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1 TRAINING INTRODUCTION AND CONTEXT 

This        ’  book is part of the materials developed in the “Undertaking, Recycling and Creating” 

Project [2020-1-ES01-KA201-091936], a KA201 project (Strategic Partnerships for School Education 

Project) co-funded by the Erasmus+ Programme of the European Union, related to de activity to create 

            “                                                                 ”. 

Its main purpose is to allow teachers to become familiar with the entrepreneurial concepts and tools 

used in the course, to have support that gives them confidence when facing the training sessions with 

their students, and acts as a complement to the didactic presentations of the course. 

1.1 What is this training for? 

One of the planned activities in this project consists of the creation, by students from the schools 

participating in the project, of "real" companies based on social and circular economy, with the objective 

to start up 10 of these companies per partner throughout the entire project. 

To carry out this activity, it is necessary for the participating students to have a basic knowledge about 

business management (concepts, tools, and competencies) to help them to develop this process, under 

the guidance of their teacher. 

This is where this training fits in, seeking to train the designated teachers so they can acquire this basic 

knowledge themselves, to give an adequate support to their students during the project. 

As an additional support, also as part of the project results, didactical presentations have also been 

developed to cover all the necessary topics, which coincide with those that are developed in this book 

in contents and structure, as well as reference templates for the development of certain activities within 

the course. 

So, the final goal of this book is to prepare you to train and guide your students in how to create and 

run a company, almost like in the real world. 

1.2 What do we want to achieve? 

There are certain objectives we want to achieve with this activity: 

o To help young people to develop entrepreneurial skills, knowledge, and management of 

business companies. 

o To develop in young people the principles and values of cooperatives, as well as in the value of 

entrepreneurship through the figures of social and circular economy. 

o To implement in students basic and transversal skills like cooperation, interaction through ICT 

means, creativity, communication. 
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o To implement (networks of) social enterprises and conduct courses and training sessions on 

business education, especially social entrepreneurship, and the use of ICT. 

o To improve quality and efficiency of education and training of young people to develop the 

features and the working skills for a proactive learning and to become a successful. 

And, most of all, to bring the entrepreneurship values to the European youth, so they can consider 

setting up their own companies in the future, when it is time for them to join the labour market or to 

start their professional career. 

1.3 What is it to create a company in this context? 

Our students do not meet the requirements to be able to create a real company, since they are minors 

and cannot act without the supervision of an adult. So, in this context, what do we mean by "creating a 

company"? 

Basically, we are talking about the following: 

o The students will learn the basic concepts of entrepreneurial management they should consider 

when creating a company. This will be the real and fundamental concepts to apply if (or when) 

they want to start a new company, and they are the same ones that the people who advise 

entrepreneurs in practice work with. 

o The students will define a business model as they would do in real life, stating the value they 

are going to offer to the market, and around this value, reflect on all the necessary aspects to 

consider assessing the viability of their business opportunity. 

o The students will also conduct internal discussions to define the company's internal statutes, 

using templates based on real ones, understanding its contents and the importance of its key 

elements. 

o The students will have to provide a certain amount of money as the company social capital to 

start the operations (a small amount of token money) as they would have to do in real life, so 

they understand the concept of opportunity cost by using part of their own resources to finance 

the company operations, while increasing their involvement to try to get their investment back. 

o The students will have to think and decide about how to organize their company, assigning 

tasks, functions, responsibilities, and stablishing the organization chart. 

o The students will develop prototypes or product samples to try the quality, reliability, and 

feasibility of their designs. 

o The students will define a commercial policy and will sell their products in the chosen market 

(with support from their schools).                              ’                      g     

reach their customers and to listen to them. 
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The means to address this will be: 

o To learn the basic concepts of entrepreneurial management: through students training. 

o To define a business model: through the model Canvas methodology. 

o To define the company's internal statutes: through reflexion on the statutes template. 

o To provide the company social capital: by providing the agreed amount of money.  

o To stablishing the organization: through the organization chart. 

o To develop prototypes or product samples: manufacturing by appropriate methods, guided by 

the principles of social and circular economy. 

o To define a commercial policy and to sell their products: through communication and personal 

involvement in sales activities. 

