TIPS FROM
SPECIALISTS

A ONE - P IECE DOCUMENT

When more people participate in the creation of the business
plan, a colorful random document could emerge. While one of
the authors gives a very detailed sector and market analysis,
another gives perhaps just a simple overview of the marketing
activities. However, all the single parts of a business plan must
be joined together into a coherent whole. Hence, it is
recommended that one person is responsible for the final
draft.
A business plan should also follow visually a uniform line –
after all, it is the enterprise’s signboard. Try, for this reason, to
have a reader-friendly composition. Please select a uniform
font (for example Times Roman) and apply uniform formats
(for example titles should always be bold or in uppercase
letters); establish understandable references between text
and figures.

T EST

YOUR OUTL INE

Understandability and coherence are crucial for the success of
your business plan. Therefore is important that you face up to
an audience. Outsiders that revise the documents often
identify weak points surprisingly fast and can give helpful
suggestions for furthering the work.

W ORK

YOUR BUSINESS PL AN OVER AS OFTEN AS

NECESSARY

A business plan “lives” – it matures step by step. Maybe at the
beginning there is just a basic concept and your notion is still
imprecise, with time it becomes a “round” business plan. Due
to new findings in this process, several themes must be revised
and updated often. Assumptions, forecasts and target values
must also be adjusted. By doing this, you avoid mistakes in the
content.
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L OOK

FOR SUPPORT EARLY

While working on a business plan you should obtain advice
and tips from specialists. Do not be afraid of appealing to
external help (for example advisors of chambers and
professional associations, tax counselors, notaries and
attorneys-at-law), but do not allow third parties to write the
documents completely. Literature on business start-up offers
support too.

DO

NOT ALLOW YOURSELF TO BE D ISCOURAGED

The creation of a business plan demands time and
concentration. Using the presented helpful options and
working your concept step-by-step with the eight building
blocks, you will see: with every building block, you come one
step forward and the mountain of work will not seem
unconquerable any longer.

Y OUR BUSINESS PLAN ’ S SEVEN BUILDING BLOCKS
Your business plan should consist of seven building blocks and,
if necessary, an annex. To ease the work for you, we have
assigned central questions to the building blocks. The
questions are for you to contemplate and are not required.
That means: you decide which questions are important for
your intended business and which ones should be answered.
The questions are by no means complete, you may want to
show answers to questions that are relevant for your business
and are not present.
We would like to help you to avoid typical mistakes when you
write your business plan with these practical tips.

B UILDING B LOCK 1 – E XECUTIVE S UMMARY
The Executive Summary is the presentation card of your
business plan. It communicates to potential investors and
partners in brief comments the most important information of
your business plan. It should make explicit the core of your
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business idea and point out the risk/success factors of your
enterprise. And even more importantly, it should awaken the
investor’s interest.
The Executive Summary should be composed of the following
parts:
D E S C R I P T I O N O F T H E B U SI NE SS I D E A

Define briefly your product or service and make clear why the
idea is coherent.
E S S E N T I A L S U C C E S S F AC T O R S

Depict briefly what makes your business idea special, what
makes your business successful and what the customer benefit
is. Make clear your experience and knowledge, your personal
competence, your background, in as much as they play a role
in your idea’s implementation.
MARKET OPPORTUNITIES

This accurate but short description of the markets must be
completed with key information in your marketing strategy.
Here you have to tell the reader how you are going to
convince customers to buy your product or service.
FI N A N C I A L G O AL S

Be optimistic and realistic at the same time (for example: by
the year 2016 my enterprise should realize a turnover of
80,000 euros and generate a profit of more than 10,000
euros).
 Do not forget to clearly estimate sales, yield and capital requirement
numbers.
 The reader reads the Executive Summary first. Through a clear, objective and
coherent presentation of your start-up plan you can show that you
understand your business. The skill is demonstrating the essentials of your
business idea in no more than two pages.
 The Executive Summary should be read and understood in five minutes. Try it
out!
 Write the Executive Summary at the end. Only after the remaining seven
building blocks are finished, you will be able to formulate your ideas and
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objectives precisely. It is not the introduction, but a compressed
“compendium for the management”.

Guiding Questions:


What is your business (product/service)?



What is the customer benefit of your product/service?



What are the unique selling points (USPs) of your business?



Which market segment you are targeting?



How you are going to convince customers to buy your product or service
(marketing strategy)?



Which knowledge and experience qualifies you for this start-up?



How high is the required investment?



What are the expected sales and profits for the next three years?

B UILDING B LOCK 2 – P RODUCT /S ERVICE
Your business is based on a product or service idea. Define
your idea, describe the special benefits from the future
customer’s point of view and compare your products or
services with those of your competitors. In addition, you
should give an overview of the development status and the
market-readiness of your product or service. Also, you should
point out the preconditions for the implementation of your
project.
D E S C R I P T I O N O F T H E P R O D U C T O R SE R V I C E

A business plan based on the idea of a new product or service
makes sense when your product or service is superior to the
already existing competing products at least in one aspect. For
this reason, include in the description of your project the
characteristics of your product or service that differentiates it
from the existing competition in a sustainable way.
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C U S T O M E R AD V A NT A G E S O R B E NE FI T S

If there are comparable products or services from the
competition in the market, justify convincingly which
additional benefits (or which costs savings) your product has.
Evaluate the products and services of your competitors
according to the same criteria. If you offer several products or
services, try to consider the most important ones individually
for the turnover and sum up the other ones in groups.
S T A T U S O F D E V E L O P M E NT O F T H E P R O D U C T S AN D S E R V I C E S

PUT ON THE “GLASSES OF
THE CUSTOMER” AND
DESCRIBE WHICH
BENEFIT THE CUSTOMER
COULD HAVE FROM
YOUR PRODUCT/SERVICE

Put yourself in the reader’s place who wants to visualize the
development status of your product or service without having
technical or specialized knowledge. Try to explain everything
as visually as possible. A short description, layout or
photograph helps document the status of your planning. Keep
in mind, attaching available patents or certificates is beneficial,
if part of the plan. If problems or open questions about the
development still exist, indicate how you will overcome these
difficulties.
Whether your products or services fulfill the requirements of
the legislation is also important for your investors. Describe
which approvals, licenses or permits from the appropriate
authorities that have been obtained and which ones are still
required. Keep in mind the labor regulations.

Guiding Questions:


Which are the most important attributes of your products or services?



Which competing products already exist?



Which services and attentions do you offer additionally?



What kind of guarantees (terms, quality, product or fabrication
guarantees) do you give?



What are the customer needs in your market segment?



What are the customer-oriented benefits of the product or service?



To what extent must you still complete your services offer, in order to
create these additional benefits? (for example customer’s service
expansion)
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Make a comparison of your products or services with the ones of the
competitors based on selected criteria. Which strengths and weaknesses attract
your attention?

B UILDING B LOCK 3 – M ARKET
A NALYSIS

AND

C OMPETITOR

Your enterprise can become successful only when the business
idea is implemented in the marketplace. Check where and how
your enterprise can be positioned in the sector and market.
First, analyze the sector and the market precisely. Procure
data on the sector (sales in units/turnover in thousands of
Euros), on the competitors, their market strategies as well as
their distribution channels. Consider the market’s entry
barriers, clientele, providers and the typical sector prices, costs
and returns.
The data required for the market and sector analyses is easier
to obtain than what you might think. First, you have to list
which data are required for your analysis and from which
sources you can obtain this data. Available information
sources are the publicly accessible statistics from public
agencies, sector associations, unions, guilds, chambers of
handicrafts, industry or commerce and last but not least,
specialized industry press. Other information sources are
sector reports and databanks (for example, the financial
organizations). Conversations with experts and market rivals
can also give valuable information.
Be creative and use all available information in order to correctly evaluate the
chances of success for your product or service in the market. Frequently, taking the
telephone in your hands and calling is helpful. To prepare your telephone research,
write brief guidelines, so that you determine the questions and their sequence.
With pointed questions, you save not only time, but you increase the odds of getting
the right answers from the call.
SECTOR

In order that potential investors can appreciate your idea and
objectives, first give an overview over the sector that your firm
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will be joining. Describe the current situation of this sector and
the future development of important factors like technical
innovation, modification on legal bases or modifications in
customer behavior. Describe factors that influence your
enterprise.
Guiding Questions:


How big are the sales and turnover totals of the sector?



Is the sector growing, so that turnover increases are reachable without
displacing competition?



Which current trends could favor or restrain your product?



Which influence do the innovations on the sector have?



Which other economic developments influence the sector?



How do prices, costs and returns evolve in the sector?



How is the growth of the sector determined?



How can lawmaker initiatives affect the sector?



Which environmental developments influence the sector?

Do not underestimate
the competition.
Hence, explain and
describe the current
market position of all
competitors.

Your enterprise can exist in the market if the customers accept
your products or services. To estimate your market potential
and to target the customers, it is important to define your
target group. For that, you should arrange your (future)
customers in customer groups (segments). Segmentation
criteria are e.g. customer benefits, buying behavior, regions,
and usage of the products. You can choose the criteria for your
segmentation freely, as long as you are sure that the
customers in the same segment are reachable through the
same sales strategy. For more information see also our Guide
for Business Model Development.
COMPETITORS

Do not underestimate the competition. Hence, explain and
describe the current market position of all the competitors
(actual and potential) based on the same criteria. Go into the
sales, turnover, pricing, volume, growth, market share, costs
situation, location, target groups, distribution channels and
service. Then, evaluate your enterprise in the same way.
Compare the strengths and weaknesses of your competitors to
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the ones of your enterprise and explain your competitive
advantage. Compare the competitor profiles to your
enterprise in a tabular overview. This can be relevant for your
competitive advantage in terms of the location, closeness to
customers or suppliers, availability of labor force, advisory
quality of the personnel, rent, labor costs and or regulatory
obligations. Describe the environment of the target market,
the competitive situation and the strengths of your enterprise
as precisely as possible, so that that the reader can have a
comprehensive view of your market position.

Guiding Questions:


Which important competitors offer comparable products or services?



What is the market share of your competition?



How profitable is your competition, now and in the future (estimation)?



Which customer groups do your competitors target?



Which marketing strategies do your competitors use?



Which distribution channels do your competitors use?



How is the pricing in general? Do you have price ranges?



Which new developments are expected in this sector?



How can you practice your competitive advantage?



Are market entry barriers present and how can you overcome them?

In your market environment, besides your direct competition,
there are other competitive forces. These are illustrated in the
graphic below and are “Porter’s 5 Forces”, according to the
Harvard Professor Michael Porter. Do not forget to have a clear
idea of these factors during the analysis of your departure
point. Possible dependencies of important clients or providers
belong thereto; and hence, resultant influence like, for
example, enforceability of prices, as well as the question about
which substitutes or new entrants can endanger your business.
Meditate during the analysis of your direct competition, how
will they react to your entry into the market and what you
must do to be prepared for this reaction and manage it.
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B UILDING B LOCK 4 – M ARKETING

AND

D ISTRIBUTION

Marketing is often equated to advertising. However,
advertising is only an individual aspect of marketing. The idea
of the marketing mix, which is illustrated below, makes this
very clear. Besides the advertising, the marketing mix consists
of the product with its attributes, the price of the products,
the place where the clients can acquire it, and the people with
whom the client will be in contact before, during and after the
product-related buying process.
A more specific marketing mix is more successful and
consistent. Therefore, please control the consistence of all the
linkages (below in the figure) in your planned marketing mix.
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The most important
difference between
service and a physical
product is the fact that
the services cannot be
stored.

For example: If your product has a higher quality value than
competing products, why should you launch it to the market at
competing prices? When you sell luxury goods, is your service
and in-store-environment adequate? Does it make sense to
set-up internet distribution for a product whose advantages
can only be perceived by client experience (e.g. particular
comfortable grip, etc.)?
It is worthy to note some particularities in the case of services.
Here, for the success, the direct contact with the clients is
more important than for a physical product. In consequence,
enhanced attention should be paid to the planning of the
service.
However, the most important difference between service and
a physical product is the fact that the services cannot be
stored. A hotel room that was not leased today cannot be
occupied twice tomorrow; an hour, in which today no haircut
happened, could not be used twice tomorrow during a rush.
Hence, think how you could gainfully shift a part of the
demand from peak times into flexible times. Interesting offers
regarding price can make the mentioned times more attractive
for your clients. Flexibility and creativity pay off here and
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provide the decisive advantage over your competitors. It is
worth the effort to consider it.
For a successful marketing and distribution concept, you must
first define as soon as possible your target group. Then, from
the view of your customer try to evaluate the customer
benefit precisely. For your product, distribution and
communication strategy, you should never lose sight of the
target group. If more customer advantages come to your
mind, assess them to identify the primary customer benefit.
Due to the information overflow in the market, you have at
best the chance to place one message. Moreover, your sales
success depends on the fact that this message is the decisive
one.
S A L E S -P R O M O T I N G / A D V E R T I SI N G

Briefly present how you want to attract the customer’s
attention to your product or service. Depending on the type
and price of your product or service, you will choose among
different sales-promoting measures, e.g. advertisements,
placards and fair stands. The objective of the first advertising
actions should be to communicate the singularity of your
offered products. Ideally, the advertising manages the link
between product and customer benefit so perfectly that your
clients perceive only your product as the solution to their
specific problems or necessities.
D I S T R I B U T I O N C O NC E P T

Demonstrate in detail how you want to bring your product to
your customers. Present your distribution process and point
out the planned distribution channels. Include the respective
emerging costs (salaries, commissions or shares of the
turnover, etc.) while choosing the distribution channels.
Highlight how you imagine the build-up of your distribution;
explain the qualification requirements and the potential
number of distribution employees.
Consider the future and think about how to adjust your
distribution strategy to respond to changes in the products or
customer’s needs and preferences.
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A complete distribution concept requires a determination of
price. When the time comes to establish the price of the
product or service, you should orientate yourself to the prices
of comparable or currently-in-use products or services.
Evaluate how valuable the additional benefit of your product
or service for the customers can be and how convincingly you
can make the additional benefit for them. If you should
operate with dealers, incorporate their commissions into the
calculation.
Guiding Questions:


Which steps do you plan for the introduction of your product or service?



What do the timetable and the milestones look like?



What should the final (retail) price of your product or service (estimation)
be?



How do you regulate the payment for your product or service, what grace
period or discount do you concede to your clients?



What is the target sales level (estimation)?



How do you attract customer attention to your product or service?



Which advertising means do you use for that?



Which expenditures for advertising and sales promotion come during the
product introduction and which later?



What does the typical distribution process look like?



Which distribution channels do you use?



What is the breakdown of sales between the different distribution
channels?



Which target groups can you reach and through which distribution
channels?



What are the distribution requirements? Which expenditures are you
budgeting for?

B UILDING B LOCK 5 - B USINESS S YSTEM
The company's business system is a part of the business
model. Every business activity is composed of a number of
individual activities. The systematic illustration of relevant
relationships leads to the business system. The system model
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describes the business activities of a company that are
necessary for the provision and delivery of a final product to a
customer– summarized in "functional" blocks. It is a good way
to understand and assess the business activities of a firm in a
transparent manner. In the following figure we can see a
typical generic business system in accordance with the value
added chain.

Use the generic model as a starting point for designing your
own business system. You have to adapt it to your own
specific situation. For a manufacturing company, it is useful,
for example to divide the step "production" into components
such as purchasing, raw material processing, or sub-systems
assembly. In addition, it could be necessary to divide the step
"Distribution" into logistics, wholesale and retail.

90

Entrepreneurship Promotion

There are no general
rules or standards.
Your own business
system should have a
logical and clear
design.

What makes most sense depends heavily on the industry
sector, and of course on your company itself. The business
system of an IT manufacturer differs obviously from that of a
fast-food chain. But also the business system of a department
store will look significantly different compared to the one of a
direct delivery company, although both can sell some of the
same products. Avoid a too complex structure.
Focus on the essential parts of your business system. A team
of three to five people will not be able to perform all tasks in a
way that makes the most sense due to lack of skills, efficiency
etc. Think carefully about what activities really create
something new and how you want to use your time and the
working hours of your employees to create customer benefits
and to prevail over competitors. Focus is your key. Select those
business system steps that you can perform even better than
anyone else.
The development towards specialization is a general trend in
the economy. The specialization of start-ups has been
considered particularly important: you should concentrate on
a few steps of your business system.
P R E C O N D I T I O N S FO R T H E B U S I NE S S ’
E S T A B L I S H M E NT / P R O D U C T I O N ’ S R E Q U I R E M E NT S

Define how much material and personnel is required in the
point establishment of your project. Determine the estimated
production costs per unit and create a unit-cost calculation
chart. Define the required space as well as the necessary stock
of inventory. Illustrate which capacity and enlargements are
required for the intended sales volume.
Please take into consideration that in the start-up phase the
production capacities and the volume of service provision are
not working to full capacity. Therefore, with the determination
of the addition to cover overhead calculation, please assume
full capacity utilization costs.
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Guiding Questions:


What does the business system as a whole look like (services in the value
chain, including suppliers and users)?



What do you make yourself, what do you buy?



With which partners do you work? What are the benefits for you and
your partners?



What should the production process look like? Which steps provide your
services?



What is the desired amount of produced units or service volume?



What is the cost of an expansion of capacity?



What is the required production machinery/equipment?



How many employees do you need and which qualification should they
bring?

Convince through
concise presentation
of your key
qualifications of your
enterprise’s business
management

B UILDING B LOCK 6 - E NTERPRISE M ANAGEMENT
A good business idea can be implemented successfully only
when the necessary know-how exists in the management
team. Understandably, the investors would like to know
precisely whom they are entrusting their money to. Hence,
explain your up to date background and that of your partner,
and show clearly to which extent are the acquired
qualifications important for the firm start-up.
S P E C I A L I Z E D / T E C H NI C AL QU AL I FI C AT I O N

In the presentation of your qualifications, point out the ones
of particular importance for the establishment of your project.
Convince through concise presentation of your key
qualifications of your enterprise’s business management.
P R O F E S S I O N AL E X P E R I E N C E

Successfully practiced specialized/technical know-how gives an
important indication of the establishment chances of your
start-up project and corroborates the credibility of your
predicted market and sector’s development. Describe if, and
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how long, you have already worked in the sector in which your
enterprise will participate.
C O M M E R C I A L K NO W - H O W

Show that you give significance to the commercial
management of your business. Present also under this aspect,
your specialized knowledge or show to whom you delegate
the commercial tasks. Complete your comments with
tabulated CVs for you and your partner according to the
example shown below. The school and professional education,
up to date professional activities, as well as additional
qualifications should be in it.