So, in the end, the students are not going to create a real company, but they are going to emulate almost 

every step of the process as if they were. 

1.4 The process to create a         ’         

1.4.1 How to focus the course 

A       g         x        ,                                            ’         as described: 

o Combine theory and practice, so the new entrepreneurial concepts learned are put into practice 

immediately, facilitating their understanding and assimilation, making the sessions more 

engaging, entertaining, and motivating for students. Combining theory with practice allows the 

students to internalize the entrepreneurial concepts and experiment with them. 

o Follow the real process and steps sequence needed for creating a real company as the storyline, 

so coherence is maintained in the development of the topics all throughout the course, and the 

students understand when each activity should be developed in the process. 

o Always maintain a flexible approach in relation to the time spent on the project in the 

classroom, to avoid generating stress in the students at specific times (exams periods, academic 

obligations...). In this way, anxiety or stress among students is avoided, creating a better 

learning environment, and achieving a better perception of the project and its objectives. 

o Space the sessions to allow the students to work in a coordinated way on their own, fitting the 

activity with others they may have (for example, dedicating an hour of class every week as 

general rule, and adapting according to the status of the project and the needs and 

circumstances of the students). It is important that they can dedicate time to the activities by 

themselves, so they can learn by doing, and the result they achieve is felt as their own. 
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o Anyway, it is important to maintain permanent contact with the leaders of the different groups 

of students, to ensure that they progress at the expected rate, and establish communication 

channels so that they can solve any problem as soon as it arise. 

1.4.2 Development sequence 

Broadly speaking, the stages of the process that we are going to work with the students are the 

following: 

o First ideas assessment: students are asked to think about what they would like the company to 

do. It is simply about generating ideas, in our case linked to the social and circular economy, of 

the type of business that they would like the company to engage in. You can use, for example, 

the brainstorming technique. 

o Business opportunities: students are asked to analyse these ideas from a different perspective, 

find a way to turn these ideas into products and services that can be sold in the market. In this 

way, it is intended that they understand the difference (from a business point of view) between 

having an idea and being able to create a product or service that can be created in reality and 

that may be in demand in the market. 

o Business model Canvas: to have a clear idea of how the company can really function in the 

market, the best business opportunities in the eyes of the students are selected, and a business 

model is developed by the students (            ’  g       ) using the Canvas methodology 

that is explained in detail later in this book. 

o Organization and policies: once they have developed the business model, based on it and in a 

manner consistent with its content, students must define the structure of the company, its 

statutes, and the operating policies they will follow. Some templates are provided as additional 

resources. 

o Start up and improvement: at this stage, the company begins its operation in the market. 

Prototypes or samples are developed by the students, and they communication activities and 

supports are created (website, social networks ...). 

 

 

Development sequence. Source: prepared by the authors 
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1.5 Concepts and tools to work with 

During this course, the concepts and tools to support entrepreneurship that will be taught to students 

are structured in the following topics: 

o The Marketing Mix 4 “P”: the course begins by knowing and analysing the four most basic and 

fundamental elements that students should apply when analysing the start-up of their 

companies: 

→ Product. 

→ Price. 

→ Promotion. 

→ Placement. 

o Business model Canvas: then it continues by knowing the Canvas model, the different blocks 

that compose it and how to complete each of them following the right sequence, 

complementing it with the SWOT analysis methodology (strengths, weaknesses, opportunities 

and threats). 

o Organization and image: the next important aspect to consider is how to organize the company 

to be as efficient as possible to achieve their goals. For this, an approach to processes will be 

adopted, and students will define the process map and the organization chart, as well as the 

corporate image. 

 

 

Concepts and tolls to work with. Source: prepared by the authors 

 

o Human resources: in a company, human resource management for hiring the right staff is one 

of the primary activities. However, as in this project the staff of the company are the students 

themselves, this topic is dedicated to reviewing the curriculum vitae, with special attention to 

the Europass scheme for European mobility. 

o Diversification: once the company is established and needs to continue growing in the market, 

diversification in its production is one of the ways to do so. In this topic we study what 

diversification is, how to carry it out and the advantages and disadvantages that it presents. 

o Corporate Social responsibility: the companies and entrepreneurs that we want to promote are 

socially responsible, so the concepts and value that corporate social responsibility brings to the 
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companies that apply them are introduced, with the basic guidelines for integrating them into 

the company management. 

o Crowdfunding: the last topic of the course refers to the financial aspects of the company, 

focusing on knowing in some detail crowdfunding as a novel mechanism of collective financing, 

which is generally known by students because of their interaction on social networks. 
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2 PREVIOUS QUESTIONS 

This chapter addresses a series of previous questions related to undertaking, to establish basic concepts 

and convey to students the importance and value of developing this type of initiative in the community. 

2.1 What does it take to undertake? 

Is an undertaking person born or made? Although there are people who have an entrepreneurial 

attitude, these attitudes can be learned and improved, and are useful in life, not only when carrying out 

business projects. 

When we talk about what does it take to undertake, some issues came to mind: 

o Motivation is better than necessity: if the person has the motivation to undertake, he or she 

will be on the lookout for new opportunities for starting his or her own business, and their effort 

and dedication will be focused 100% on the project. On the other hand, if the person undertakes 

out of necessity (because he or she sees no other option to be able to achieve an income), his 

or her mind will not be focused on developing the project, but on finding alternative sources 

that, with greater security and less risk, allow him or her to get a salary. 

o Entrepreneurial attitude: having an entrepreneurial attitude is essential to launch an 

undertaking project. This attitude, like any other, can be trained and acquired, and ensures that 

the person takes a proactive approach towards achieving their goals. We will see it more in 

detail below. 

o An idea? no, a business opportunity: wrongly, it is often thought that the first thing a person 

needs to start an undertaking project is to have a good idea, but this is not true: what the person 

needs is to identify a business opportunity, an idea that has the possibility of a real projection 

in the market. 

o A plan: it is essential, when launching an undertaking project, to have a clearly established plan 

to know where you want to go and what path you want to follow to get there. 

o Set limits (red lines): it is also important to set limits in advance, to think calmly and without the 

stress of the moment to establish the red lines that should not be exceeded under any 

circumstance, and that will determine the moment in which the project should be abandoned 

if the adequate results are not achieved. 

o Find the right people for the trip: when starting a company, it is very difficult for a single person 

to know everything necessary for management, and at the same time be able to carry out all 

the necessary activities to take care of everything in the business. Therefore, it is always good 

to find other people with whom to share the project, and who can contribute with other 

resources and skills. 

2.2 Entrepreneurial attitude 

When we talk about an entrepreneurial attitude, we talk about people who, when they want to 

achieve a goal in their life, do not wait to depend on other people, but take the initiative and do 

everything in their power to achieve it. 
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We do not necessarily speak of the attitude when launching an undertaking project, but as a vital 

attitude when facing any challenge. Let us see two examples to understand it better: 

 

  

Fabio Zaffagnini (left) and Iñaki Quenerapú (right). Source: Youtube 

 

Example 1: Fabio Zaffagnini (Cesena, Italy). 

Fabio is a young Italian from the Cesena region, who wanted the rock band Foo Fighters to perform in 

his village, something unlikely given its small size, which makes it off the beaten path for great musical 

performances. 

However, and being a person with an entrepreneurial attitude, Fabio thought about doing what was in 

his power to achieve his goal. So, he decided to organize a performance with 1,000 musicians playing 

one of Foo Fighters' hits live to try to get his attention and convince them to come to Cesena. 

 

 
Video of the performance. Source: Youtube 

 
News about the concert. Source: Billboard.com 

 

The performance was recorded live and uploaded to YouTube on a channel titled "Rockin '1000", 

along with a message from the organizer to the band transmitting his request. 

The video went viral (at the time of writing this material it has 56 million views) and caught the 

attention of the Foo Fighters, who finally came to play in the small Italian town. 
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Example 2: Iñaki Quenerapú (Santiago de Compostela, Spain). 

Iñaki is a fan of the Star Wars saga who would like to see his parade of Stormtroopers in his 

hometown, Santiago de Compostela. 