Questions


How do the specialized/technical qualifications and professional
background of the enterprise management team and of the key-persons
look?



What kind of commercial knowledge/experience does the business
management team have?



Is there a necessity to strengthen some positions in the management
level?



To which extent do you depend on important employees?

O R G A N I Z A T I O N O F T H E E N T E R P R I SE

A successful enterprise organization requires a clear division of
functions and assignment of responsibility areas. Present how
the responsibilities are arranged in your enterprise and show
an organizational chart, if necessary.
To bear responsibility for the firm does not mean “doing
everything and anything”. Do not be afraid to integrate
appropriate external advisors, e.g. tax consultants,
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accountants/auditors, patent agents, public relations agents,
start-up or enterprise consultants.
In case experience in an important sub-area is missing, think
about forming a team in which, for example, technical and
commercial knowledge are combined.

T H E E N T E R P R I SE ’ S L E G AL FO R M

Do not be afraid to
integrate appropriate
external advisors

Normally, the legal form of the enterprise derives from the
composition of the founding team and from the organizational
structure. First, describe in this stage if you will be the sole
owner of your enterprise or if you want to have partners to
materialize the business idea. In the case of the latter, present
the functions of the individual shareholders and the
company’s structure (contribution of capital/responsibility,
assumption of functions in the enterprise). Indicate which
legal form you chose and why.

Guiding Questions:


How does the organizational structure of your enterprise look?



Who should manage which groups and firms’ departments?



Which legal form did you chose?



How are the company’s shares distributed?



Does the legal form follow the interests of the shareholders?



Is it possible to inject additional capital without problems?
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B UILDING B LOCK 7 - F INANCIAL P L ANNING
Normally, after starting it is not possible to implement the
planned data 1:1. Therefore, many entrepreneurs ask: what
was the whole work for? The following aspects should
motivate you to deal with the 3-year- financial plan in detail.


As soon as your planned data is worked out, you can judge if your project is
economically profitable and if it is worth the effort to invest time and money in
it. This is an important basis to convince third parties of your project, e.g. capital
providers.



As you bring your calculations onto paper, set assessable objectives and define
what you want to achieve.



The numbers are your first instrument of control. Through comparison of
planned numbers and effective (actual) numbers, you can determine and take
corrective actions. Moreover, a thoughtful, businesslike-behavior will be
expected from you.

Make sure that all
the costs items are
estimated
realistically

The 3-year-financial plan consists of an investment planning,
human resource planning, marketing cost plan, profit and loss
statement, and liquidity or cash flow planning.

Consider that the
expansion of the
business often
requires more
investments in the
future

Make sure that all the costs items are estimated realistically.
Mention, in particular, for the advertising costs, which media
you want to use and justify your cost estimation with
researched prices. Check to see if the target turnover growth
corresponds to the advertisement expenditure.

Please, document in the business plan all of the assumptions
used in the compilation of the financial planning. Proceed by
going step-by-step through the estimation of the objective’s
magnitudes. The turnover evolution, for example, derives from
the market size defined by your target group, which is defined
by the targeted market share, as well as by the planned unit
prices. Please, avoid going in reverse to determine the target
turnover (counting backwards from the targeted profit).
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I N V E S T M E N T P L AN NI N G

The investment planning provides, in conjunction with the
human resources planning, the data basis for the profit and
loss statement, as well as the liquidity or cash flow planning. In
the investment planning all of the goods that you acquire to
use them in your business in the long term are included. There
are, among other things, buildings, machines, vehicles,
computers, software or the initial endowment of your stock.
The amounts to be included correspond to the acquisition
price without value-added-tax plus additional costs (e.g. for
installation) minus discounts. Consider that the expansion of
the business often requires more investments in the future.

Outline which
employees with the
desired qualifications
and remuneration you
want to hire for the
different times.

High investments have costs that can burden the profitability
of your business. On the other hand, the unobstructed
implementation of your business idea must be guaranteed.
Keep the costs as low as possible. Evaluate whether all of the
acquisitions are necessary from the very beginning for an
efficient and competitive business.
The acquired goods should be depreciated according to their
useful life. That means that their reduction in value, from use
over time, is to be included in the profitability planning as
costs-block under the category of “Depreciation”.
H U M A N R E S O U R C E S P L AN N I NG

If you need qualified personal for your enterprise, make sure
that is possible to get adequately skilled employees. Evaluate if
you can work at full capacity with full-time employees or work
initially with only part-time or temporary employees.
Outline which employees with the desired qualifications and
remuneration you want to hire for the different times.
Consider you have to include the total labor costs. Factor in
not only the hourly/monthly wage, but the non-wage labor
costs that you have to pay in pension, health, unemployment
and nursing insurances. Vacation payment, workers’ assetformation funds, and voluntary social benefits additionally
increase your non-wage labor costs.
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M A R K E T I N G C O ST P L AN NI N G

For start-ups it is very important to inform your potential
customers about your offer in the market. Therefore a
detailed planning of your marketing costs its necessary. In
some businesses (e.g. Online business models) the marketing
costs can be even higher than the production costs.

Guiding Questions:


Which investments do you want to make in the short term?



Are cost quotations/offers available?



Have you included reserves for price increments and unforeseen events
such as changes in the economic situation?



Which investments will be necessary in the future?



How many employees will you need in each area of your enterprise in the
next 3 years?



How high are the calculated annual gross salaries and the computed nonwage costs?



Are the calculated salaries in-line with the sector standard?



Are all costs of marketing activities considered?
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P R O F I T A N D L O S S ST AT E M E NT

It helps you estimate how much remains at the end of an
operating year. Basically, this happens through the planning of
the turnover and the costs. The annual surplus (profit or
earnings) or the annual deficit (loss) is computed by
subtracting of all the costs from the annual revenues/incomes.
For example, if you sell your product in the current year and
the payment will occur not until the next year, you must enter
the income of the sale although you have not received the
money yet. This principle also counts for the expenditures that
you do not have to pay immediately, but the next year.
Important notes:


Notice that when the turnover, increases the costs do as well. Critically
approach all of the cost factors and consider that expansion will require
further investments.



Do you execute your enterprise as a capital company, e.g. a limited
liability company? And your planned numbers show a loss? Then,
consider whether your enterprise has enough of its own capital
endowment. Otherwise excessive indebtedness and, therefore,
insolvency threaten your enterprise!



Compare your planned numbers with the actual (real) numbers of other
enterprises. If there is a serious difference in the cost structures, this
should be explained thoroughly in your business plan. This helps to
convince third-parties of your project.

Structure the cost in the areas of human resources costs,
marketing costs, material costs, depreciations, other costs and
interest expenditures.
Think about how much turnover you have to produce in order
to earn your living costs with the enterprise. Include your
salary under “personal costs” when your enterprise is a
company, e.g. a limited liability company. Stakeholders of a
partnership take their private living costs from the annual
profit.
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Guiding Questions:


Which developments do you expect from the turnovers and costs in the
next 3 years?



What does your planned turnover look like? Which sales volume, which
prices, which products or services are the basis for your data?



Are the predicted turnovers realizable according to the demand? Are
there convincing arguments for that? Do first orders already exist?



Is it possible to achieve the planned turnovers with the planned capacity
employees/technique? How is the utilization of your capacity within the
magnitude of these turnovers?



How high is your quoted rent? Compare it with the conventional prices in
the sector/area. Consider that these are fixed costs; you must pay them
even if you cannot achieve the expected turnover! Under which
conditions can you terminate the rent contract prematurely?



What are the estimated advertising costs? Are the amounts enough to
finance the foreseen measures?



Which insurance are you contracting with/considering? Are all the most
important risks considered?



Who assumes the accountancy/advisory in your enterprise and under
which conditions?

L I QU I D I T Y /C A SH FL O W P L AN NI N G

What happens when
some of your clients do
not pay? Consider
insuring your receivable
against failures

You take care to keep watch over the income and expenditure
payments. Take care not to be suddenly with empty pockets,
which finally could be the consequence of not being able to
pay and subsequently head to insolvency. The principle of
liquidity planning is simple: estimate the timeframe and
amount for the cash flows (income and expenditure). Your
enterprise remains “liquid” when the amount of incomes is
higher than the amount of expenditures at any moment. For
periods in which this is not the case, you must add or
incorporate capital. The total of all the amounts to be added
or incorporated is the capital requirement for the respective
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period. The liquidity planning should also include a safety
reserve for temporally delayed or cancelled incomes – for
example, from clients that do not pay their bills on time (at
least 10% of the total capital requirement).
Check to see if you have considered the start-up costs in your
planning (fees for notary, lawyer, registrations, leasing/rent
costs).
Do you know the payment behavior of your future clients?
Compare your estimations with the debt-duration of the
corresponding sector reports. What happens when some of
your clients do not pay? Consider seasonal factors that can
influence both incomes and expenditures. Consider insuring
your receivables against failures.
In the starting phase, low incomes will flow. Estimate this
period accurately (not too short in the plan). Consider
implementing an up-to-the-minute accounting system that
gives you information about obligations and receivables all the
time.

Guiding Questions:


How will the short-term liquidity evolve in regard to the business activity
(detailed planning for the first 12 months)?



How will the medium-term liquidity evolve (approximate planning for the
quarters of the second and third year)?

CREATING A SCHEDULE

Investors want to know exactly the development stages of
your firm. A realistic 3 year plan gives you credibility among
investors and business partners. In addition, it helps you to
rethink in detail all activities, processes and dependencies.
Incorrect or too optimistic plan targets risk the future of your
firm. Focus on important milestones and their relationships.
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Guiding Questions:


What are the key milestones in the development of your business and when
which targets are to be achieved?



Which tasks and milestones are directly linked?



Which implementation is used (working packages)?
C H A N C E S A ND R I S K S

In young and fast-growing enterprises, quick decisions about
chances and risks that appear suddenly must be made very
often. These can have big consequences for the future of the
firm. If you do not want to be surprised by such situations, you
should hypothetically anticipate possible chances and risks and
prepare the respective decisions.
You should also evaluate the liquidity and profit/loss
statements in light of external influences. Calculate, for
example, in how much your turnover will decrease if a whole
customer’s group is suddenly not interested in your product
anymore. How would this affect your profit?
The “winning-concept” is shown through an appropriate
presentation of chances and risks. There is no risk-free startup, and a too optimistic planning underestimates existing risks.
Hence, test your business model with realistic worst-case
scenarios. Attach an independent worst-case scenario financial
plan to your business plan in the annex. Assume for example
lower turnovers and/or higher costs. Choose a scenario that
you consider improbable but possible (try to judge how
improbable it is). Document all the estimations and test how
much the moment of break-even-point is deferred in this
situation. Run more scenarios for yourself. With these
strategies, you develop the best sense of how sustainable your
business model is and which indicators are particularly critical
for your success.
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Guiding Questions:


When do you reach the break-even point (with which amount of units
and capacity utilization)?



Which fundamental risks (market, competition and technologies) exist for
the development of your enterprise? How much could the turnover
decrease, e.g. because of a worst case scenario?



How do you plan to limit these risks?



Which action alternatives will you have when the risks occur? How fast
and with which financial costs will you be able to implement these
actions?



When will it be necessary to make important decisions and for which
business area?



Which additional chances do you see for your enterprise?



To which extent could additional capital make it possible to take
advantage of these chances?



Do you have other assets to access if the implementation phase lasts
more than expected, besides the assets that you already included?

C A P I T A L R E QU I R E M E NT

From the liquidity/cash flow planning, you know how much
capital and for which moment you need, but not where it
comes from.

Make available your
business idea for the
advisor already in the
first conversation.

Test first which own resources you can introduce and how
much external capital is required to cover the remaining gap.
Enterprise start-ups are in only few cases realizable without
external capital. In any case, own assets should be included in
an adequate proportion to the total costs.
When the first version of your business plan is ready, you
should establish contact with investors and consult with them
about the optimal financing for your project. You can
incorporate the results in your business plan. Enquire about
advisors who are specialized in start-up projects.
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In order that investors can advise you competently and decide
on your financial requirement from the very beginning, it is
important to make available your business idea for the advisor
already in the first conversation. Here it could be a “first
version” that you develop further after the conversation.
Calculate approximately 2 hours for this conversation and
prepare yourself so that you have ready the most important
parts of your project, e.g. the planned numbers.
Your chances for a financing agreement can be tested ex-ante.
Do you fulfill the mentioned criteria? Incidentally, for a
promissory project, insufficient own resources can be
compensated through private venture capital, that from the
fiscal point of view is considered as own capital.
Venture capital providers are interested, most of times,
exclusively in projects that are promising and with a strong
growth potential. Some venture capital-organizations restrict
themselves to the financing of determined sectors and set a
determined minimum capital requirement.

Guiding Questions:


Are your planed numbers realistic and convincing for the profitability of
your project?



How are your private resources?



Can you include them immediately and document their existence?



Who assumes external financing responsibility?
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PART 2: CASE STUDIES
OF BEST PRACTICES IN
ENTREPRENEURSHIP
PROMOTION
STRATEGIES AND INSTRUMENTS FOR ENTREPRENEURSHIP
PROMOTION: SMILE APPROACH
by Utz Dornberger

LIFE COMPETITION – SMILE LEIPZIG
by Kwabena Obiri Yeboah & Christian Hauke

INES BUSINESS INCUBATION CENTER
by Gonzalves Nshimiyimana

ENTREPRENEURSHIP CLINICS: THE CASE OF KWAME
NKRUMAH UNIVERSITY OF SCIENCE AND TECHNOLOGY,
GHANA
by Ralph Nyadu-Addo

SUSTAINABLE FINANCING MODELS FOR BUSINESS
INCUBATOR: THE KUMASI BUSINESS INCUBATOR
by Ralph Nyadu-Addo
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STRATEGIES AND
INSTRUMENTS FOR
ENTREPRENEURSHIP
PROMOTION: SMILE
APPROACH
BY UTZ DORNBERGER
Specific support services especially for students and staff at
universities, research institutes and centers guarantee an
accelerated transfer of scientific knowledge into economic
value.
The processes for transferring research results from research
institutions to commercial application are complex and
diverse. But it is clearly visible that technology transfer plays
an increasingly important role in sustaining and improving the
competitiveness of firms.
One and sometimes the most important transfer channel is
the creation of a spin-off company.
Our Entrepreneurship Promotion activities have the following
goals:


To find marketable innovative technologies/ideas and develop supporting
business models



To train students and researchers in management of start-ups and stimulate
interdisciplinary team building



To support start-ups with intensive coaching at the „Point of Research“



To provide access to marketing and financial networks

106

Entrepreneurship Promotion

The main target groups are PhD students, students, alumni
and employees at university research institutes.

A PPROACH F OR S TART -U P C OACHING
In order to accelerate the transfer of innovative ideas and
technological developments into economic practice, direct
implementation and support at the “Point of Research”, i.e. at
the respective research institutes and centers, are necessary.
With the help of our Idea Scouting and in co-operation with
the business and transfer management units the research
results and the ideas of high entrepreneurial potential are
identified, evaluated and collected in an idea pool.
Next is a detailed screening that evaluates the initiators’
business personalities, the value of their business ideas for
customers, and their initial ideas about the marketing of the
research results. Panels of external experts, i.e. Venture
Capital firms, Business Angels and other specialists help to
assess the ideas. Potential founders will get frequent
opportunities to present their ideas before these panels and
obtain feedback.
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If the result is positive, a more detailed start-up coaching can
begin. Right after the first screening and throughout the entire
coaching process, we bring potential team members together
and support the development of interdisciplinary start-up
teams. These teams will then develop their business models,
supported by experts in special workshops. A further screening
evaluates the work’s progress. If the outcome is again positive,
the pre-incubation of the business at the “point of research”
will be discussed with the research institute, and an
appropriate action plan will be created. With the support of
the coaches, market tests and the preparation of the actual
foundation can begin. In addition, access to funding sources
and platforms is provided. At this moment, we initiate the
planning of the growth phase and all related strategic planning
aspects.
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T HE C OACHING P ROCESS
I DEA P OOL D EVELOP MENT
At the points of research, innovative ideas and technological
developments with market potential will be identified. Here it
is essential to work closely with the administration of the
research institutes and centers. The identified ideas will be
placed in a central database or platform and further analyzed
in regard to their start-up potential.

S CREENING 1: P RODUCT I DEA & F OUNDER T EAM
The founders’ personalities are central to the success of the
company. As part of the first screening, a test evaluates the
founders’ personalities in order to identify their individual
strengths, and


To prepare an optimal task distribution within the founding team as well as



To determine whether the team can be considered complete, given the skills
at hand, or whether other team members are necessary to ensure a
successful start.

The coaches will discuss the important elements of customer
value and competitive advantage with the potential start-up
teams and test them by applying their own market research.
The start-up ideas and business models will be evaluated for
plausibility through surveys among external experts and
through analysis of secondary data.

F ORMATION

OF A

P OWERFUL S TART - UP T EAM

Normally, scientists and engineers lack the necessary business
expertise for founding a business. Therefore it is necessary to
bring together people of a technical background interested in
founding a business with experts from the commercial sector.
We encourage the formation of complementary start-up
teams and actively support the development of personal and
professional trust. We invite founder teams to get in contact
with experienced managers and entrepreneurs who are
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interested to invest into young start-up firms. Based on our
moderation support the interested parties are able to make
contact with each other and to develop common goals for
joint development of the business idea. The moderator stays
neutral towards all members of the founding team and helps
to overcome challenges of team building
The challenges of team building are:


To discuss objectively emerging differences in opinion on technical or
commercial issues at an early stage;



To demonstrate through practical examples of established companies the
possible priorities and harmony between technical and commercial goals,
without showing superficial judgment;



To motivate the participants in a meaningful way to engage with each other.
The combination of building interdisciplinary teams and the
accompanying training is a key factor to a successful support
process.

B USINESS M ODEL D EVELOPMENT

One of the main
The Business Model
problems of start-up
Review acts as a
companies is to get a
filter as well as
fast and efficient
positive motivation
access to the
and feedback.
market.

For the commercialization of innovative ideas and
technological developments, it is necessary to analyze
different business models, especially in terms of the market
and competitive conditions as well as customer value. This
business model development is done in a process of several
weeks, in which the founding team will be joined by one of our
coaches. In addition, interested business students, who are
not part of a founding team, initiate a project to review the
business models, realize market research activities and
develop appropriate market entry strategies under the
guidance of one of our coaches. These projects address
specific commercial aspects of the business planning process
and bring considerable relief to the founding team.

S CREENING : B USINESS M ODEL R EVIEW
The business model will be presented before a small panel of
experts, e.g. entrepreneurs, managers and investors. This gives
the founder team and the participating research institutes a
deep insight into the market and the development potential of
the respective technologies.
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This phase acts as a filter as well as positive motivation for
founder teams with positive feedback from the expert panel.