 

 
TEDx talk by Iñaki. Source: Youtube 

 
Pictures of the parade. Source: Flickr 

 

Again, he did everything possible to make his vision come true and began to mobilize the local 

community of the saga fans, reaching fans from all over Spain and getting the parade to take place. 

These are just two examples of people with an entrepreneurial attitude, not specifically related to the 

business world but with their attitude in their life in general. Therefore, the entrepreneurial attitude 

does not have to be exclusive to entrepreneurial people, but it is an important requirement that people 

who want to be successful in any area of their life must work in. 

2.3 Work for yourself vs work for others 

Related to the above, when a person joins the labour market, they are presented with the possibility of 

working for oneself (through entrepreneurship) or working for others.  

Generally, when considering these options, emphasis has been placed on the profile differences that 

should exist between the character of entrepreneurs and people who work for others, but the truth is 

that, with the passage of time and the evolution of the market for work, these differences have been 

narrowing until they are, at present, practically non-existent. 

This is so due to globalization that is also increasingly affecting the labour market, which, together with 

the volatility of companies (few of them exceed the first five years of life), makes job transitions 

increasingly frequent. and with a greater geographic scope, so that people seeking employment must 

compete with more and more people for the same jobs. 

In this scenario, working to have an entrepreneurial attitude becomes essential to succeed in a job 

search, requiring the same qualities that are needed to succeed being an entrepreneurial person. 

Therefore, there are two differentiating elements that remain today as fundamental differences 

between both strategies for accessing a job: 

o Risk management: risk has always been one of the differential elements of entrepreneurial 

activity, because when starting a business there is always uncertainty in relation to the result. 
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This risk can be partially mitigated with good prior planning; And given the mobility that exists 

in the labour market, risk is a growing factor for job seekers, so the difference in this regard is 

also decreasing. 

o Access to financing: this continues to be a clearly differentiating factor between both options, 

since looking for a job is much cheaper than starting a business, so getting the money necessary 

to develop the first route is much easier than for the second. In any case, throughout this course 

some new ways of obtaining financing are studied that can help to improve this perspective. 

 

 

Qualities to look for job or to undertake. Source: prepared by the authors 

 

The conclusion is that, nowadays and more and more, the difference between the security of the job 

search and the uncertainty of starting a company is less and less, so it should not be a factor that detracts 

from the attractiveness of the possibility of starting a new business. 

2.4 An idea or a business opportunity? 

As noted before, the first key to starting a business is not having an idea, but rather identifying a business 

opportunity, but: how to know if you are facing a business opportunity? Here are some indications: 

o Can it be materialized and sold?  

This is the first question: is it possible, with the current state of the art, to produce this product 

in a position to be sold? This also includes the consideration of the legal aspects that may affect 

its sale (food safety, guarantees, etc.). If the technology required to manufacture it does not 

exist (or it is extremely expensive), it is unlikely that it will be able to be presented to the market. 

o Is there anyone willing to pay for it?  

Even if it can be manufactured, if there is no one in the market willing to pay for this product, 

the business will not be successful. This requires a precise identification of the type of customer 

to whom the product is directed, and the assessment of their intention to buy it. 

Motivation Relationships
Proactivity

Visibility Trust

Lidership

Perseverance

Communication

Adaptability

Discipline
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o Are there enough potential customers in our market? 

Once the target customer has been identified, it must be determined whether there is a 

sufficiently large number of potential customers in the territory where the company is going to 

carry out its activity, to make the business profitable. 

o Will we have competitors? 

It is important to know if there are already other companies in the market that work with our 

same type of product, since we will have to face them and get a part of their clientele to switch 

to our offer.  

In addition, if there is already a product similar to ours, communication with the customer will 

be easier, since they have prior knowledge. On the other hand, if there is no competition, I mean 

that, first, we will have to generate the need for our product among customers. 

o What are we going to do differently from them? 

If there are competitors and we want the customers to choose our product, we will have to 

offer something different from what the others offer. If not, why should they choose us over 

the alternatives they already have? 