P RE - INCUBATION
The basic idea of pre-incubation is to support the founders in
the test and transition phase, when they shift from their
former position to develop the start-up business. For this, the
founding team (already through intensive coaching) is
supported at the “point of research”. This allows the necessary
proximity to the scientific mentor (or accompanying research
professor) on the one hand and the use of special equipment
(existent in the research institute) during the start-up phase
on the other.
On the basis of the previous business model and planning
analysis, the business plan is also established in this phase.
Here the founders are able to gain decision making experience
in strategic and operational issues, as the coaches begin to
stand on the side to enable a gradual learning experience.

A CCOMPANYING Q UALIFICATION
The training focuses on the so-called soft skills of the founders.
Through the mediation of specific business skills, the founders
are able to understand the important principles of the
management of a start-up company. The individual courses
address relevant management issues in the various stages of a
start-up in a comprehensive manner or specific management
tasks that are necessary for proper start-up operation. All
courses are offered several times if needed.
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F INANCING O PPORTUNITIES
The start-up support institution needs to build bridges
between potential entrepreneurs and financiers. Special
events are held so that the potential founders can present
their business plan and ideas to a panel of experts and receive
professional feedback. Through these panel discussions,
contact to Business Angels, Venture Capital firms and private
investors is developed. Furthermore an individual support of
the founder teams in the negotiation process with potential
investors is provided.

A CCESS

TO

M ARKETING P LATFORMS

One of the main problems of start-up companies is to get a
fast and efficient access to the market. Therefore we support
the creation of marketing platforms where networks of young
and already mature companies join the marketing efforts in
order to develop service and product offers for large
customers.

THE COACHING METHODOLOGY
S TEPWISE A PPROACH
Our coaching methodology follows a stepwise approach in
order to obtain four important results


Coaching plan



Business model



Test-Application in the market



Business plan

C OACHING P L AN
As part of the requirement analysis, the specific characteristics
of the start-up in relation to the business idea and the
founders are determined. For this purpose, existing property
rights, special legal aspects as well as existing competency
gaps must be evaluated. Based on this analysis, a binding
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coaching plan is established. The coaching plan contains a
concrete working plan (step-wise) as well as training plan for
the start-up team.

B USINESS M ODEL
As part of the business model development, strategic analysis
of the business environment will be conducted with some of
the following tools: market segmentation, benchmarking or
SWOT analysis, as well as the use of market research methods.
The goal is to focus on the customer value of the product or
service being offered and work out the attractiveness of the
potential market segments as well as the customer’s
willingness to buy. Using the market and customer
segmentation analysis, the detailed product definition is
established. This includes an analysis of the product range with
respect to the available competitive offering and the unique
differentiation characteristics of the start-up’s offer.

T EST -A PPLICATION I N T HE M ARKET
The result of the previous coaching step is that a marketoriented business model is developed. Nevertheless, there is
usually uncertainty about the meaning of a whole series of
specific design options and the importance of different
features for the customer. These questions are either
answered with cost-intensive market research before the
launch or after the product introduction based on initial
experience, however also with substantial costs.
This is where the application test lab, the step that tests the
market applicability of the business idea, helps to increase the
probability of success. In a separate coaching step, key
elements of the business idea are transferred into a test for
some pilot customers. For this, the key features of the product
or service are combined in an initial offer for some test
customers. They will test this offer and provide a feedback
evaluating the fulfillment of their specific customer
requirements. Doing this errors in product design or nonmarket oriented investments can be avoided while at the
same time ensuring optimal market and customer orientation.
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B USINESS P LAN
The final step contains the development of the whole business
plan. Here the coaching focuses on the remaining important
aspects like:
•
•
•

Marketing & Distribution
Business organization
Financial planning

R EFERENCES
SMILE - S E LF M A NA G E M E NT I NI T I A T I V E L E I P Z I G
The Self-Management Initiative Leipzig SMILE is a well-known
regional project to support entrepreneurship and start-ups in
Leipzig. The associated partners of the Initiative are the
International SEPT Program and the Institute for Service and
Relationship Management at the University of Leipzig, the
Leipzig Graduate School of Management, the Centre for
Environmental Research – UFZ in Leipzig, and the Research for
the Energy of the Future - DBFZ. The initiative is cooperating
closely with further partners throughout Saxony and Germany
to help young entrepreneurs, start-ups and existing companies
to succeed. SMILE is well versed in the supervision and
coaching of start-ups and spin-off companies as well as in the
training for key and management qualifications. The
interdisciplinary team of 13 employees with diverse
entrepreneurial backgrounds, skills and experiences operates
in highly professional and flexible fashion to bring the best
ideas to the market. SMILE founders have won several
business plan competitions. Up to today more than 5,000
persons have participated in the program and as a direct result
more than 350 businesses were founded.
Web: www.smile.uni-leipzig.de

114

Entrepreneurship Promotion

SMILE LEIPZIG
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LIFE COMPETITION –
SMILE LEIPZIG
BY KWABENA OBIRI YEBOAH & CHRISTIAN HAUKE

The Leipzig Ideas Competition for Entrepreneurs (LIFE) is
organized by the Selbst Management Initiative LEipzig (SMILE)
at the Leipzig University. The competition is to encourage and
support creative thinking among students, staff and graduates
from all Leipzig Universities and research institutes.
It has been observed that while students, staff and graduates
of universities and research institutes go through daily routine,
business ideas come to mind. However, the ideas are usually
ignored because there is no initiative that challenges further
development of these ideas. Moreover, tight studies and work,
procrastination, search for paying jobs and perceived nonachievable dreams hindered small and big ideas from
becoming a reality. Consequently, the SMILE organizes the LIFE
competition to bring implementable ideas together and help
make it a reality. The LIFE competition is not aimed at
competing with other Business Plan competitions which are
well known. LIFE competition focuses on the initial stage of the
business i.e. the idea generation stage.

A DVERTISEMENT F OR I DEAS
Students, staff and graduates of all Leipzig universities and
research institutes are invited to participate in the competition
through advertisement on poster, flyers and on the internet.
Only the idea is supposed to be described in a simple online
form provided in both German and English language. No
business plan is required when submitting the general
description of the ideas.
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S ELECTION O F I DEAS
When the ideas are presented on the online form, the SMILE
team with its diverse background and experiences evaluates
the business ideas. Each idea will be evaluated by two SMILE
team members. The evaluation is done applying the following
criteria: Solving customer’s problems, unique selling points
(USPs) in comparison to competitor products/services and
growth potential. Based on this evaluation a ranking of the
ideas is developed and the eight best business ideas a further
presented to a jury.

S ELECTION O F B EST I DEAS B Y J URY
The jury members are selected based on their professional
experience in business and who have no relation or contact
with any of the participants in the competition. Typically the
jury is managed by the two SMILE directors Prof. Helge Löbler,
and Prof. Utz Dornberger. Furthermore representative of the
consulting firm EY, the City of Leipzig and from two start-up
companies are taking part in the jury process. The jury selects
the best three ideas among the ideas presented for the
competition. The selection is based on the filled forms sent to
SMILE by the participants. Their feedback is later used in the
further development of the idea after the competition.

A WARD C EREMONY
SMILE always organizes a very lively award ceremony. The
main element of the ceremony is the so called audience
award. Here the eight selected start-up teams presented the
business idea in form of an elevator pitch to the audience.
Every team has 90 seconds for making a lively presentation
their business idea. Afterwards the audience votes for the best
idea through a secret ballot. The ballot is counted afterwards
and the winner is announced. The winner of the best idea
from the audience’s secret ballot is given a trophy as well as a
cash prize.
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The second important element of the ceremony is
announcement of the winners of the LIFE awards who are
selected by the Jury. The golden, silver and bronze jury award
winners are also presented to the audience and cash prizes
and trophies are delivered.

F URTHER S UPPORT F OR P ARTICIPANTS O F T HE LIFE
C OMPETITION
The SMILE team provides further support to all the
participants after the LIFE competition. The SMILE team assists
these entrepreneurial teams to work on their start-up project
and developing the business model and plan. For further
details please see the chapter above.

S UPPORT
The LIFE competition is supported by EY, City of Leipzig, Tax
Consulting Jordan & Werrmann, the Sparkasse VC company (SBeteiligungsgesellschaft), the Technology Founder Fund –
Saxony (TGFS), and the GISA GmbH. The project is funded by
the European Social Fund (ESF) and by the Saxon State
Ministry for Economic Affairs, Labor and Transport (SMWA).
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CENT ER
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INES BUSINESS
INCUBATOR CENTER,
RWANDA
BY GONZALVES NSHIMIYIMANA

INES-BIC provides
practical support to
new and existing
SMEs, based on
ethical excellence.

The Institut d’Enseignement Supérieur de Ruhengeri (INESRUHENGERI) is an Institute of Applied Sciences created in 2003
with the vision: Universality in each individual, Knowledge in
order to unite and better serve the world. According to its
mission, INES-Ruhengeri is there to: “Contribute through the
interactive conjunction between civil society, private and
public sector to the national and regional development, by
providing specialized university education enhanced by
research, in order to create competitive enterprises and well
paid employment.” It is within this context that programs have
been redesigned, new programs created and centers
established. INES-Business Incubation Center (INES-BIC) was
created in the same spirit.
INES-BIC, which started in February 2014, provides practical
support to new and existing SMEs, based on ethical excellence.
This is done through different initiatives for practical business
plan development and growth competitions, business skills
trainings, entrepreneurship events, business
coaching/mentoring and access to finance, information
services etc. The INES-BIC incubates Small and Medium
Enterprises (SMEs) and helps them to attain growth, thereby
creating worthwhile long-term jobs, improving local supplychains and fostering national economic progress.
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H OW I NES -B IC S TARTED
The initial phase of INES-BIC activities began with team
building where three members of staff from the Institute
received trainings on starting and managing an Incubator.
Modules covering principles, models, success factors, planning
and implementing a mentoring program were covered to help
the staff understand clearly what challenges exist in starting
an incubator and how they can behave in dealing with
management and leadership challenges ahead.
The next activity focused on building a team of
trainers/coaches/mentors from university departments and
surrounding business community. Based on existing
departments of INES-Ruhengeri, a call for manifestation of
interest to become a trainer/coach/mentor of the center was
made and various experts were selected to become part of the
team. Apart from internal staff, practitioners in the real
business were selected. Furthermore, where INES-BIC was
short of expertise (lecturers who can provide the service),
external coaches/trainers/mentors with qualifying attributes
were selected to supplement the work done by lecturertrainers. However, in case of a sector which did not have an
expert from the team, the incubatee in collaboration with
INES-BIC was allowed to find the right mentor who would
always be with him/her during the coaching/mentoring period.
Considering that not everyone is an expert in everything, the
team received trainings in:
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Adult learning
Market research and marketing
Coaching and mentoring, monitoring and evaluation
Advocacy in business environment and reform (how to
advocate for the needy entrepreneurs for favorable
business environment (policies, access to finance,
market).
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S UCCESS S TORIES
O RGANIZATION

OF

B USINESS P LAN C OMPETITION

This event brought together about 120 applicants (students,
staff and people from the surrounding communities) and
observed the following phases of the competition were spelt
out.
Phase 1: Conducting training for 120 applicants in Business
Idea Generation and Evaluation
Phase 2: Conducting training in Business Plan Development
for 50 participants with best business ideas selected out of the
120 in the 1st phase
Phase 3: Selecting best 20 business plans to be incubated and
supported for a period of one to two years
In three phases, trainees take in-class training. In each phase,
trainees have coaches/mentors who help them understand
concepts in practice and fill in the information in accordance
to everyone’s business idea. In class, trainees receive
theoretical lessons and after class they are given forms to fill in
basic information related to their business. Between training
phases, at least each one spends ten days collecting the
market information related to his/her business idea and when
they meet for the next phase each one should have a drafted
version of the business idea. The entire training is closed with
a pitching event that brings together trainers, financial
institutions and any other interested persons. The best
business plans are awarded and given opportunity to be
incubated. During the incubation phase further support are
provided which include for instance; access to INES-BIC
facilities; coaching/mentoring, networking, access and linkages
to financial institutions, technical support in ICT, access to
laboratories, trade fairs and field visits to role model
entrepreneurs.
Until December 2014, 12 start-ups officially registered at
Rwanda Development Board. Currently 6 businesses are
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progressing steadily whilst others are still struggling. In order
to make sure that incubatees do not operate informally, they
were requested to officially register their companies. By doing
so they could benefit INES-BIC support. Most of businesses are
farm-related (poultry, pig rearing, food processing), food
service and car mechanic.
Although connected to financial institutions, incubatees
preferred to start with their own money. They started small,
expecting to grow bigger.

P ARTNERSHIPS A ND N ETWORKING
INES-BIC brought together winners of the Business Plan
Competition and other players in the field such as local
financial institutions (Business Development Fund, Kenya
Commercial Bank) and public and private organizations such as
Workforce Development Authority (WDA), Private Sector
Federation. INES-BIC also linked with Intelligence for
Innovation Network (iN4iN Network), Ministry of trade and
Industry, etc. These different organizations play an important
role in employment creation, capacity building in the field of
entrepreneurship and provide financial support to different
activities. INES-BIC further supported trainings provided to the
target groups and participated in business plan evaluation.
C O N D U C T I N G M AR K E T NE E D S A S SE SS M E NT FO R N E W T AR G E T
GROUPS

After successfully conducting the Business Plan Competition,
local population received training on how to become
successful entrepreneurs. This category brought small
entrepreneurs from four districts surrounding INES-Ruhengeri.
As this was a different group, INES-BIC had to conduct a
market study.
D E V E L O P I N G T A I L O R - M A D E T R A I N I N G M AT E R I AL S I N E N G L I S H
A N D K I N Y A R W AN D A

Many local people speak and understand the local language
which is Kinyarwanda. However, many training materials are in
foreign languages which make it a bit hard to transfer the
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knowledge. It is for this reason that INES-BIC team sat down
and developed materials in English and in Kinyarwanda in
order to be successful in training designed for English and/or
Kinyarwanda speakers.

Many local people
speak and
understand the local
language, which is
Kinyarwanda. It is
for this reason that
INES-BIC team
developed materials
in English and in
Kinyarwanda in
order to be
successful in training
designed for English
and/or Kinyarwanda
speakers.

Materials in English were translated into Kinyarwanda for the
purpose of standardization. Team members of INES-BIC
discussed the material for common understanding. All team
members speak both languages. Members recruited from the
business community and those who have been dealing and
interacting with similar clients in their daily activities, take the
lead in skills transfer. Such practitioners understand the client
mindset, behavior and expectations than academic staff in the
team of trainers/coaches/mentors.
L I N K A G E S W I T H SU R R O U N D I N G B U SI NE SS C O M M U N I T Y

Linkages are done through training/coaching/mentoring of
existing businesses in the following two ways:
(a) Peer-to peer coaching/mentorship

To supplement university teachers, other mentors/coaches are
chosen from the professional community based on their
experience in a specific business sector (in agriculture or other
sectors)
(b) Youth enterprise (Learning Business by doing)

A six-month training and coaching to young students who are
already in class is provided. During that period, they are
introduced to entrepreneurship principles, skills in business
creation and management. Students are encouraged to seek
funds themselves, start and run business like any other
entrepreneur. Participants learn both theory and practice.
As this exercise aims at developing skills of aspiring
entrepreneurs, participants in the program put in place ground
rules for effective management of business which can result in
its continuity after graduating from university or cessation if
participants fail to continue together.
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The process of training at INES-BIC introduces participants to
the basic and advanced steps of entrepreneurship and what it
means and takes to start and manage one’s business properly.
The first module “Introduction to Entrepreneurship” is
complemented with other modules that provide start-up
entrepreneurs with knowledge and skills to start and manage
their business in an efficient and sustainable manner.
Under normal circumstances, the entire business skills training
take 15 days, but it is subject to changes depending on
experience and requirements of target groups. In some
instances, the training supplements participants’ knowledge
on their already existing information on entrepreneurship. The
days are not consecutive, but scheduled such that participants
can work on their business plan to match the required number
of days.
The training package comprises the following 7 modules
delivered in 15 days:
M O D U L E 1: I NT R O D U C T I O N T O E NT R E P R E NE U R SH I P

This module is the starting point for entrepreneurship
awareness. Trainers emphasize and highlight the challenging
aspiration of becoming a successful entrepreneur and provide
basic ground for identification of potentially creative and fully
committed entrepreneurs.
M O D U L E 2: B U S I NE S S P L AN NI N G

The Module “Business planning” comes as a continuity of the
previous module. It provides all technical and practical
information to entrepreneurs on how to develop or write their
business plans, the structure of conventional business plan
and how to present their unique personalities in their business
plans.
As the roadmap for their businesses, the business planning
helps set targets, collates ideas, plans for the future of the
enterprise and verifies that the business idea is realistic and
feasible. Furthermore, its relevance in attracting finance for
starting a business is discussed without missing its dynamism
throughout the process. To achieve aims and objectives of the
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enterprise, business planning serves as a tool for monitoring
and measuring the performance of the entire business.
M O D U L E 3: M AR K E T I N G A ND S AL E S

This module addresses one of the most important aspects of
the entrepreneur’s business i.e. how to market and sell their
products/services to target customers at a profit. During
training sessions, participants come up with a strategic
marketing plan; gain in-depth understanding of the marketing
mix; learn to add value to customers’ needs and how to sell
products and services at the different marketing and sales
cycles. Before going to the field, they practice some tools such
as Rapid Market Appraisal.
M O D U L E 4: P R O D U C T AN D SE R V I C E D E V E L O P M E NT

The aim of this module is to help trainees in product or service
development understand supply and delivery process. They
need to demonstrate who their suppliers will be, what terms
they offer, what quantities is needed and if required, who will
be an alternative supplier or fulfill a large order. Trainees need
also to understand and provide details of the premises to be
used, its layout, job task assignment in producing/servicing,
resources need etc.
M O D U L E 5: H U M A N R E SO U R C E M A N AG E M E NT

Human resources management depends on integrating the
importance of human resources into the company’s strategic
policy and planning and ensuring all line managers adopt its
principles as part of their everyday work. Under this topic,
trainees are introduced to principles and processes of team
building, management and evaluation. In short, it reflects the
match between employees and the human resource needs of
the company and the quality of working life.
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M O D U L E 6: F I N A NC E M A N AG E M E NT

This module introduces start-up entrepreneurs to one of the
most important aspects of their business - finance or money
management- and what start-up entrepreneurs need to know.
It discusses basic concepts useful for entrepreneurs on daily
basis. Such issues include access to finance, sources of funding
budgeting and setting up basic financial administration among
other topics. Trainees are introduced to basic financial
management, budgeting, bookkeeping, cash flow, access to
finance, profit and loss statement and balance sheet.
M O D U L E 7: T A X AT I O N

Module on taxation was developed in order to assist trainees
to identify the difference between taxes and tax systems,
different categories of tax payers (in national context) based
on types of business and annual income, tax calculation and
declaration (manual or online), value added tax and penalties
associated to tax evasion.
In teaching all modules, different methods are used and
supported by series of PowerPoint presentations, exercises,
open discussions, case studies, role play3 and other relevant
examples.
Whilst the description of the modules presented above
provides an overview of training dynamics at INES BIC, the
phases through which these modules are introduced have
been outlined in the table below.