It is important to understand that it is not just about being different for the sake of it, but that 

we must offer a difference that the group of customers we are targeting appreciates and values, 

so it can influence their purchase decision and can make our option preferred. 

o How are we going to reach customers? 

Given the importance of communication with customers, the next important question is how 

the company plan to reach them. We are talking about channels and specific actions, not 

generalities such as "through the Internet". Specific means and strategies have to be proposed 

that, at least in appearance, are effective. 

If the group can respond effectively to all these questions, the idea looks like it could be a business 

opportunity, and it is at least susceptible of being explored in more detail. 

2.5 We need a plan 

To limit the risks associated with the start-up of an entrepreneurial project, it is necessary to carry out 

a planning process that forces us to reflect on all the relevant aspects to consider, ensuring that nothing 

important is left to chance. 

To do this, in the real entrepreneurial world the following sequenced steps are carried out: 

o First step: business model Canvas. 

The first step is the simplest of all, and consists of reflecting on the business model, using the 

Canvas model and methodology. 

To do this is not required an specific knowledge of economy or entrepreneurial theory, and it 

simply requires answering a set of questions, with a deep reflection on the different sections 

that make up the model, to see if the identified business opportunity really passes the first 

serious test. 
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In our case, this will be the only one of the three steps that will be developed in practice in this 

course, so later in this book we will detail it in depth. 

 

 

Business model Canvas template. Souce: Strategyzer 

 

o Second step: business plan (out of scope). 

The second step, which will be outside the scope of this course, would be to develop a business 

plan. A business plan is a more detailed and complete document, where each of the elements 

necessary to start the business must be analysed in depth, and which already requires 

professional advice to define amounts, interests, expected returns to various years, etc. 

In any case, although this is an activity that is usually outsourced in entrepreneurial projects 

because it requires expert advice, it must have the participation of entrepreneurs as far as 

possible, to ensure that their vision of the business is properly collected, and that they 

understand the results contained in this document. 

o Third step: feasibility analysis (out of scope). 

The last step is also the most complex and the one that requires a greater knowledge of 

economic theory, since it consists of analysing the viability of the company based on the figures 

defined in the business plan. 

In this step and with this analysis, it must be determined if the company can achieve profitability 

in the medium and long term, to make the final decision of whether to start the business. 

Again, and as they depend on the previous stage, this analysis does not fall within the scope 

defined for this course. 
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2.6 Red lines 

The execution of any project, whether entrepreneurial or not, carries a risk and is associated with a level 

of uncertainty regarding its result. But risks can be anticipated, analysed, and managed to an acceptable 

level. 

That is why, regardless of the result of the feasibility analysis, and no matter how high the expectations 

for the project are, there are many things that can go wrong and ruin it. For this reason, it is important, 

before starting and when the head is cool, to establish the limits that are considered reasonable. 

This is a way of managing risk and preventing a project from continuing beyond what is reasonable, 

limiting the damage it could cause to entrepreneur people, both professionally and personally. 

2.7 The myth of the lonely genius 

The media often portrays the figure of the successful entrepreneur as a lone genius with a brilliant and 

innovative idea that started in a garage by himself. This romantic myth, with epic overtones, does not 

conform to reality and damages the initiative of many people who, not seeing themselves as those 

"lonely geniuses", refrain from starting their projects thinking that they will not be able to reach that 

level of success. 

The reality is very different, and behind every successful venture there is always a group of people with 

skills and competencies that complement each other. 

Take the example of Apple Computers. At its peak, the media often focused on Steve Jobs as the 

lifeblood of the company, the person who started it from the garage. The truth is that Apple was the 

project of three people who complemented each other perfectly: Steve Jobs, more focused on software 

elements, Steve Wozniak, hardware specialist, and Ronald Wayne, in charge of finances. It was thanks 

to the three of them, and to the team of people they managed to gather around their idea, that the 

project was able to get started in 1976 and got to be what Apple it is today. 

Therefore, it is convenient to forget the myth of the entrepreneur as a solicitous genius who achieves 

instant success, and understand that a business project is a long-distance competition, not a sprint, so 

it is advisable to surround yourself with people who complete the necessary resources so that the 

company develop its activity. 

2.8 Bonus: To              … 

“S          99% f      ”.  