3 Role play is a technique used in training in order to make the person under

training act as though they are performing the real scenario.
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PHASE 1: BUSINESS IDEA GENERATION AND SELECTION
DAY

TOPIC

SUB CONTENT

Day 1

Steps of Business
Implementation:
Introduction to
Entrepreneurship

Morning
 Training/Workshop Overview
 Saleable/marketable competencies
assessment
 Personal Entrepreneurship Characteristics
(PECs)
 "Abilities Window"
Afternoon
 Personal Entrepreneurship Characteristics
(PECs) checkup
 Wheel of PECs
 Finance checkup and fund for investment
 Entrepreneur’s Environment

Day 2

Steps of Business
Implementation:
Business Idea generation
and selection

Morning
 Methods for business idea generation
 Screening and selection of best viable
business idea
o Macro screening
o Micro screening
Afternoon
 SWOT analysis of best idea
 Final decision

Day 3

Steps of Business
Implementation:
Information seeking – Initial
assumptions/dreams

Morning
 Market
 Supply
 Infrastructure
 Business management
Afternoon
 Access to Finance
 Legislation
 Business support facilities
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PHASE 2: BUSINESS PLANNING
Part 1 of phase 2 consists of transfer of knowledge and skills that can be obtained, filled in during
training process and complemented by market data/information. After Day 6, participants have
to go to the field to collect accurate and reliable information with regard to market
products/services, competitors, marketing channels that constitute the basis for their business.
They have a minimum of 10 days to harmonize the document before entering the 2nd part of
phase 2.
DAY

TOPIC

SUB-CONTENT

Day 1

Introducing business plan
writing

Day 2

Legal status of a business

Day 3

Structure of a business plan

Day 4

Strategic planning

Morning
 Introduction to business plan writing and its
role in business management
Afternoon
 Pitching business idea
Morning
 Different forms of businesses
 Cover sheet / business plan structure
Afternoon
 Executive summary
 Personal information
Morning
Business description and Industry overview
(Simulation exercises: 45min)
 Current situation in industry
 Trends and changes
 Technological change
 Political or legal change (regulations, laws)
Afternoon
 Demographic change
 Economic change
 How will you use mentioned trends
 Barriers to entry in relevant industry
Morning
 Vision and Mission statements
(Exercise: 30 min)
 SWOT analysis (1 hr)
Afternoon
 Business goals and strategies (SMART)
(Exercise: 30 min)
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Day 5

Product / service features
(Exercise – case study: 45
min)

Morning
 Features and benefits of your product/service
o
o
o

o
o
o
o
o

What are your products or service unique
characteristics?
Why will customers purchase your
product/services?
Are there any complimentary
product/services that your product is
dependent upon?
What are you doing differently from what
is on the market currently?
Is your product ready for sales?
Describe your production plan
List all machinery & equipment that you
need
Provide further description of the
product/service

Afternoon
Target market (Exercise Case
study: 45 min)







Day 6

Competitive analysis
(Simulation exercise: 1 hour)

Demographic characteristics (age, gender)
Psychographics (lifestyle)
Geographic characteristics
Market behavior (decline, stability or growth
of market)
Size of the market

Morning
 List of Competitors
 Information needed
 Years in business
 Product/service description
 Customer profile
 Pricing strategy
 Advertising strategy
 Why customers buy from them
 Activities learned from competitors
 Winning competitors’ customers
Afternoon

Marketing plan
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What is your product?
In what market are you operating?
What is your position in the market?
Who buys your product/service?
For what price do they buy?
Why do they buy it?
Where do they buy it?
How do you reach your customer?
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In part 2 of phase 2, participants complement the information collected from the field with much
focus on calculations and allocation of resources. They have time to revisit their plans with
regards to market realities/conditions. After Day 12, participants are given another 10 days to
harmonize and finalize the plan before pitching.
Day 7

Organizational plan

Day 8

Management and
partnerships

Morning
 Human resources
o
What human expertise is required for
the business?
(Developing terms of references: 45
min)
o
How many people are you planning to
employ?
o
What will be the structure of your
organization?
Afternoon
 Organizational structure
o
Who is responsible for what?
(Exercise: Developing roles &
responsibilities for every position
indicated: 45min)
Morning
 Who will manage the business?
 Will you set up the business yourself or in
partnership with others?
 What are the legal issues?
 Which official registrations and licenses do
you need to operate your business?
Afternoon


Day 9

Risks and rewards
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Social and Corporate responsibility

Morning
 SWOT analysis (Exercise)
o
What factors are critical for the
success of your plan?
o
What risk does your plan face?
(political, legal, economic, social,
environmental, technological)
o
What are the sources of the risk, the
probability of occurrence and the
effects?
Afternoon
 What measures can you take to avoid these
risks?
 Define operational plan
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Day 10

Day 11

Day 12

Financial plan
(After demonstrative
exercises, other exercises
are based on trainees’
projects)

Taxation

Presentation Skills
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Morning
 Access to Finance
 Budgeting (Exercise: 1 hour)
 Cash-flow (Exercise: 1 hour)
Afternoon
 Profit and Loss statement
 Balance Sheet (exercise: 45 min.)
 Break-Even Analysis (exercise: 45min.)
Morning
 Types of taxes and tax systems
 Different categories of tax payers (in national
context) based on types of business and
annual income
Afternoon
 Tax calculation and declaration (manual or
online),
 Value added tax and penalties associated to
tax evasion.
Morning
 Executive summary
 Elevator pitch
Afternoon
Recapitulation of the entire training (Phase 1 and 2)
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PROMOTING
ENTREPRENEURSHIP
THROUGH A UNIVERSITY
BASED CENTER:
PROGRAMS AND TOOLS
USED BY THE
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DAR ES SALAAM
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PROMOTING
ENTREPRENEUSHIP
THROUGH A
UNIVERSITY BASED
CENTER
PROGRAMS AND TOOLS USED BY THE
UNIVERSITY OF DAR ES SALAAM
ENTREPRENEURSHIP CENTER
BY GOODLUCK CHARLES AND DONATH OLOMI

I NTRODUCTION
The 1990s saw an increasing interest in the subject of
entrepreneurship and innovation in African Universities,
following realization that the original purpose of African
Universities, which was to prepare young people for white
color jobs was outmoded. The traditional aim of educational
began to be questioned with greater realization that the focus
should shift to promoting innovation and entrepreneurship.
Consequently, an increasing number of Universities in Africa
began to embrace entrepreneurship promotion in the late
1990s.
The University of Dar es Salaam (UDSM) adopted a long term
(15 years) Institutional Transformation Program (ITP) in 1994
aimed at making the institution more responsive to the needs
of society. Among others, the University set a strategic
objective of producing job creators rather than just job
seekers. At the same time, the then Faculty of Commerce and
Management (now Business School) had started engaging, on
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sporadic basis, on short term training and research in the area
of small business. This interest led to proposal for a project to
establish a small business center in 1996 and then an annual
international conference on entrepreneurship and small
business development in 1997. These efforts culminated
eventually to establishment of UDEC in 1999 with technical
support from TSM Business School (Netherlands) and funding
from the Dutch Government. The University instituted a Policy
on Entrepreneurship Development in 2001. The center was
staffed with basic administrative support and was to do most
of its work through associates.
For the last two decades, University of Dar es Salaam
Entrepreneurship Center (UDEC) has been regularly delivering
client paid training to SMEs something that other higher
learning institutions and even most private providers have not
managed. It is therefore interesting to understand the training
models and approach used by UDEC to promote
entrepreneurship within and outside the University.
This Chapter describes programs and tools used by UDEC to
promote entrepreneurship and innovation within and outside
the University of Dar es Salaam. The next section presents the
framework for entrepreneurship promotion at the UDSM. This
is followed by a brief description of core services and offered
by UDEC including the models and tools used to offer those
services. Thereafter the tools used to deliver two selected
programs (Women Entrepreneurship Training Program and the
Summer School) are presented in detail. After that, we present
the lessons and challenges facing UDEC in applying the
approach used to offer its services. The Chapter concludes by
recommending strategies that could be used to promote
entrepreneurship and innovation Centers in the Higher
Learning Institutions in Africa.
The approach used entailed a review of key program
documents and reflection by the authors both of whom had an
opportunity to assume the leadership positions at UDEC. The
documents consulted include published and unpublished ones,
such as a journal papers, project write ups, progress reports,
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the proposal for establishing UDEC, policies, training reports,
external evaluation reports, databases of tools used to deliver
various programs, etc. Project evaluation reports by Nuffic of
the Netherlands in 2003 and Goldman Sachs Foundation of the
United States between 2010 and 2014 were among the
documents reviewed.

F RAMEWORK FOR E NTREPRENEURSHIP P ROMOTION AT THE
UDSM
The framework for entrepreneurship promotion at the UDSM
emerged from the need for building consensus with university
policy makers on entrepreneurship development. A policy on
entrepreneurship development was prepared defining the
strategies to achieve this to include development of general
enterprising tendencies (gets) among all students, promoting
interest in doing business and developing business start-up
and management skills among those who would express
readiness to start own businesses. In order to enhance gets
among all students, all academic staff would be required to
promote the development of these tendencies among
students through their own courses. In turn, faculty would be
exposed to pedagogical methods so they can adopt them as
they teach their mainstream subject. In addition, awareness
courses would be developed and offered to all undergraduate
students, either as evening or Saturday courses or part of
credit courses. In their final year of study, all students would
have the opportunity to participate in an optional business
planning course to prepare bankable business proposals. The
framework (figure 1) became a key ingredient of the policy on
entrepreneurship development approved by senate in
December 2001.
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Figure 1: Framework for Entrepreneurship Promotion at the UDSM

S PECIFIC S ERVICES OFFERED BY UDEC

UDEC offers several courses,
consultancy, counselling,
incubation, business plan
competition and matchmaking services to potential
and existing MSMEs.

Within the University, UDEC supports other units to
mainstream entrepreneurship, through training of trainers,
support in curriculum development, advising and counseling
students interested in enterprise, networking with other
service providers, and business incubation outside the
University. UDEC contributes to the growth and
competitiveness of micro and small businesses in Tanzania,
through entrepreneurship training and provision of business
development services. In pursuit of this mission, UDEC offers
several courses in consultancy, counseling, incubation,
business plan competition and match-making services to
potential and existing micro, small and medium sized
enterprises (MSMEs) as well as staff of institutions supporting
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MSMEs. External programs are key to the sustainability of
UDEC, as it does not receive any budget from the government
or the University. In his evaluation report, Professor Low
Murray (2011), the Head of the Entrepreneurship Centre at
Columbia Business School, USA remarked that:
UDEC is a huge success story. ….The center set the ambitious objective of creating an
entrepreneurial culture, throughout the university and beyond, both regionally and
nationally. In the past 12 years the center has developed and delivered a wide range
of programs and activities that have all advanced this core purpose. Through the
creative use of grants, partnerships, paid programming, and consulting work, the
center has managed to build a core staff and faculty, and a growing group of
affiliated consultants and service providers.
What has been accomplished is truly impressive.
The services offered by UDEC to internal and external markets
are briefly described below.

P ROGRAMS FOR THE I NTERNAL M ARKET
UDEC offers a number of programs targeting the staff and
students at the University of Dar es Salaam. For staff, the main
program delivered by UDEC across the University of Dar es
Salaam focuses on building the capacity of academic staff to
deliver entrepreneurship training as follows.

T RAINING O F T RAINERS ’ W ORKSHOPS (TOT S )
Several TOTs were delivered soon after approval of the Centre
to disseminate the entrepreneurship promotion framework,
train lecturers and develop training materials for both the
awareness course and the enterprising teaching learning
methods course. The trainees participate first as trainees, then
as trainers and finally they provided input on improving the
process and in developing the trainers guide and reference
materials. Over 300 teaching staff have attended the
workshops. In addition, a training of trainer workshop is
organized for the business start-up course. For the purpose of
this training, business planning reference notes, business
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planning work book and teaching cases were developed and
tested. The materials developed proved very useful in courses
for both students and practicing entrepreneurs.
The challenges in developing University lecturers to be able to
facilitate learning include lack of a binding framework which
makes such training a requirement, and limited resources.
Ideally all teaching staff should be oriented to the teaching
practice. The University of Dar es Salaam has a program for
this purpose. However, whether lecturers go through it
depends on availability of funds. Even when the training is
held, it is not combined with, for example, enterprising
teaching learning methods. The later has to be organized
separately.
For the students, the Centre delivers a number of courses and
services including;
CAREER TALKS

UDEC… exposes
students to the value
of being enterprising
both as individuals as
students as well as
opportunities
available for personal
and career growth at
the USDM and
beyond

UDEC offers an inspirational career talk to first year students.
The objective is to enable the students to build competencies
that matter for their future, rather than just working towards
earning certificates. These workshops are running on Saturdays
where motivational speakers are invited to inspire the
students. However, after realizing that those who did not
voluntarily come to the workshop are the ones needing it
most, the UDEC decided to integrate the talk in the compulsory
development studies first year course. This involves giving
about 2 hours of talk to students in different groups.
B R I D G I N G / P AR AL L E L W E E K E ND C O U R SE S

Since not all course facilitators include entrepreneurship in
their curricula, UDEC offers Saturday entrepreneurship
workshops for students who are not able to access such
courses.
S T U D E N T S ’ E NT R E P R E NE U R SH I P FO R U M S

UDEC supported the establishment of UDSM Entrepreneurship
Forum, under which members organize training and
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networking events on entrepreneurship and business skills
with support from UDEC. The program exposes the students to
the value of being enterprising both as individuals and as
students as well as opportunities available for personal and
career growth at the UDSM and beyond. It enables the
students to be aware of the challenges and requirements of
the labor market, and consider entrepreneurship as a viable
career for graduates.
M E N T O R I N G A ND C O A C H I NG

Some students develop interest in actually starting their own
business. Some of these come to UDEC for advice and
counseling. UDEC introduced Wednesday business clinics for
such students. Students who are running businesses or who
plan to engage in any entrepreneurial activities (starting NGOs,
clubs, etc.) come to UDEC for this service. It links the students
with its associates for mentoring and coaching services. The
students are guided in terms of the business idea generation,
screening of ideas and development of the business plans.
Once their ideas are well developed, they are linked with banks
and other financial institutions for the additional support.
DEGREE AND DIPLOMA PR OGRAMMES

In response to needs identified in the external market, UDEC
has pioneered three post-experience, post-graduate programs:
a Postgraduate Diploma in Entrepreneurship and Enterprise
Development (PGDEED), a Postgraduate Diploma in MicroFinance (PGDMF) and a Masters in Entrepreneurship and
Enterprise Development (udec.udsm.ac.tz/post-graduate).
Since UDEC has neither the mandate nor staff to offer these
programs, it has partnered with the University of Dar es
Salaam Business School (UDBS) to do so. Following recent
relocation of from the Business School to the Directorate of
Knowledge Exchange, the programs are fully offered by UDBS.

P ROGRAMS FOR THE E XTERNAL M ARKET
UDEC has over the years developed a number of programs,
which provide not only recurring income, but continuous
contact with clients and other important stakeholders who
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participate in them. These programs, their main objectives and
years established are as follows:

S HORT C OURSES

A good number of short
courses include:
customer care,
competitive marketing
strategies,
entrepreneurial
management of
schools, time
management, business
planning, etc.

When the UDEC took off in 1999, it started by offering a two
week entrepreneurship course supported by donors.
Participants were charged a token of about $10 for the entire
course. When donor funds dried up, this could not be
continued. At the same time, the faculty of commerce was
offering a two-week course on project formulation,
management, monitoring and evaluation program, to
government officials, under sponsorship of UNDP. It was
decided to offer the course to employees involved in SME
development institutions whose fees could be paid by their
employers. However, since a two week cost would be
unaffordable to most people in terms of the fee and time it
was decided to break it down to three independent courses
(project formulation-4 days, project management-3 days and
project monitoring and evaluation – 3 days). These courses
were positioned as targeting institutions involved in serving
SMEs as policy makers, financiers, trainers, consultants, etc.
UDEC adopted the training materials and cases to reflect its
target market. We have been advertising and selling these
courses successfully for a number of years.
A good number of short courses which were are at the same
time delivered as tailor made courses to clients in the private
and public sectors have been introduced. These courses
included: customer care, competitive marketing strategies,
entrepreneurial management of schools, time management,
business planning, etc. Up to 2006, we did not have a specific
focus on small and medium enterprises, as it was felt that very
few of them would be willing and able to pay our fees, which
averaged $75 per participant per day. For instance, the 2004
external evaluation (of UDEC) reported that:
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UDEC has found it easier to attract NGOs and business support organizations to its
courses rather than SMEs themselves. The courses would appear to be too expensive
for owners of small enterprises and NGOs involved with micro enterprises unless they
have accessed financial support for their participation
(Richardson, 2004).
Due to the fact that some of the University teaching staff were
not willing to invest in developing the experience required to
train adults, UDEC took a decision of only allowing
experienced trainers into the short courses. If someone
wanted to train, he/she had to sit in when experienced
trainers were training and would gradually take on the role of
facilitator with demonstrated experience. This selective use of
facilitators must have played a key role in building popularity
of EC and later UDEC programs.

T HE W EEKEND E NTREPRENEURSHIP C OURSE
This is a 12 evenings course (2-5 pm) offered on Saturdays and
Sundays in Swahili, targeting existing and prospective business
entrepreneurs who either have no time to attend training on
weekdays or cannot readily follow a course in English. The
courses were initially developed in collaboration with fairly
wealthy merchants. However, when they were informed that
it would cost around $250 per participant, they complained
that it was too expensive. It was agreed that since it was
already designed, it would be advertised to others, to enable
the UDEC to reduce the cost to $100 per participant.
Although the course does not actually make money for UDEC,
it was seen as a way of building the experience of trainers and
credibility of UDEC. If UDEC and its associates were to claim to
be experts in SME development, then they should be very
close to them. As well, it was also considered very strategic,
given that UDEC wanted to establish a Business Development
Services (BDS) incubator and incubatees could take turns to sit
in with prospective clients to learn from experienced
facilitators, and even to start training for a fee while still in the
incubator. To make this possible, facilitators who normally
handled better paying courses were requested to take
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sessions in the weekend course as part of their contribution to
SME development and also as investment in learning.