This is a statement that is attributed to Soichiro Honda, the Japanese engineer founder of Honda Motor 

Company, and perfectly sums up the world of entrepreneurship: it is very difficult to get the first 

entrepreneurial project right, but with each attempt the learning increases and, with it, the chances of 

success in the next attempt.  

That is why it is important to set limits and not risking everything to a project, to have the possibility of 

trying it again, taking advantage of everything learned previously to enhance the chances of success. 
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2.9 Topic activity 

After reviewing this topic, students will be asked to start thinking about what the company could do. As 

far as possible, it would be interesting for them to think about ideas linked to the circular and social 

economy, with sustainability as a fundamental reference. 

An interesting approach for students to face this task is to ask them to think about problems that they 

perceive in their community or their surroundings, to which they can give answers or possible solutions 

through the products that their company manufactures. 

Some basic notes on sustainability 

The natural resources that exist on our planet are limited, so a responsible management is required for 

seeking to maximize the usefulness and durability of these resources. 

Broadly speaking, this is what in economic theory is known as sustainability, the ability to use existing 

resources responsibly, so those are used in the most efficient way possible, and they can be replaced 

by new ones for the future (renewable resources). 

This is one of the key ideas to transmit to students: the need to make responsible use of resources, 

thinking about their present usefulness and the need for future generations to also have resources that 

allow them to support themselves. 

Some basic notes on circular economy 

The idea of the circular economy arises within the theory of sustainability and is aimed at eliminating 

waste and the continual use of resources. Circular systems employ reuse, sharing, repair, refurbishment, 

remanufacturing and recycling to create a closed-loop system, minimising the use of resource inputs 

and the creation of waste, pollution, and carbon emissions. 

It also aims to keep products, equipment, and infrastructure in use for longer, thus improving the 

productivity of these resources. Waste materials and energy should become input for other processes: 

either a component or recovered resource for another industrial process or as regenerative resources 

for nature (e.g., compost). This regenerative approach contrasts with the traditional linear economy, 

which has a "take, make, dispose" model of production. 

So, again, we want to promote this vision of a closed-loop system among students, to encourage them 

to focus on the utility of what could traditionally be considered waste, and take advantage of its value 

to generate new sustainable wealth. 
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3 The Marketing Mix 

The model of the four Ps, also called marketing mix, is a very simple model that allows us to reflect on 

the main elements that the company has at its disposal to attract the attention of its potential 

customers, so it is a simple way for us to start outlining what the commercial offer of the company may 

be and see if we are really facing a business opportunity. 

3.1 Marketing Mix 4 P 

The classic four elements of the marketing mix are: 

o Product, even nowadays we should talk about product and service, as we will see next. 

o Price or, better, the balance between what the product offer and its price. 

o Promotion, better understood as communication, not just advertising. 

o Placement, considering both the market the company chooses to operate, and the channel (or 

channels) selected to reach it. 

We see them in more detail below. 

3.2 Product: what do we do? 

The first P stands for Product. In this regard we must consider: 

o Prior knowledge of the activity.  

It is always convenient to know the activity to which we are going to dedicate ourselves before 

starting the company. If we have not known it through our professional or work experience, we 

should at least investigate about it (applicable regulations, raw materials used, manufacturing 

processes, required machinery ...). 

o Identify a business opportunity. 

As highlighted in the previous topic, it is important that the idea passes the filter of the business 

opportunity, evaluating if it really has commercial potential. 

o Define the product (and its associated services!). 

When defining the product and its characteristics, we cannot just stop there, but we must define 

the services associated with the product. We will see more about this below, given its 

importance today. 

o Target customers: needs and expectations. 

To make an attractive product, the company must know the needs and expectations of our 

target customers. Therefore, they must know with precision and in depth the customers we are 

addressing, and how they value the different characteristics and benefits of the product that 

we want to sell them. 

o Plan your differentiation. 
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To attract customers in a market where there are already alternatives to the company's 

product, the company must offer something different from what already exists. And not just 

because, but doing it in a way that is relevant and appreciated by their target customers. 