C ERTIFICATE I N E NTREPRENEURIAL M ANAGEMENT
(CEM)
Following the success of the weekend course and demands
from those graduating for a higher level course, UDEC decided
to develop a four months evening “business growth” course.
In 2008, the International Finance Company (IFC) supported a
study tours to Nigeria, where a similar course was already
running successfully, as well as development of teaching cases.
Although the course borrowed some good practices from
others in Africa, the design as well as the learning materials
(including cases) was wholly done by UDEC associates. The
course was launched in 2009.

A DVANCED C ERTIFICATE I N E NTREPRENEURSHIP A ND
B USINESS M ANAGEM ENT (ACEBM)
As UDEC was getting ready to launch CEM, Goldman Sachs
Foundation had come up with its 10,000 Women Initiative.
The aim is to support 10,000 entrepreneurs throughout the
developing world to develop competencies that would enable
them to upgrade and grow their firms, by addressing the most
binding barriers. UDEC and the Business School had been
identifies as a potential provider of the training. It was decided
that the ACEBM program would be co-branded and run jointly
by the two institutions (Columbia Business School and UDBS).
This has been one of the most successful programs and it is
presented as a separate case.

B USINESS D EVELOPMENT S ERVICES (BDS) I NCUBATOR
The business incubator for business development services
aimed at giving young graduates interested in developing a
career in training and consulting for SMEs the opportunity to
operate from UDEC, where they would have ready access to
SMEs (clients), experience from ongoing activities in the
center, networks with potential sponsors and the brand
already developed. The incubator provides office space, a PC
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and access to shared facilities (printing, fax, photocopy,
secretarial, meeting rooms, training room and equipment,
equipment hire for outside assignments), mentoring, training
and networking with clients and other stakeholders. The
capacity in the pilot phase was about 10 companies.
The full service incubator was launched in 2010 following
completion of the building. UDEC manages the incubator as
part of its normal activities.

B USINESS P LAN C OM PETITION
UDEC established a business plan competition in 2007, in
partnership with Bid Network Foundation, and financial
support from national organizations (business development
services providers, banks, government agencies, the stock
exchange, etc). The Business Plan Competition was a big
success. Subsequently, UDEC collaborated with Techno Serve
(an American NGO) to deliver another successful competition
in 2008. However, in 2009, Tanzania Private Sector
Foundation, with support of the World Bank, started
implementing a five year private sector development program
incorporating a national wide business plan competition with
massive funding. UDEC therefore decided to refocus on
activities that complement the competition.

I NVESTOR M ATCHING S CHEME (IMS)
Following the entry of the Tanzania Private Sector Foundation
(TPSF) into business plan competition, it was decided to look
for other ways of contributing to SME development. BiD
Network developed an online platform for supporting
entrepreneurs to submit business plans and for experts to
assess and provide feedback on the plan. As the plan
developed, it were upgraded in stages to a level where it is
considered “BiD Grade”, at which point it is submitted to angel
investors interested in that kind of business for consideration.
Interested angel investors could then approach the proposer
for consultations and possibly would seal an investment deal.
Initially the 2008 business plan competition became the main
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source of the business plans. However, when it ended, UDEC
had to look for business plans from other sources.

E NTREPRENEURS F ORUMS
In 2008, UDEC started organizing a quarterly forum, where
entrepreneurs (mostly alumni from its other programs) would
come, participate in a one hour presentation on a topic of
interest and use the remaining time to network. There would
also be some service providers displaying or simply interacting
with the entrepreneurs.

C ONSULTANCY A CTIVITIES
UDEC is quite active in the area of consultancy and contract
research. The center has worked in: policy analysis,
development, review, monitoring and evaluation especially
policies related to SME and private sector development;
project design, monitoring and evaluation; baseline/inventory
studies; development, review, monitoring and evaluation of
training programs and materials, including case studies;
strategic planning; and business planning. This consultancy
work is very important for faculty engagement and the
financial health of the center. Revenues from consulting and
contract research work are split 80% for the consultants, and
20% for UDEC. Consultants that bring a project to UDEC
become the project manager. Some of these projects are with
large NGO’s or corporations that can afford commercial rates.
These commercial activities create goodwill among the
consultants who will then accept lower paying engagements
targeting an SME population. For UDEC, revenues from these
profitable engagements support other activities such as
training programs for a variety of smaller colleges and
institutes.
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T OOLS , A PPROACHES AND M ATERIALS U SED TO D ELIVER
E NTREPRENEURSHIP P ROGRAMS AT UDEC
Over time, UDEC invested in developing training materials and
tools to deliver entrepreneurship training and support
innovation for its internal and external markets. In terms of
the training materials, the center has developed participants
reference notes, PowerPoint presentations and trainers guide
for various courses including (i) enterprising teaching-learning
methods (ii) entrepreneurship awareness (ii) business
planning, (iii) project formulation, management, monitoring
and evaluation (iv) entrepreneurial management of schools (v)
consultancy skills (vi) maintenance management (vii),
corporate governance (viii) customer care, (ix) time
management, (x) adult training, (xi) competitive marketing
strategies, (xii) advocacy skills, etc. In addition, similar
materials have been developed for all long courses.
With respect to tools used to deliver training, UDEC has
developed a number of teaching cases of various sizes and
complexity, stories, exercises, games, self-assessment
instruments and video clips etc.
Regarding the entrepreneurship and innovation training
approach, the methodology is largely experiential,
participative and practical in nature in order to develop the
capacity of the participants to learn and develop relevant
attitudes and skills. Trainers use a combination of the adult
training approaches and tools to enable participants learn by
doing. Some courses are designed in such a way that there is a
gap between one module and another to allow participants
implement the skills gained from each module and be
supported by facilitators in the form of wrap around services.
For further demonstration of our approach, we describe the
design and delivery of two popular programs offered by UDEC
namely i) Advanced Certificate in Entrepreneurship and
Business Management (ACEBM) for women entrepreneurs and
ii) Summer School for Graduates. The programs are selected
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on account of two major reasons. First, while one program
(ACEBM) targets the external market, the other program
focuses on the internal market, and this reflects the entire
UDEC market. Second, both programs apply some similar tools
and approaches, although they have some peculiarities that
help to exhaust the approaches and tools used by UDEC.

P ROGRAM 1: A DVANCED C ERTIFICATE I N E NTREPRENEURSHIP
A ND B USINESS M ANAGEMENT
O VERVIEW O F T HE P ROGRAM
The UDEC in collaboration with the University of Dar es Salaam
Business School launched a one-year Certificate Program in
Entrepreneurship and Business Management in July 2009.
Development of the Program began with the identification of
the challenges facing SMEs and women entrepreneurs. This
was done through reviewing the existing research on the
needs of entrepreneurs in Tanzania, conducting brainstorming
sessions with UDEC associates, UDBS faculty, SME operators
and other stakeholders. From the assessment made, it was
established that majority of women operators had limited
access to; markets, credit, information, business development
services, technology, business networks and linkages. They
function within male-dominated, patriarchal, and tradition
oriented societies where socio-cultural dynamics determine
the status of women and their inadequate participation in the
public sphere. Women have less access to education and skills
training and are restricted in their mobility due to child-care
and household responsibilities, as well as the practice of
having to gain permission from their husbands to travel.
They are mostly found in the low growth sectors due to lack of
growth motivation.
From the challenges observed, the UDEC and UDBS designed
the program with the main objective of developing critical
competencies (knowledge, skills, attitudes and habits) for
entrepreneurs and in particular, women entrepreneurs to
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grow an entrepreneurial business and more specifically SMEs.
At the end of the program, scholars are expected to become
more entrepreneurial in identifying and exploiting growth
opportunities for their businesses and be able to provide
effective leadership and strategic direction for a growing
business. Specifically, the program aims to enable women
entrepreneurs:

•

Identify and exploit growth opportunities for the
business

•

Think and act strategically in their businesses

•

Manage transition processes of the business from one
stage to another

•

Develop coping strategies to gender related challenges
in business

•

Provide leadership for a growing business

•

Market their products competitively

•

Develop competitive capabilities in the value chain

•

Design and manage systems (structure, control
systems, MIS) necessary for growth

•

Manage the business environment

In total, the program has trained 197 participants, 85% of
whom were women.
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M ARKETING A ND S EL ECTION O F P ARTICIPANTS
Recruitment of the participants is done through various media
and UDEC&UDBS networks. Both the center and the School
work with several organizations to promote the program
including media houses, the networks of the UDBS and UDEC
alumni, scholars in other programs, UDBS partners and clients.
Some of the partners supporting us to promote the program
include; Tanzania Chamber of Commerce, Industry and
Agriculture (TCCIA), Tanzania Women Chamber of Commerce
(TWCC), Small Industrial Development Organization (SIDO),
Tanzania Private Sector Foundation (TPSF), Confederation of
Industry and Trade (CTI) as well BDS and NGOs dealing with
SMEs development.
The most critical condition for selecting participants to attend
the program is that she must a woman entrepreneur with
growth potential which is identified on the basis of:
•

Individual entrepreneurial attitude, tendencies and
behavior (e.g. growth motivation, innovativeness and
evidence of entrepreneurial experience)

•

Someone who is running a business as a full time job or
is willing to make her business the full time activity

•

The business is operating in the growing and creative
industries, and has a great potential to contribute to
employment e.g. tourism, export, agriculture,
manufacturing, professional services, mining, microfinance etc.

•

The business has gone beyond the micro-level or shows
a great potential to go beyond that level within a short
period.

Selection of participants is done by the committee comprising
experienced entrepreneurs, experts and facilitators based on
the means testing criteria set under the requirements of the
program.
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D ELIVERY O F T HE P ROGRAM
This program is delivered in four stages namely training, wraparound services, networking and support women to access
finance.
TRAINING

The course has five core modules representing specific
competences, which need to be built. It is divided into four
major teaching sessions where each session has specific
courses to be delivered focusing on specific skill and
knowledge gap to be fulfilled. In addition, the business plan
sessions is delivered as a special class to prepared scholars for
business plan preparation. The class training takes 420 class
hours in 110 days. The training sessions are alternatively
conducted by twelve (12) UDEC/UDBS resource persons in
collaboration with speakers from the industry. At least 6
speakers are invited to participate in teaching the scholar. The
organizations and individuals participating in class
presentations include two entrepreneurs, Tanzania Food and
Drugs Authority (TFDA), Business Registration and Licensing
Authority (BRELA), Tanzania Revenues Authority (TRA) and
Tanzania Bureau of Standards (TBS) and different banks.

Course Modules Delivered in ACEBM
1. Leading and Entrepreneurial Strategy
 Entrepreneurial Strategy
 Building the Business Venture
2. Human Resources and Organizational Management
 Organizational Behavior
 Managing People
3. Marketing and Value Chain Management
 Developing the Marketing Plan
 Logistics and Value Chain Management
4. Finance for Growth
 Entrepreneurial Finance
 Records, Accounts, and Information Management
5. Managing the Business Environment

Gender Aspects of Business

Business Environment and Compliance
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The program schedule is largely based on the conveniences of
participants. In total, there are five (5) teaching sessions. Each
teaching session has specific courses delivered and focusing on
specific skill and knowledge gap to be fulfilled. Classes are run
on week days from 3.00 p.m. to 7.30 p.m. Participants are
required to complete assignments in between class sessions.
Each session lasts for two weeks where two courses are
covered in each session. After the class sessions participants
are given scholars sufficient time to work on and finish their
business plans. This is essential because one of the
requirements for the scholars to graduate is a complete
business plans.

WRAP AROUND SERVICES

Faculty from UDBS offers the wrap-around services to scholars
during the implementation of the training program. The main
services offered include; mentoring and coaching; consultation
and advice; support to develop the business plans; networking
opportunities; and support to access capital. The mentorship
activities start after completion of course work. Mentorship
starts with supporting women to develop the business plans
and expose them to linkages and business development
support. The business development process is supported by
faculty members from UDBS some of whom have taught
scholars in class. The business mentorship is provided on
continuous basis where the mentor regularly meet scholars at
their business sites, (usually ones a week for at least two hour
each meeting). The end- product of the exercise is that each
scholar must produce a bankable business plan, as a
requirement to qualify for graduation. Our interactions with
women indicate that the majority of them have used the
business plan to improve their businesses and access financial
support. However, the main challenge encountered in
mentorship is matching of time of entrepreneurs to availability
of mentors.
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NETWORKING EVENTS

At least three big networking events are organized which bring
the family members, business development service providers,
banks, facilitators, regulatory agencies and other pertinent
participants. The events introduce the program to the family
members, create a networking opportunity for scholars and
their spouses, discuss family and business issues and
challenges as well as connect participants with financiers and
other service providers.

SUPPORT WOMEN TO ACCESS FINANCE

Through the arrangement made with a local bank (CRDB Bank
Ltd) women are supported to submit their business plans to
the bank for funding. This arrangement aims at improving
women’s access to business capital to address the challenge of
access to capital for women entrepreneurs. Although the
challenges of accessing capital is still there due to banks
requirements at least 10% of the women have accessed
finance from CRDB and from other banks. The evaluation
reports consistently indicate that on average participants are
able to increase their annual revenues by 46% and the number
of employees by 41%.

APPROACHES AND TOOLS USED

This program is unique in the sense that it is offered for a long
period but subdivided in specific modules and sessions to
provide participants who are practicing entrepreneurs enough
time to implement the skills gained. Combination of class
training, wrap around services and close support to access
resources make the program more unique. A number of tools
and methodologies are used to promote entrepreneurial spirit,
innovation and improve the skills to run businesses.
Participants normally begin with a course on entrepreneurial
strategy which aims to create entrepreneurship awareness
and instill innovation skills to participants. A course on building
the business venture aims to facilitate participants to identify
innovative strategies for growth and be able to develop a
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bankable business plan. Other courses focus on practical
aspects of implementing innovative ideas and running the
business.
In order to achieve the program objectives, a number of tools
are used to deliver the program some of which are briefly
described below;
Case studies: Case studies of entrepreneurial and innovative
local entrepreneurs are used to inspire women and enable
them acquire entrepreneurship and innovation skills. At least
four cases are used in every course for the purpose of
demonstrating specific skills. Participants are provided with
the cases to read, discuss and draw lessons from the evidence
provided by the cases. In addition, selected stories and real life
examples are used to demonstrate the intended skills.
GET Test: This is the self-assessment tool designed to bring
together and measure a number of personal ‘tendencies’
commonly associated with enterprising persons. These
include: need for achievement; need for autonomy; creative
tendency; risk taking; drive and determination. Both the
instructions and the ways of interpreting the scores are
provided to enable participants assess their entrepreneurial
behavior on their own. The facilitators, discusses the results
with participants and guide them on how course of actions to
be taken to improve their entrepreneurial culture and
innovation. The test has proved to be effective as a training
tool and as a motivation for participants to improve their
entrepreneurial and innovation ability.
E-type Test: This is a tool developed by Rhonda Adams (2008)
which is used to identify nine types of specific entrepreneurialtypes that cover the range of personality traits and working
styles. The test helps entrepreneur find the kind of career or
business they can excel and the skills needed to excel in those
businesses. It entails self-assessment questions, guidelines for
reading the results and indication of the best business one
could do. It is normally conducted when participants are
selecting ideas for startup and /or growing their businesses.
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Business Idea Feasibility Check: Before beginning the business
planning process, participants are guided to complete the
business idea feasibility check. The main aim of this tool is to
enable participants embark on a practical assessment of the
viability of their ideas. Participants are given at least one week
to undertake quick market assessment and fill the form. The
share the filled-in form with their colleagues and facilitators
and get inputs to improve their ideas. Once the idea passes
the feasibility check it moves to the next stage of preparing
the business plan.
Business plan template: After passing the feasibility check,
participants are provided with the business plan template
which is used to guide them through the process of developing
the business plan. The template includes a section on
feasibility fact sheet which may substitute the business idea
feasibility check. Much as the template is quite detailed, it is
customized by the facilitators and participants to suit a
particular business. Participants are therefore given at least
four months to produce the filled-in template under the
support of the mentors and coaches. Our experience shows
that most plans produced from this template are fundable and
facilitate entrepreneurs implement their strategies.

Other tools and approaches: In addition to the tools presented
in this chapter, the program entails other motivating
approaches including for example, Board Room where
selected participants act as the Board Members of particular
business and give feedback on strategic issues, role plays,
simulation, demonstration of business models, pitching of
business ideas, visit of successful businesses, participating in
ongoing business plan competition and linkage to business
clubs. This combination has shown positive results for the
participants in this program.
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P ROGRAM 2: S UMMER S CHOOL
O VERVIEW O F T HE P ROGRAM
In 2012, UDEC in collaboration with UDBS and Business
Academy Aarhus, Denmark (BAAA) designed the cross-cultural
summer school program for Danish students from BAAA and
Tanzanian students from UDBS. The program is jointly funded
by BAAA, UDBS, UDEC and DANIDA. For UDEC/UDBS, the
program was designed as an extension of weekend programs
for students which had largely focused on the class activities.
The idea of summer school was motivated by three major
factors. First, unlike the weekend programs, the summer
school entails the innovation camp which focuses on
stimulating innovation. Second, cross-cultural interaction of
the students from Denmark and Tanzania increases exposure
of the students and opens up avenues for new ideas. Third,
the summer school builds teams that encourage collaboration
and partnerships in implementing their ideas after graduation.
For Danish counterparts, the program targets students who
want to gain international and multi-disciplinary exposure by
working across borders, cultures and disciplines.
The students apply for the program and submit their initial
business concept whereby experts shortlist the proposals from
each school based on quality. A total of 100 students have
attended the program from 2012 -2014 whereby over 60% are
Tanzanian students. Although all Tanzanian students are third
year Bachelor of Commerce students, the BAA students come
from diverse backgrounds including tourism, information and
communication technology, accounting, finance and
marketing. The program draws facilitators from both
UDE/UDSB and BAAA.

O BJECTIVES O F T HE P ROGRAM
The main objective of this program is to enable students come
out with innovative and unique business ideas and build
meaningful business networks that covers two continents
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(Europe and Africa). Specifically, the program intends to
enable participants:
•

Acquire entrepreneurial attitude and innovation skills

•

Develop innovative business ideas that would be
implementable in Tanzania and extended to Denmark
through the partnership with Danish students.

•

Acquire the necessary skills for starting and running
new ventures

•

Share cross-cultural experiences and access the
environment where they can effectively learn from
each other.

At the end of the program participants are expected to have
cultural exchange, understand the business environment,
develop and pitch business ideas and business plans as well as
networking and have several team building tasks. Each year
the Summer School focuses on a particular sector. In 2012, the
focus was on tourism while in 2013, it was on agribusiness and
in 2014 on sea side development.

D ELIVERY O F T HE P ROGRAM
This is a two-week program combining class room sessions and
the Innovation Camp in a closed environment where the
students develop and sharpen their ideas. It is designed first to
build teamwork among individuals from cultural diversity and
to bridge the gap between Euro-culture and Afro-culture. So,
during the training sessions, participants are facilitated to
create the environment which provides learning, entertaining
and networking atmosphere.
Delivery of Summer School program covers a number of topics
and training activities as follows;
Culture exchange: On the first day of the training, students are
given opportunity to present their own countries and
interesting cultural aspects. Students from both countries
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cover a number of aspects such as life styles for both rural and
urban people, food and eating habits, natural endowment,
business culture, social values etc. This session is facilitated
jointly by facilitators from Tanzania and Denmark. The main
objective is to enable participants appreciate the culture of
each country, key differences and how to get along with each
other. A number of techniques are used to promote team
building, ice breaking and encourage joint activities.
Tanzanian night: The students from Denmark are invited by
their counterparts in Tanzania to participate in a cultural
gathering known as Tanzanian night. This event offers an
opportunity to taste Tanzanian culture by the native cuisine
served in typical traditional Tanzanian foods. Tanzanian
students and facilitators demonstrate for example Tanzanian
traditional dancing and their counterparts Danes also
participate in dancing. Professional traditional dancers
perform and involve students and facilitators from both
Tanzania and Denmark. The main goal of this activity is also to
promote team work and further learning of each country’s
culture.
Understanding the business environment: The students are
given an opportunity to understand the business
environments of both countries. This session involves brief
presentations by students and facilitators from both counties
on the peculiar features in their business environments. The
emphasis is on opportunities and challenges on innovating and
investing in the two countries. During the discussion,
participants are exposed to possibilities of doing business,
available resources and facilities, the possibility for business
collaboration between two countries etc.
Mini-conference: The mini conference that brings together key
stakeholders respective sectors is organized to share
experiences and opportunities available for students.
Representatives from specific Ministries, Government
agencies, private sector, business associations, financial
institutions and practicing entrepreneurs are invited. The main
goal of conference is to concretize the previous day’s session
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by exposing the student to real business environment issues,
available services, networks and connections. The conference
also aims to connect the students with the sources of
resources when they decide to implement their ideas.
Generation of business ideas and preparation for business
planning: This entails a brief class session on
entrepreneurship skills, business idea generation and business
planning. More importantly, the students are grouped into
groups entailing different specializations and nationality to
ensure the cultural and academic background diversity from
each group. The students are facilitated to come out with
several ideas some of which are crazy. As the process
intensifies, students are guided using tools like feasibility
checks to screen their ideas and focus on more innovative,
implementable and competitive ideas. At this stage, they are
encouraged to consult and change their ideas as they prepare
for the innovation camp.
Innovation Camp: After concretizing the initial business ideas,
students are provided with the guidelines for the innovation
camp. The innovation camp is a unique setting which provides
the students with the controlled environment they can
develop innovative business ideas and get feedback from
facilitators. The student are moved away from University
environment to Gezaulole Camp (60 kilometers from the
University), located along a beautiful beach with sports ground
and accommodation facilities. Facilitators from Denmark and
Tanzania stay at the camp for three days working on students’
ideas to ensure that creative and innovative ideas are
generated.
For the purpose of preparing for the camp, the facilitator gives
a quick background to what will happen over the next three
days. This is meant to pique interest and get students excited,
without overly prescribing how it will go. When coming into a
camp/lab for the first time, participants typically have a hard
time grasping that it is meant to be fundamentally different
from other gatherings they have experienced.
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On arrival at the camp, students are given the rules of the
camp which basically require them to participate fully in all
activities and complete all tasks. They are given one hour to
embark on join sports and immediately after sports they start
working on their ideas. The teams work fairly independently
and pitch their ideas to the entire group often at around 8.009.00 in the evening of day 1. Each group is given silent
comments by all participants and facilitators in writing and
required to present improved ideas on the following day
morning. The comments are always many and diverse and this
makes the students to think very critically over the whole night
and in that way it promotes their innovative capacities. The
students pitch their ideas for the second time and get open
comments from facilitators. Most comments focus on viability
and innovativeness of the idea, ability to implement it,
resources needed, marketing and operationalization of the
proposed business etc. The students go back to work and later
pitch their ideas to invited experts from the sectors they are
dealing with. During this time, each team gets sufficient time
to interact with facilitators and experts to validate their ideas.
All the time, students can consult various people through
online communication and they are encouraged to so. Finally,
the students pitch their ideas for the whole group of experts,
facilitators and other participants, and receive final comments.
When the ideas are ready, they close the camp and go back to
the University for actual preparation of the detailed business
concepts/business plans.
Business plan competition: The final stage of the summer
school is the business plan competition which happens at the
end of the second week. After working on their business plans
for 3 days, students are given an opportunity to pitch their
business plans before judges, invited guests and other
students. The judges select the best project based on the
criteria set. The most important criteria are the degree of
innovation and practicability of the idea. The group that wins
is given an award of about $2000 which shall be used as seed
capital when the start.
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A number of lessons have already been learnt from the
Summer School Program. First, ideas generated from summer
school are more practical and innovative compared to those
generated from classroom based training. Second, crossculture interaction enhances the level of the students’
innovativeness and enhances learning. Third, innovation camp
component appears to be very effective in terms of providing
the controlled environment with tight programs that stimulate
students’ thinking and innovation. Fourth, although a rigorous
assessment of the program has not been done, some of the
students who go through the program start their own
businesses and/or become quite effective when employed.
Our interactions with two companies that emerged from the
summer school (a social enterprise and the ICT company)
indicates that the school acted as a motivation for students to
start and the skills gained from the school are very
instrumental in the actual running of the business.
Unfortunately, we have not found any company that is run
jointly by Tanzania and Danish students. This may be
accounted for by the distance between the two countries and
the fact most Danish students were still studying during the
program. Fifth, besides the innovation camp and the structure
of the class sessions, the tools used in this program are quite
similar to the one used in other programs run by UDEC (e.g.
case studies, e-type test, feasibility checks and business plan
templates). In view of this, what makes the program unique is
the approach and methodology used.

L ESSONS A ND C HALLENGES O F UDEC
The story of UDEC presented in this chapter together with the
programs described offer a number of lessons and presents
challenges of promoting entrepreneurship through
entrepreneurship centers in African Universities.
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L ESSONS
Generally, UDEC has been able to establish and deliver
ongoing, potentially high impact programs to SMEs, policy
makers, trainers and consultants. These programs have been
developed and are being delivered using best practices.
Collaboration with other institutions and consultants has very
much enriched UDEC’s offers. Over 4, 000 learners have gone
through these programs and some of them are training or
advising others. With these programs, UDEC is able to
generate recurring revenue at least to sustain operations. In
the process, UDEC has built a recognizable brand and
contributed to building the profile of the University and the
country. UDEC has been able to change curriculum of UDBS
and influence the curriculum of the rest of the University by
introducing specific programs and to a lesser extent,
mainstreaming entrepreneurship in the learning processes. It
has demonstrated that it is possible to have a self-sustaining
entrepreneurship centers in public higher learning institutions.
More specifically, the following observations are made:
Looking at the historical background of the center and its
programs, the success of entrepreneurship centers in
promotion of entrepreneurship and innovation can be
explained by many factors.


The foundation for establishment and development of
the center was laid gradually through the development
of entrepreneurship development framework and
capacity development building in the outreach market.



There were a number of people with passion, some
degree of exposure and experience in the area of
entrepreneurship and small business development.



The long engagement with the same partner (TSM
Business School) enabled incremental learning and
building on what was working. Project partners from
Netherlands were highly committed to achieving
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results, as they linked success of the project to their
own credibility to the project funders (Nuffic).


UDBS had a fairly focused agenda to develop capacity
in the area of entrepreneurship and small business
development. Therefore, several initiatives were
implemented to build the same capacity. As a result
most UDEC associates had the opportunity to do
masters or doctoral training, carry out research, attend
conferences, workshops and study tours, etc.



The dynamism and management style of the University
top management, particularly between 1994 and 2008
played a major role. The management was encouraging
innovation, change and risk taking as part of the
Institutional Transformation Program (ITP) encouraged
innovation at the center.



The center’s approach to attracting people to work
with while giving them ownership, flexibility, collegiate
relationship was critical for attracting intrapreneurs.



Engaging with SMEs helped us understand their
context, challenges and strengths and this enabled us
to be better consultant, researcher and trainers.



Strong and entrepreneurial leadership matters for
entrepreneurship centers to become sustainable and
able to create the impact in entrepreneurship
promotion.

In terms of the programs offered by UDEC and more specially
the ones described in this Chapter, a number of lessons are
drawn as follows;


Entrepreneurship centers have a great role to promote
entrepreneurship within and outside the university
through the programs offered for both internal and
external markets.



The approach, tools and materials used to deliver
entrepreneurship training matter in the delivery of the
entrepreneurship and innovation programs. Generally,
the experiential learning approaches are more
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effective in enabling learners to develop
entrepreneurial values and skills and in promoting
innovation. In view of this, learners should be able to
learn by doing and take ownership of what they do.


The innovation camp proves to be effective in
promoting generation of viable and innovative business
ideas if students are facilitated to realize their dreams.
However, further analysis in terms of implementation
of ideas is desirable.



Combining training with wrap around services indicates
a great success in delivering training for practicing
entrepreneurs. Experience from the ACEBM program
demonstrates how coaching and mentoring facilitate
entrepreneurs to implement the skills learnt in class.



The design of flexible and demand driven programs for
entrepreneurs enables entrepreneurship centers to
deliver sustainable programs for SMEs.



Cross-cultural setting improves learning and innovation
ability if the environment is created for the learners to
learn from each other. However, implementation of
the business ideas remains a challenge due to distance
and cultural differences.

C HALLENGES
Despite the many positive achievements that have been
realized, mainstreaming entrepreneurship in the University
has not been a smooth activity. There have been many
challenges, most of which relate to resource constraints. Some
of the key challenges include;
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Mainstreaming entrepreneurship in the University
curriculum is still a challenge as it has largely depended
on donors. Consequently, UDEC engagement in the
internal market remained sporadic, using internally
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generated funds, volunteers and guest speakers. This
level of engagement is too low for a major impact.


Limited staffing due to the fact that UDEC staff and
associates have to handle UDEC activities on top of
their normal teaching, research and consulting and
responsibilities. Although the opportunities for UDEC
to engage in the external market are immense, the
center has very limited stable human resources. UDEC
is a virtual unit with immense responsibilities.



It takes time to build the credibility to attract
entrepreneurs who can pay fees from their own
pockets to attend training or get any soft service, such
as consulting. Those who were trained, mentored and
coached needed to patiently continue investing in
building the credibility. However, they were apparently
not sufficiently motivated to do so.



Due to limited financial resources, UDEC relies on
people who are willing to work initially as volunteers,
and who can learn from action and demonstrate that
learning before they can be paid meaningfully. Very
few University staff members are ready to work under
this arrangement.



Apart of the capacity for development and delivery of
services, UDEC needs entrepreneurial and managerial
talent and time. There is a coordinator, who has so
many roles that they require a highly capable and
dedicated person to undertake all of them
satisfactorily.



Due to cultural differences within the University
attempts to collaborate with other Units such as
Technology Development Transfer Centre (TDTC) has
not been fruitful. In an attempt to achieve this, the
University in 2013 attempted to restructure UDEC by
moving the center to the Directorate of Research and
Knowledge Exchange. The move has not shown
positive outcomes and there is a danger of affecting
the performance of the center.
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As a virtual unit, UDEC cannot offer long-term
degree/diploma courses including those it has
pioneered. Although these courses are organized by
the UDSB, there is no unit within UDBS which actually
owns them.
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C ONCLUSION
In view of the story of UDEC presented in this chapter it is
clear that entrepreneurship centers at universities are a
powerful tool for stimulating entrepreneurship and social
change. With this potential comes two fundamental
challenges: 1) balancing the objectives of education and
academic inquiry with practical assistance to commercial
entities, and 2) developing a portfolio of programs such that
income-generating, mission-compatible programs can cross
subsidize mission-critical but financially draining programs. To
successfully manage these two fundamental challenges
requires talented leadership that can manage effectively both
within the university context and the larger business
community. The center must be staffed by leaders, who have
passion and empathy with small business, which are ready to
take ownership and don’t wait to be given all the authority
they need. It must have maximum autonomy and flexibility,
including some degree of financial autonomy from the
University. University should adopt the “hands off, eyes on”
relationship with the center, and minimize any bureaucracy
above it to give it the freedom to dream and quickly respond
to opportunities.
Entrepreneurship centers must be able to attract and retain
many intrapreneurs-staff who come to the center out of their
passion, without any binding association to bring ideas, take
initiative and oversee projects. In addition, it must work with
SMEs to have relevant experience and credibility. However
difficult, the center must find a way of engaging with small
businesses on a continuous basis and as soon as possible. The
overall environment should be supportive – promoting
experimentation and change, results driven, empowering,
trusting, and responsive. Through the creative use of grants,
partnerships, paid programming, and consulting work, the
center can build a core staff and faculty, and a growing group
of affiliated consultants and service providers. Finally, it can be
concluded that
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Stimulating entrepreneurship requires building a
holistic eco-system that can support and nurture
entrepreneurs as they identify, launch and grow their
businesses. This eco-system has macro elements such
as culture, physical and institutional infrastructure,
social elements such as networking and connecting for
resources and strategic partners, and individual
elements such as training and skill building.



Universities have a key role to play in building the
ecosystem by introducing entrepreneurial themes into
the curriculum This also has the important effect of
legitimizing entrepreneurship as a career path for
future generations



Entrepreneurship centers must build bridges with the
larger entrepreneurial community by connecting
faculty, students, entrepreneurs, investors, mentors,
service providers, corporations, and policy makers.



Successful centers require strong leadership that can
manage the relationship with the larger university.



Successful entrepreneurship centers deliver the
programs that are market driven using the approach,
tools and materials which will attract practicing
entrepreneurs to demand the programs and pay for
them.
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ENTREPRENEURSHIP
CLINICS: THE CASE OF
KWAME NKRUMAH
UNIVERSITY OF SCIENCE
AND TECHNOLOGY, GHANA
BY RALPH NYADU-ADDO
The Kwame Nkrumah University of Science and Technology
(KNUST), Kumasi-Ghana ever since its establishment in 1951
have played a pioneering role to promote science and
technology education in Ghana and Africa. Entrepreneurship
education has been piloted in diverse ways over the years with
the hope of producing well balanced graduates since most
programs offered can easily be started as a business. As a
result, several spin offs and entrepreneurship ventures can be
found on campus and the immediate surroundings outside
campus operated by staff, students, departments or faculties.
Over the years KNUST has received diverse support in the
design and implementation of entrepreneurship development
programs from several external institutions. These include the
World Bank, European Union, Empretec Ghana, NGOs, Some
German and USA universities, Banks and National Board for
Small Scale Industries (NBSSI) among others. The
establishment of a Business School (KSB) in 2005, Industrial
and Professional Relations Office (IPR) in 2005, Centre for
Business Development (CBD) in 2009 and Kumasi Business
Incubator (KBI) in 2010 as well as the appointment of an
Entrepreneurship Coordinator are to further spearhead this
agenda.
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After piloting with several tools and models, KNUST have since
2012, started an annual Entrepreneurship Clinic (EC) which
seek to whip up entrepreneurship support among students
and staff with diverse innovative funding mechanisms.
As stated in its vision and mission statements, KNUST
recognize the fact that, the quality of a country’s human
capital is critical to its development, social cohesion and global
competitiveness. Therefore, “it presents an environment for
teaching, research and entrepreneurship training in science
and technology for the industrial and socio-economic
development of Ghana and the whole of the African continent
and offers service to the community”. It further aims at
strengthening and expanding entrepreneurship education
programs, establishing entrepreneurship support networks
and channeling these activities into a greater national
network. It is believed that such an action will equip university
undergraduates and graduates as well as interested staff with
entrepreneurship skills enabling them to combine academic
knowledge with future entrepreneurial careers.
The main objectives for the sustained promotion of
entrepreneurship in KNUST are the: Design and
implementation of innovative curricula for entrepreneurship
education programs; Training of professionals in
entrepreneurship education in KNUST; Implementation of
training programs for economic promotion institutions,
business development services, NGOs and financial service
provider in order to establish entrepreneurship support
networks nation-wide.
With the establishments of the IPR, CBD and KBI, the KNUST
further seeks to intensify the training of the staff of economic
promotion institutions, business development services, NGOs
and financial service providers in courses related to support
start-up enterprises. Beneficiary are provided with innovative
approaches to tackle problems of newly established
enterprises and ultimately encouraged to establish close links
to universities’ entrepreneurship education programs. This will
lead to the development of locally embedded
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entrepreneurship promotion networks. Ultimately, the
network will help to accelerate the survival rate of newly
established businesses and to discover growth potentials and
innovative capabilities of already existing small and medium
sized enterprises.

B RIEF H ISTORY O F K NUST
The KNUST has grown from an initial handful of students, to a
current student population of nearly 50,000. These comprise
undergraduate and postgraduate students from all over the
world, especially, from the African continent, offering courses
ranging from Art, Business, Law, Medicine, Science and
Technology. Its core values are: Leadership in Innovation and
Technology, Culture of Excellence, Diversity and Equal
Opportunity for All and Integrity and Stewardship of
Resources.
KNUST has Distance Learning centres in all regions of Ghana.
Its staff strength is over 3,500 including, academic (teaching
and research) and administrative employees. Its graduates are
in all facets of the society and Kofi Annan (former UN
Secretary General) and Alhaji Aliu Mahama (former Vice
President of Ghana) are some of its famous alumni.