Therefore, the company must decide and plan its difference based on the knowledge it has of 

its customers. 

o Develop the business plan. 

Starting from the identified business opportunity and with the desired differentiation, the 

complete business model must be developed around the value to be created. 

o Assess feasibility. 

Finally, the feasibility of the design carried out following the defined requirements must be 

evaluated, to see if its expected performance is commercially interesting. 

3.3 A product or a service? 

Today, it is not enough for companies to sell a product, but they must accompany it, necessarily, by 

some services such as the following: 

o Orders management, to identify the specifications to meet and all the data from the customer 

to deliver the product. 

o Custom   ’   f         to know the order status, tracking of the shipment… 

o Delivery service 

o Assembly / maintenance instructions. 

o Guarantee. 

o Technical service. 

o Claims, complaints, suggestions... 

Therefore, in a competitive environment, the services associated with a product can be used by the 

company as a key differentiator. 

3.4 Price 

The second P stands for price, so the first thing is to define this concept: number of monetary units the 

consumers must pay for each unit of product that the company sells in the market, as a counterpart to 

the value that the consumer perceives when achieving a certain level of satisfaction with the company's 

offer. 

The key in this definition is in the conception of the price as a counterpart: the client weighs the cost on 

the one hand and compares it with everything he gets in return. Not just the product, but the product 

and the services associated with it. 

Price: how do we set it? 
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The key in this definition is in the conception of the price as a counterpart: the client weighs the cost on 

the one hand and compares it with everything he gets in return. Not just the product, but the product 

and the services associated with it. 

We will return to this when we talk about needs and expectations later in this topic. 

The process to set a price for the company's product goes according to the following flow: 

o Which is the cost per unit produced? 

The first thing to consider is what it costs us to produce each product. In this cost we must 

include everything that the company has to spend to produce a product. We are talking about 

raw materials, production equipment, supplies, or personnel costs. 

In some cases, the calculation will be simple because the cost will be directly transferable (for 

example, with raw materials), but in other cases we must calculate the proportional part used 

in each product (for example, the cost of electricity or the corresponding part of the staff salary). 

The amount that results from this calculation is called “dead point”, since it defines the lowest 

price that can be established simply to cover operating costs, so that the company is not forced 

to close. 

o Is there competition? How much are they charging? 

Once the company is clear about its dead point, the second question is to know if there is 

already a price in the market for products like the ones the company is offering. If there are 

already competitors in the market that offer similar products, customers already have a 

perception of what an "adequate" price may be.  

This means that the price must be set somewhere close around to this market price, for if the 

price is set too high, customers will perceive it as expensive and will demand more value in 

exchange; while if it is set excessively low, generates distrust in relation to the quality of the 

product. 

Of course, this market price must be higher than the dead point, in order to achieve the business 

profit. 

o Is there little or no competition? 

If the product does not exist in the market, or there is little competition, then the company has 

more freedom to set the price.  

In this case, the company will attend to other factors that can add value to customers, such as 

the differentiation that the company's product provides compared to other alternatives (status) 

or emotional factors that link the clientele with the company (because they belong to the same 

community, for example). 

3.5 Promotion? Better, communication 

The third P stands for promotion, although we better talk about communication, since nowadays and 

with the ease that social networks and technological means provide to establish two-way 
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communication channels, the company must take advantage of this potential to obtain more 

information about what its customers want and need, and to retain them. 

o It does not come with being good, you must seem so. 

In the global competition scenario, with a multitude of companies competing for the attention 

of customers, it is not enough for the company to be good in what it does, but it must also be 

able to get its message to its potential customers so they can value your offer. 

o The purchase decision is based on quality. 

As a management concept, quality is defined as the level of satisfaction of the needs and 

expectations that the customer experiences with a product.  

Therefore, quality does not necessarily have to do with the components of the product, and it 

does have to do with customer satisfaction, and the purchase decision will be based on “v     

f        ”, so the person compares the satisfaction he can get with the money it will cost him 

and based on the outcome will make his decision. 

o Quality is based on perception. 

Yes, as indicated above, quality is entirely based on the customer's perception of the level of 

satisfaction he or she achieves with de product.  