The KNUST is a world-class academic center of excellence, spearheading West
Africa’s pursuit of technological advancement. Its campus is located at an ideal place
inside Kumasi, the second biggest city in Ghana and approximately 272 kilometres
from the capital, Accra. With an estimated eight-mile square of aesthetic beauty, a
rising and falling landscape, state of the art buildings, a wide range of trees, long
stretches of well-cut lawns and very conspicuous flora
prettification, which provides the right atmosphere for the holistic development of
students.
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To enhance academic work and productivity, KNUST since
2005 has been zoned into six Colleges namely: Agriculture &
Natural Resources, Architecture & Planning, Art & Social
Sciences, Engineering, Health Sciences, Science administered
by Provosts. The Colleges are further divided into Faculties,
Departments and Sections.

Entrepreneurship
education has existed
in KNUST in different
forms and shapes over
the years with several
approaches to the
teaching on campus.

KNUST has Undergraduate Programs, Postgraduate Programs,
School of Graduate Studies and Institute of Distance Learning
(IDL). There are several research institutes and centers, which
include: Technology Consultancy Centre, Centre for Business
Development, Bureau of Integrated Rural Development, Office
for Grants and Research etc. KNUST continues to review its
academic and research activities to reflect the socio-economic
and technological needs of the country. The establishments of
a Law School and the School of Business are key pointers.
To promote and enhance social and economic activities,
KNUST currently boasts of a Shopping Mall, printing presses,
creative galleries and studios, specialized medical and health
centers, banks, bookshops, pharmacies, several auditoriums
(for both academic and commercial purposes) and
restaurants. Others include public and private hostels and
guest houses, recreational facilities, sports & fitness facilities,
vibrant religious life, efficient campus security, food joints,
business centers, well equipped Information Communication
Technology (ICT) facilities among others.

E NTREPRENEURSHIP E DUCATION D EVELOPMENT I N K NUST
B ACKGROUND
As has been stated earlier, entrepreneurship education has
existed in KNUST in different forms and shapes over the years
with several approaches to the teaching on campus. It seeks to
build a unique bridge between KNUST, public and private
business service providers, in an effort to support national
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policies of local and regional economic development and
employment.
The target groups and focus of this current drive are students,
alumni and staff of KNUST, professionals in entrepreneurship
education attached to them, and staff of economic promotion
institutions and business service providers. The final
beneficiaries has been KNUST, on the one hand, and the
private sector, on the other hand which gains by the input of
well-prepared, entrepreneurial young people with innovative
business ideas and the knowledge to carry them out.

Graduates are to be fully
equipped with
entrepreneurial, leadership
and management know-how
and skills for the effective
practices.

Several entrepreneurship courses exist in fragments and
uncoordinated in KNUST where resource persons are invited
by Departments and Faculties to speak on entrepreneurship
and venture creation in general. Church groups and students~
clubs also invite resource persons to enlighten them on similar
topics above. Entrepreneurship education is not compulsory
and examinable in some Department. This is strange since it is
indeed boldly stated in the strategic plan of KNUST as well as
its vision and mission statements that students must go
through a course in entrepreneurship.
Colleges such as Agriculture and Natural Resources, Art and
Social Science and Engineering among others, involve students
in some aspects of entrepreneurship training by both internal
and external resource persons. It is only Publishing Studies
Department that takes final year students through a year-long
entrepreneurship course that ends with a graduation and
certificate of participation presented after a Business Plan
Competition. It is compulsory and an examinable course in
semesters seven and eight. A similar thing pertains in the
College of Engineering where two well-trained lecturers with
Masters in Engineering and Business Administration lectures in
Entrepreneurship and venture creation suited for engineers.
The KNUST School of Business (KSB) was established in 2005 to
fulfill the vision of KNUST to provide the environment for
excellence in teaching, learning, and research in management
and entrepreneurship in science and technology for the
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industrial and socio-economic development of Ghana and
Africa. KSB since its establishment has been offering
university-wide management and entrepreneurial
development programs to complement the traditional nonmanagement programs offered by other colleges within
KNUST. By these its graduates are to be fully equipped with
entrepreneurial, leadership and management know-how and
skills for the effective practice of their professions in their own
businesses, or private and public-sector organizations.
KNUST has gone further by establishing Industrial and
Professional Relations (IPR) office, a Centre for Business
Development (CBD) and Kumasi Business Incubator (KBI) to
spearhead a university-wide standardized entrepreneurship
education and promotion agenda among other initiatives.
They played key roles in promoting entrepreneurship
education in KNUST.

T HE E NTREPRENEURSHIP C LINIC
The Entrepreneurship Clinic (EC) concept was mooted by the
Provost of the College of Art and Social Sciences in 2012
together with the Centre for Business Development (CBD). The
EC concept followed in the heels of the EMPRETEC Concept
(2005/2006) and later Business School Concept (2007-2010)
where final year students were assembled for a week at the
Great Hall to take them through various aspect of
Entrepreneurship education on College basis.
The EC is carefully crafted and executed taking into
consideration various suggestions from best practices the
world over and having learnt from the challenges and failures
of previous mass entrepreneurship education on university
campuses. These challenges include lack of industry or private
sector involvement, lack of adequate sponsorship,
refreshment for students, adequate planning, involvement of
student leaders on the Planning and Implementation
Committee, Certificate of participation (for those who attend 5
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out of 6 sessions), active involvement of central
administration, massive publicity in National and local media
among others.

O RGANIZATION A ND L OGISTICS
The Entrepreneurship
Clinic seeks to
educate students
with general
knowledge in all
aspects of
entrepreneurship and
small business
management.

The EC is organized at the beginning of the second semester
(February-March) when academic work is not yet intense. It
usually last for five or six weeks. It is targeted at mostly final
year students, however every student can attend. It is
organized by a carefully selected committee chaired by the
Head of the Centre for Business Development (CBD). It
includes selected lecturers from the Business School (KSB) and
representatives of key Colleges as well as leadership of the
Students’ Council.
The Committee meets often to deliberate on past activities
and arrange for resource persons, publicity, sponsorship and
general micro and macro organization of the program. To
promote students massive participation, refreshments (soft
drinks and pastries) are served after each session. These are
sponsored by corporate firms who’s DAY it is for the
presentation. Once the program kicks off, there are weekly
meetings to evaluate the previous week’s seminar.
Participants who attend five out of six presentations are giving
“Certificate of Participation” (upon request) issued by the CBD
at the end of the Clinic which they pay a token amount.

A IM O F C OURSE
It also seeks to throw light on professional and business
ethics. The main idea is to create awareness and knowledge of
opportunities, challenges, characteristics, attitudes and skills
needed for a successful entrepreneurship and venture
creation.
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C OURSE O BJECTIVES
The objectives of the Clinic among others are to be able to:
i.

ii.
iii.
iv.
v.
vi.
vii.

Appreciate the relationship among concepts and principles of
entrepreneurship and small business management and its prospects and
challenges.
Apply the basic principles of Total Quality Management (TQM) and Customer
Care.
Manage and sustain a business in Ghana.
Understand the business environment and opportunity and threats it
presents.
Discover and utilize their potential in life and generally cope with life after
school.
Understand the business financing systems of Ghana including micro
financing.
Preparatory grounds for the selection of future Business Incubatees (tenants
of KBI)

L EARNING O UTCOMES
It is expected that some students will go out with an
entrepreneurship or intrapreneurship mindset, or orientation.
The program is not necessarily going to make it possible for all
final year students to begin their careers as entrepreneurs or
self-employed immediately after graduation, but at least it will
give them the necessary exposure.

R ESOURCE P ERSONS
To achieve its target, carefully selected accomplished business
practitioners and entrepreneurs as well as CEOs/Managing
Directors of financial institutions and management consultants
are invited to share their experiences through teaching,
coaching and mentoring. This is made easy since the CBD has a
pull of over two hundred institutions and corporate firms as
well as media houses with well suited resources persons
because of its unique role as the main university’s link to
industry. Some experienced lecturers from the Business School
also assist during questions time to link theory with practice.
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M ETHODOLOGY
Approach to delivery includes power point presentations,
interactions, mentoring, coaching, syndicate work, business
games, and audio-visuals. Soft copies of presentation can also
be found at the website of the CBD for easy access to
students.

L EARNING O UTCOMES
It is expected that most students will go out with an
entrepreneurship and intrapreneurship mind-sets, orientation.
The program is not necessarily going to make it possible for all
final year students to begin their careers as entrepreneurs or
self-employed immediately after graduation, but at least it will
give them the necessary exposure.

M ENTORS D AY
The program is always crowned with “Mentors Day” at the end
of it all. This is mostly a podium discussion where some
renowned Ghanaian entrepreneurs and practitioners from
industry including consultants share their success stories in an
interactive session with students and young entrepreneurs of
KNUST.

C OMPANY D AY
An innovative addition is the introduction of ‘Company Day’.
With this, the selected companies (who’s CEOs are to present)
were allowed to freely advertise their products and services at
the venue of the program and at strategic parts of the
university during the week of their presentation. They were
also allowed to mount a Career Desk and their HR and PR staff
interacts with students. This attracted lots of top companies to
sponsor the program since they will have the platform to
freely advertise and market their products and services on the
“DAY”.

P UBLICITY
A strategic publicity tool used prior to the start of each year’s
Clinic, is visits to national and local media houses (print and
electronic). These include major newspapers, FM stations and
television stations among others with national reach through
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interviews and press releases. These media houses are tagged
as major sponsors during the entire duration of the Clinic.
These media houses are sensitized to give massive publicity to
the program to attract sponsorship and active participation.
This is because entrepreneurship education is a national topic
with discussing and encouraging.
The Planning and Organizing Committee of the program uses
the best ways to publicize the program for students’
awareness and full participation. The most popular methods
used for the publicity includes bulk text messaging to all
students, attractive banners, fliers, brochure, campus radio
advert and online advertisements. Student leaders also do
personal publicity and hype the program on the campus FM
station.
Apart from these methods, announcements were made at
departments and campus church services, and adverts were
posted on the websites of the University, CBD and CASS. Some
of the headlines of news stories on the Entrepreneurship Clinic
program were published in newspapers and online after every
presentation. Major media houses were invited to cover
program weekly not only to report on it but also to give
publicity to the sponsoring companies.
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T OPICS T REATED S O F AR




















Prospects and challenges of entrepreneurship
Business opportunities in Ghana
Understanding the business environment in Ghana
Starting a business in Ghana, legal framework and institutional support.
Managing and sustaining businesses in Ghana
Making use of ICT and state-of-the art technology in modern day business
Venturing into international markets
Overview of business plan
The secret of success in business: Lessons of aspiring businessmen
Managing prospects and challenges of entrepreneurship in Ghana
Starting and sustaining a private business: Means and Strategies
Developing positive problem solving attitude in business
Business/self-employment opportunities for young graduates
The business school of life: from apprenticeship to kingship
The current job market in Ghana: Implication for new graduates
Unlocking your career potential
Financing a business in Ghana
Lessons from Ghanaian entrepreneurs
Entrepreneurship and legal consideration

F INANCIAL M ODALITIES A ND S PONSORSHIP
The Centre for Business Development (CBD) together with the
Planning and Organizing Committee is mandated to raise funds
by way of sponsorship for the successful implementation of
the EC. Some of the cost centers are the following:







Publicity (banners, fliers, bulk text messages, adverts) and learning materials
Accommodation for resource persons
Water and refreshments
Transportation and honorarium for resource persons
Media and video expenditure
Miscellaneous
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T H E E N T R E P R E NE U R SH I P C L I NI C SO U R C E D F U N D I N G O V E R T H E
Y E A R S F R O M T H E FO L L O W I NG :

The six Colleges as well as the Business School in the first year
supported the EC with direct monetary support ranging from
$1500-$3000 USD each.
Individual corporate institutions are given a day to advertise
and market their products and services. This is when Chief
Executive Officers make presentations about a given topic.
Their sponsorship ranges from $3000 to $5000 USD per
Company.
The EC now uses a FLAGSHIP sponsor since 2014. HFC Bank
Ltd. now sponsors the entire program with an amount of
almost $40,000 USD for a five year period. The first installment
has been paid under the KNUST Entrepreneurship
Development Fund (KED-Fund) established in 2014 by the CBD.

R ECOMMENDATIONS


Higher Education Institutions (HEI) should review their
curricular to accommodate entrepreneurial programs
and adapt them to the needs of the countries;



Curricula should be designed in a way that will equip
students with critical entrepreneurial thinking,
analyzing and problem solving skills;



HEI should seek out and create synergies with industry,
the private sector and the civil society during the
development and monitoring of their curricula. This
will promote innovation and technology transfer, and
making sure that graduates have the skills and
knowledge needed to respond to the developmental
aspirations of their countries;



Adequate funds and facilities should be provided for
effective teaching of entrepreneurship programs;



Government should be consistent and committed
towards the policy;
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HEI top administrators should take active and
pragmatic role in the promotion of entrepreneurship;



Entrepreneurship education should not only be for
selected few and only final year students but the
Babson University method of “Entrepreneurship Across
Disciplines” should be encouraged and applied right
from first year of enrolment;



The campuses of HEI should be entrepreneurship
friendly;



The mass media (national and local) should be involved
to provide adequate publicity and dissemination of
creative ideas for venture creation;



Students groups should also be involved at the
planning & implementation phase while
Entrepreneurship & Business Clubs should be
promoted and encouraged;



Where possible Business Incubators could be
established to further nurture budding businesses to
thrive and blossom with minimum start-up shocks and
failures;



To make it effective, there should be close
collaboration between academia and industry/business
world to have easy access to the right resource
persons;



Again mentoring and coaching from successful
entrepreneurs should be provided for these budding
entrepreneurs to give them competitive head-start;



HEI should have a special budget for Entrepreneurship
Education and expand its sponsorship drive.

183

Entrepreneurship Promotion

B IBLIOGRAPHY
Kwame Nkrumah University of Science and Technology, Kumasi
website: www.knust.edu.gh
Mensah, Mavis B. A & Nyadu-Addo, Ralph: “Juxtaposition of the
Role of Small Businesses and the State in Ghana’s Economic
Development”; Journal of International Business and Management,
ISSN 1923-841X, Vol. 5, No. 1, 2012.
Nyadu-Addo, Ralph (1993): “Entrepreneurship as a viable option for
today’s graduate”. An unpublished thesis submitted to Department
of Publishing Studies, KNUST- Kumasi, Ghana.
Nyadu-Addo, Ralph (2008): “Entrepreneurship Education for
University Students”. (Book Chapter) Renewable Energy for Rural
Areas in Africa: The Enterprise Development Approach, AREED:
Energy Centre, College of Engineering, KNUST, Kumasi, April 2008.
ISBN 9988-8377-3-9.

184

Entrepreneurship Promotion

THE KUMASI BUSINESS INCUBATOR

185

Entrepreneurship Promotion

SUSTAINABLE FINANCING
MODELS FOR BUSINESS
INCUBATOR: THE KUMASI
BUSINESS INCUBATOR
BY RALPH NYADU-ADDO

I NTRODUCTION
The Kwame Nkrumah University of Science and Technology
(KNUST), Kumasi-Ghana has been pioneering and promoting
not only science and technology education in Ghana and
Africa, but also innovative entrepreneurship education drive
over the years. The promotion of entrepreneurship has moved
a step forward by establishing the Kumasi Business Incubator
(KBI) to assist start-ups of young entrepreneurs. This is a one
of the initiatives that has been piloted and experimented since
2010 with sustainable funding models using world best
practices. It is hoped that the initiative will further result in the
establishment of several spin- offs and entrepreneurship
ventures on and off campus.
The idea for the establishment of the KBI was mooted after a
Memorandum of Understanding (MoU) was signed with the
National Board for Small Scale Industries (NBSSI) in 2006. A
multi-sectorial Planning and Implementation Committee with
membership from both public and private sector was formed
to establish a formidable and self-sustaining business
incubator. It worked from 2007 till 2014 when the KBI was
formally commissioned. With the establishment of the Centre
for Business Development (CBD) in 2009, it was giving the
mandate to team-up with the KBI Committee to help establish
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the KBI putting governance structures in place and look for
sustainable funding to enhance its smooth running as a
department under CBD.
As stated in its vision and mission statements, KNUST
“presents an environment for teaching, research and
entrepreneurship training in science and technology for the
industrial and socio-economic development of Ghana and the
whole of the African continent and offers service to the
community”. It is believed that such an action will equip
university undergraduates and graduates as well as interested
staff with entrepreneurship skills enabling them to combine
academic knowledge with future entrepreneurial careers.
The main objective for the sustainable financial model for the
KBI in particular and the promotion of entrepreneurship
education in KNUST is to free itself from unfulfilled promises
from public and private sources. Furthermore when success is
chalked, it will lead to the development of locally embedded
entrepreneurship promotion networks. Ultimately, it will
further help to accelerate the survival rate of newly
established businesses and to discover growth potentials and
innovative capabilities of already existing small and medium
sized enterprises.
With the establishments of the IPR, CBD and KBI, the KNUST
further seeks to intensify the training of the staff of economic
promotion institutions, business development services, NGOs
and financial service providers in courses related to support
start-up enterprises. Beneficiary are provided with innovative
approaches to tackle problems of newly established
enterprises and ultimately encouraged to establish close links
to universities’ entrepreneurship education programs.
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B USINESS INCUBATORS (BI)
The National Business Incubation Association (NBIA), USA, defines a Business
Incubator, as an “organisation designed to accelerate the growth and success of
entrepreneurial companies through an array of business support resources and
services that could include physical space, capital, coaching, common services, and
networking connections”.

Typically, Business Incubator (BI) programs are often
sponsored or owned by private companies or municipal
entities and public institutions, such as Universities, Business
Associations, R&D organizations, NGOs, Private businesses,
Foundations, and combinations of the above. Their goal is to
help create and grow young businesses by providing them
with necessary support and financial and technical services.
According to NBIA, there are over 7000 BIs worldwide and
around 1250 BIs in the USA (reported in October, 2012).
According to UKBI, there are around 300 business incubators
in the UK. Wikipedia estimated that there were 900 business
incubators in Europe. Currently there are more than 400
Incubators in Germany. Approximately 6000 start-up
companies with more than 40.000 employees resided in these
incubators. In East Germany more than 100 incubators were
constructed after 1990. China has over 500 BIs and in South
Africa it is over 30.
Basic services delivered by BIs include basic infrastructure, e.g.
offices, meeting rooms, workshops, equipment, network &
connectivity. Others include administrative & managerial
support, training & mentoring, regular monitoring &
evaluation of clients, network & cluster development as well
as pre-incubation services. Usually tenants are offered these
services at below-market rates or fully sponsored.
The officials of BIs offers advice and much-needed expertise in
developing business and marketing plans as well as helping to
fund fledgling businesses. Start-up companies
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(tenants/incubatees) typically spend an average of two years
in a business incubator, during which time they often share
telephone, secretarial office, security, procurement & sales
and production equipment expenses with other startup
companies, in an effort to reduce everyone's overhead and
operational costs. Not all BIs are alike. While some are
specialized, others are general in nature. BIs reduce mistakes
in start-ups through business mentoring and technical
coaching. These are achieved by networking through mentors
& experts, suppliers, marketing, financing agencies.
The coaching and mentoring process in BI usually addresses
common competence gaps like market understanding,
marketing & sales technique, product design, production
process, supply chain management, value chain analysis,
general management, understanding of industry structure and
industry standards & practices.
Culled from National Business Incubation Association's website
and http://www.entrepreneur.com/encyclopedia/businessincubator
I M P O R T A N C E O F B U SI NE S S I N C U B AT O R S

Business incubators the world over are established for
different reasons and perspectives. However we will briefly
look at the Entrepreneurial perspectives and also the
government’s angle. From the Entrepreneurial perspective a
professional presence is important since it assists to establish
companies in the shortest of time as well as with a minimum
capital. It also helps in the Immersion in a supportive
environment of the company of other entrepreneurs,
mentoring by experts and business boot camp.
Other areas include its ability to access easy networks, funding
sources, professional services Under BI no positive credit
history is required in assessing loans. There is also flexibilities
in obtaining small leases, month-to-month leases, ability to
flex up and down
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From Governments’ Perspective (OECD) business incubators
are important for several reasons. These include job creation
for the teaming youth and reducing graduate unemployment.
The government can obtain taxes from profits and also income
taxes from employees. Furthermore when new technologies
are brought unto the market, it positively affects society and
the general well-being of the country. It is for this reasons that
government provides support for innovation, encouragement
of entrepreneurial culture, attracting & creating service
industries, increasing property values and strengthening
cooperation between public/private.
BI promotion programs also help to diversify the economy,
grow new sectors, boost economic performance. It further
makes small business vibrant, support steady flow of new
businesses, promotes strong job & wealth creation potential.

T HE K UMASI B USINESS I NCUBATOR (K BI )
The goal of KBI is to
contribute to the
sustainable overall
industrial and business
development of Ghana

As indicated earlier the idea for the establishment of the
Kumasi Business Incubator (KBI) was mooted after a
Memorandum of Understanding (MoU) was signed with the
National Board for Small Scale Industries (NBSSI) in 2006. It is
run by the Centre for Business Development (CBD which is
under the Vice Chancellor’s office. Currently, it has twenty-five
(25) ICT incubatees (tenants) on a special one-year BI program
funded with support from the eGhana Project from the
Ministry on Communication/World Bank.
T H E KBI C O N CE PT : It is a Kwame Nkrumah University of
Science and Technology (KNUST), Kumasi-Ghana initiative with
close collaboration with several public and private partners. It
is assisting to 25 carefully selected businesses to realize their
entrepreneurial dreams. They are mostly students or alumni
who have innovative business ideas and wish to perfect these
ideas into real businesses.
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The Centre though multi-disciplinary puts premium on
businesses that have the national development agenda in
focus. To this end, ICT enabled processes and engineering
solutions as well as applied sciences will be encouraged.
G O A L A N D P U R PO S E : The goal of KBI is to contribute to the
sustainable overall industrial and business development of
Ghana by exposing and equipping selected students and
alumni of KNUST and its catchment areas to entrepreneurship.
V IS IO N : KBI is set up to actively promote, nurture and sustain
innovative and competitive start-up businesses that emanated
from research and innovative works of students.
M IS S IO N : To assist in the development of innovative micro,
small and medium-sized blue-chip companies through the
provision of business premises, training, coaching, and
mentoring of students and researchers with innovative ideas.
O BJE C T IV E S : It seeks to provide support through the provision
of premises, training, coaching and mentoring towards
selected projects of students. Again to offer assistance to
student start-up productive enterprises through the adoption
of risk management practices etc. Finally, to provide facilities
that will promote a conducive environment for the
development of student enterprises
O W N E R S H I P : KNUST owns KBI. It is a non-profit venture with
the National Board for Small Scale Industry (NBSSI) as the
major collaborating partner, with major funding from eGhana
Project of the Ministry of Communications and the World Bank
among others.
L O C A T IO N : The KBI is located in the new Museum ComplexKNUST, Kumasi-Ghana and may later move to the proposed
Technology Park at Kwamo, near Kumasi.
T A R GE T : The project targets final year undergraduate and
graduate students of KNUST who are committed to the setting
up of innovative and creative businesses.
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T A R GE T S E CT O R S : KBI is a general multi-purpose BI. Key areas
are Information and Communication Technology, especially
software development and application in the various sectors
of the economy such as:


Development and production of Agro-based products



Design and manufacture of Value-added Wood products



Aluminium and other precious metal-based products



Design and manufacture of Clay-based products



Renewable and Sustainable Energy sources



Development and manufacture of Petro-Chemical based products.



Eco-Tourism



Medical and laboratory products



Textiles & Garments, Fashion & Design



Innovative Financial Management interventions and investments



Relevant machinery and equipment for the above mentioned
sectors.
D U R A T IO N A N D S TA GE S O F I N CU BA T IO N : The incubation
period in KBI is at most one year. During this period, the
tenants will enjoy a range of privileges which include free
accommodation, secretarial facilities and utilities (electricity
and water) at the center.
E N T RE P RE N E U R IA L T RA I N IN G : KBI grooms tenants through the
preparation of business plans, other business tools that will
help start-ups. This will undoubtedly create a strong platform
on which to build their dream business.
Internship: Tenants will be on industrial and business
internships under the supervision of a management
team/mentor.
M E N TO RIN G A N D C O A C H IN G : KBI provides this continuous
professional assistance to all its tenants both internal and
virtual. These rich pool of coaches and mentors are provided
by the by the Centre for Business Development and KNUST’s
large pool of alumni worldwide.
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P A RT N E R S :


National Board for Small Scale Industries (NBSSI)



ITES (Ministry of Communications), Ghana



International-SEPT Program, Leipzig University, Germany



Bonn-Rhein-Sieg University of Applied Sciences, Germany



New Jersey City University Business Development
Incubator, USA



National Business Incubator Association (NBIA), USA.

Funding and logistical support : From the current
arrangement under the eGhana Project of the Ministry of
Communications and the World Bank the KBI was given
$500,000 USD as seed money for infrastructure development,
equipment, re-tooling and operational expenditure out of a
budget of 1,693,090.00 USD. The financial support from the
eGhana Project was arranged through a competitive bidding
won by the KNUST-NBSSI team.
KNUST is contributing the remaining 1.2 million US dollars by
way of rent subsidies, utilities and allowances of managers and
other employees. Prior to that eGhana sponsorship, KNUST
through the Centre for Business Development and NBSSI
together with friends of the university has been supporting the
KBI by way of financial, logistics and free consultancy services.
In the next section, we will discuss in details some of these
innovative sustainable financial models.

S USTAINABLE F INANCIAL M ODEL A T T HE K BI
One of major reasons why many BIs fail is lack of a sustainable
financial support. KNUST prior to the commencement of the
KBI put up a committee of experts to identify some innovative
and sustainable funding sources using best world practices.
These models are to be localized to fit the realities on the
ground. The funding sources are from both external and
internal sources.
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T HE C ENTRE FOR B USINESS D EVELOPMENT (CBD)
The CBD was strategically established directly under the Vice
Chancellor’s office in 2009. It is to champion the drive towards
the promotion of entrepreneurship and business development
on KNUST campus and to harmonise all such centres under
one umbrella. Its motto is “Pioneering Innovation for
Sustainable Development”.
A nine-member board comprising the President of the Ghana
Association of Bankers (GAB), Executive Chairman of a private
multi-media house (GMA) with international presence and a
woman CEO of a successful awarding winning company
(representing private sector). The others are: the Head of the
Business School (KSB), the University Finance Officer,
University Lawyer, Provost (College Engineering), Provost
(College Art & Social Sciences) and the Pro-Vice Chancellor
serving as Board Chairman. The mandates of the CBD among
others are the following:



Kumasi Business Incubator (KBI)



Industry-Academia Relations



Internship for Staff & Students



Entrepreneurship Development



SME Research, Promotion and Development



Business Consulting, Networking and Innovations



Resource Raising



Branding (Corporate and Personal)

It can be realized that the solid team of both private and public
sector board members have the tract record to use their
professional and other networks to raise enough resources for
the sustenance of the KBI among other duties. The following
are some funding activities employed by the CBD over the
years.
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KNUST E NTREPRENEURSHIP D EVELOPMENT F UND (KED-F UND )
The CBD established the KED-Fund in 2014 to raise funds from
external and internal sources to beef up the financial base of
entrepreneurship promotion in general and KBI sustainability
in particular. The KED-Fund seeks to promote
entrepreneurship drive in KNUST and also support the newly
established Kumasi Business Incubator (KBI). The KED-Fund
further seeks to mobilize a minimum of one million US dollars
towards entrepreneurship promotion and education, venture
creations, SME development, sustainability of the KBI and the
establishment of seed capital for these budding entrepreneurs
(incubates).

In this era of Public Private Partnership and strategic alliance,
KNUST is using this platform to partner companies to achieve
its aim of enhanced visibility and academic excellence, through
the promotion of entrepreneurship and venture creation out
of its numerous research works of staff and students.
These laudable goals are to help curb the tide of graduate
unemployment and further expand the establishment of high
end venture creation. Companies who contribute over fifty
thousand US dollars become official flagship sponsor. HFC
Bank became the first company to contribute hence they are
the official Bankers of KBI & CBD. Other telecommunication
companies are now on board.

B RANDING

OFFICES AND FACILITIES BY CORPOR ATE

FIRMS AFTER SPONSORS HIP

Another way of seeking corporate sponsorship and attracting
support is the branding of offices and facilities at CBD and KBI.
Under this Airtel Telecommunications company renovated the
CBD block with sixty thousand US dollars and provided
furniture, four routers and monthly internet and telephone
subsidies amounting to almost forty thousand US dollars as at
December 2014. They were allowed to brand the building with
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their name and paint the structure with their colors (Red and
white).
TECHNIP Ghana (an international oil and gas company) also
provided sponsorship by way of providing furniture and audiovisual equipment for the conference room of CBD/KBI which
was also named after them. A year later they provided ten
computers and networked it for the Computer lab & Resource
Centre of both CBD/KBI. What is left to complete the offer is
the provision of a modern teleconference facility.
Huawei Technologies Company has established the data
communications laboratory estimated at 400,000 US dollars
and the outfit has been branded as such.

The 'Tech Hub' allow
mobile application
developers to share
ideas, activate their
web applications, and
build solutions for
Ghana.

A Ghanaian telecommunications company, Vodafone Ghana,
has partnered the KNUST and mFriday to launch the first-ever
Technology Hub in Ghana that provides an invaluable
opportunity for developers of web-based mobile content to
introduce commercially viable mobile products. The 'Tech Hub'
allow mobile application developers to share ideas, activate
their web applications, and build solutions for Ghana. The
innovative initiative is based on the Digital Hub and iHub
based in Ireland and Kenya respectfully. It’s a joint venture
with KNUST and profits are shared.
CBD/KBI currently enjoys full insurance cover for the building
and al equipment in the Centre. This sponsorship is provided
by NSIA Insurance. As a reward, a crown embossed with their
logo is to be strategically hosted at the entrance of the CBD.

I NCOME FROM TRAINING
C ONSULTANCY S ERVICES

PROGRAMS AND

CBD also runs several training programs and also collaborate
with other Departments and Faculties as well as clubs and
associations which is all paid for by clients. Short certificate
courses for SMEs, MDAs and Corporate agencies are also
featured on request. Consultancy Services are provided for
corporate firms and individuals. There are also joint ventures
with private companies (PPP) to generate income.
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R ENT C HARGES P AID B Y T ENANTS ( NON - STUDENTS
INCUBATES )
The KBI concepts for now offer rent-free facilities for student
tenants. However non-students and alumni companies as well
as virtual incubates pay for rent and all services provided
under the umbrella of CBD/KBI.

M EDIA S PONSORSHIP S
CBD/KBI enjoys lots of media support and most of its programs
and activities are sponsored by both the print and electronic
media. These are both financial sponsorships and free publicity
in their newspapers, TV stations and Radio programs. The
main media partners are, Graphic Communications Group,
Multi Media Group, Global Media Alliance, Ghana
Broadcasting Corporation, other local and national Print and
Electronic Media.

D IRECT S PONSORSHIP F ROM F INANCIAL I NSTITUTIONS
CBD seeks sponsorship from other corporate firms to sponsor
particular event or activities including Business Plan
competitions. Companies that have so helped in cash or in
kind are HFC Bank, GCB Bank, UT Bank, Ecobank, Cal Merchant
Bank, The Royal Bank, Zoomlion Group, Kingdom Furniture,
Micro-Finance institutions, Antartic Construction, EPP Book
Services, UNILEVER Ghana, GLICO Insurance, NSIA Insurance,
Nestle.
Type Printing Press, Buck Press and KNUST Press over the
years have sponsored all brochures, letterheads, posters and
printing items of CBD and KBI since its establishment.
An innovative
addition is the
introduction of
‘Company Day’ as a
way to sponsor the
weekly
“Entrepreneurship
Clinic”.

T HE C OMPANY D AY C ONCEPT
An innovative addition is the introduction of ‘Company Day’ as
a way to sponsor the weekly “Entrepreneurship Clinic”. With
this, the selected companies (who’s CEOs are to present a
paper to motivate and coach young entrepreneurs) were
allowed to freely advertise their products and services at the
venue of the programs and at strategic parts of the university
during the week of their presentation. They were also allowed
to mount a Career Desk and their HR and PR staff interacts
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with students. This attracted lots of top companies to sponsor
the programs since they will have the platform to freely
advertise and market their products and services on the
“DAY”.

D IRECT

SPONSO RSHIP FROM GOVERNMEN T AGENCIES

The Ministry of Communication through its eGhana Project
provided 500,000 US dollars with the assistance of the World
Bank.
The University initiated a sponsorship drive from a public
institution called the Export Development and Investment
Fund (EDIF). Under this the KNUST Jewellery Design &
Technology Centre was established to serve as a training
workshop for the Department of Industrial Art and to offer
technical advice on jewellery design and production for
stakeholders in and around the Kumasi metropolis.
Development Dimensions Limited (DDL) contributed 256,000
GH¢ in technical support. EDIF provided financial support in
respect to the acquisition of equipment and materials for the
Center at an amount of 255,000 GH¢. Rand Refinery Limited
of South Africa also donated silver and gold to support the
project through the Ghana Chamber of Mines.
Other EDIF investments in KNUST are Departments of
Chemical Engineering and Crop Science, both at a total cost of
417,888 GH¢. This therefore brings the cumulative funding of
EDIF to the University to 642,888 GH¢.

T HE N ATIONAL S ERVICE C ONCEPT
Through an arrangement with the various Colleges and the
National Service Secretariat (Youth Service), graduates are
allowed to do their yearly service at either at their College or
CBD and also serve as tenants of the KBI. Through that, they
receive their monthly allowance with the Service Secretariat.
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D IRECT F INANCIAL S UPPORT F ROM C OLLEGES A ND
B USINESS S CHOOL
One of the strategies used by CBD to generate seed capital for
the running of KBI was soliciting direct sponsorship from the
six Colleges of KNUST and the Business School. As a future
plan, Colleges are encouraged to provide annual sponsorship
for their students who are tenants in the KBI.

O THER P LANNED S OURCES O F F UNDING
A LUMNI S UPPORT
KNUST through its Alumni Association can be used for direct
and indirect support for KBI. With its establishment in 1951
and having graduated thousands of alumni spread throughout
the world programs could be organized to seek direct and
indirect support from them. Their rich networks could also be
harnessed.

S UPPORT F ROM L OCAL G OVERNMENT
Business Incubators exist in communities or cities. When BIs
are assisted to grow, the local authorities will benefit by way
of job creation and payment of various taxes. It is only fair and
prudent that the local government provides key services to
help BIs to be financially sustainable. The KBI intends exploring
this avenue.

E STABL ISHING C AMPUS B USINESS S ERVICES
The CBD has plans to either establish directly or partner other
corporate firms to established key services which are needed
by the over fifty thousand (50,000) staff and students on
KNUST campus. KNUST is empowered by status to provide
these services among others already in the system like printing
presses and agro-product services.
These include revenue from services such as Campus
Advertising, Campus Travel & Tourism, KNUST branded basic
consumables and other franchise etc.
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S TUDENT R EPRESENTATIVE C OUNCIL D UES O N
E NTREPRENEURSHIP S UPPORT
Plans are far advance with negotiation with the leadership of
the Students leaders to include a special levy on
“Entrepreneurship and Venture Creation Fund” in their annual
dues. This will generate a huge amount of money annually
since KNUST now boast of almost 50,000 students.

S ALES

OF

S HARES F ROM S PIN O FF C OMPANIES

This method is used by some academic based BIs in the world.
Since most tenants enjoy rent-free facilities and pay nothing
for all services provided by KBI, it is only fair that they relieve
some shares in their companies when successful.

C ROWD -F UNDING & C ROWD -I NVESTING
KBI is also looking at the possibilities of using crowd funding
and crowd investing as innovative tools to generate funds to
sustain its activities and directly invest in individual businesses
in the BI.

I NCOME G ENERATING E VENTS L IKE S HOW B IZ ( FILMS ,
THEATRE , MUSIC , COMEDY )
Students and the youth are the ones who patronize the
creative industry mostly. In line with this, KBI wants to explore
events such as film shows, theatre shows, comedy and life
music programs on campus to raise funds. KNUST has several
studios, over 1000-seater conference halls (that is underutilized) which could be used for such services to raise income.
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C ONCLUSION
Many models exist in adopting the most effective sustainable
financing of business incubators. Just as entrepreneurship
education, there is no one right program or set of activities
that can be applied. Rather, it is a matter of identifying what
works for each BI looking at its socio-economic situation and
environment it operates in.
The most important thing is for HEI to seek out and create
synergies with industry, the private sector and the civil society
during the development stages of the BI. This will promote
innovation and technology transfer, and making sure that
tenants have the skills and knowledge needed to respond to
the developmental aspirations of their countries. This close
collaboration between academia and industry/business world
will give BIs easy access to a large pool of coaches and mentors
and adequate funds.
Government should be consistent and committed towards the
policy of growing BIs by creating enabling environment for its
growth and sustainability. HEI top administrators should take
active and pragmatic role in the promotion of BIs. Active
partnership with the mass media should be involved to
provide adequate publicity and dissemination of creative ideas
for venture creation and fund raising.
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