Therefore, quality is not determined by the company when it designs the product but is 

determined by the level of adjustment of the product to the needs and expectations of its target 

customers. Hence the importance of knowing them in detail and knowing what they value about 

the product prior to its design, to respond to those requirements. 

o What the customer does not know, does not exist. 

Precisely for this reason, because the purchase decision is linked to the customer perception 

and to what extent this perception translates into satisfaction, what the customer does not 

know he cannot value, and if he does not value it, it is not useful for him to take a decision, 

making it money wasted uselessly by the company. 

Therefore, it is one of the challenges of the company to be able to adequately communicate to 

customers all the characteristics of the product so they can value them and keep them in mind 

when evaluating their purchase decision. 

o We need to know the opinion of the customers. 

If the company has done things right, it has listened to the needs and expectations of its 

customers and it has designed its products and associated services in accordance with this 

information. 

therefore, once the product is placed on the market, the only thing missing is to know what the 

customer's opinion is, once they finally have received it. Is the product satisfactory? Does it 

meet its expectations? Has the company succeeded with its design?  

This part is essential to close the circle of continuous improvement, and this information about 

the opinion of the customer should be used by the company to improve the product and make 

it more attractive in the future. 
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o Two-way communication is key. 

This need to communicate with the customer and to be able to reach them effectively with the 

relevant information about the product that the company wants to send them, makes two-way 

communication a key factor. 

We must add to this the proliferation of social networks and technological media as elements 

that facilitate and speed up communication, which in practice means that customers have the 

opportunity to comment on the company's products (either for good or bad) even if the 

company did not give them the chance to do it and can reach hundreds or thousands of people 

with their opinion. 

That is why it is important to offer the customers communication channels, so that they can 

express their suggestions, comments, complaints, or observations to the company without 

having to expose them to third parties (which could damage the reputation of the company) 

and in a way that the company can take advantage of them to improve. 

3.6 Customer focus 

A simple way to do this is by adopting a customer focus from the company. To do it successfully requires: 

o Identify the target clientele and the ways to reach them. 

The first step in making customer focus a reality is to identify the target customers, characterize 

them, and identify the most effective ways to access them. 

When we talk about characterizing, we mean identifying the common characteristics of interest 

that unite them from the point of view of our product, such as age, location, income level, etc. 

o Know their expectations (more than needs). 

The next step is to know what your target customers expect from a product like ours. Not just 

what they need, but what they expect. The difference is important, and we will discuss it in a 

moment. 

Knowledge of expectations should allow the company to prioritize those that are most 

important to the customer and, based on this knowledge, the design of the product and its 

associated services should be carried out. 

o Identify delivery channels. 

Next, the company must determine the ways (channels) to get its product to customers: will it 

sell them directly or through intermediaries? Will it be through physical stores, or will it be 

through ecommerce? All these decisions will affect the cost structure of the company and its 

viability, which is why they must be precisely defined. 

o Analyse feasibility. 

This is the moment to carry out that feasibility analysis, when the company verifies that it can 

make a profit by manufacturing the product with the defined specifications and distributing it 

through the decided channels. 

o Define positioning and offer. 
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If all of the above has gone well, it is time for the company to specify the commercial strategy 

and the positioning of the offer, to differentiate itself from the competition and be attractive to 

the target customers. 

o Communicate it. 

Finally, to complete this approach, the company must carry out the appropriate communication 

actions so that potential customers know the product and its offer, so that they can perceive 

the value it offers for their needs and expectations. 

3.7 Customer focus: needs vs expectations 

Let us take a minute to think about the differences between need and expectation, and why it is 

important to understand them and use them in favour of the company. 

Starting with the need: 

o It is the minimum to achieve. 

When a person searches for a product, they do so to satisfy a need. If you buy a pen it is because 

you need to write, if you buy a car it is because you need to travel, if you buy a house it is 

because you need a place to live.  

Therefore, that need determines the minimum that the product has to offer: the pen has to 

write, the car has to move, and the house has to shelter. The problem is that all pens write, all 

cars move and all houses shelter, so responding to the need does not allow differentiating one 

product from another and does not give the customer elements of judgment to prefer one offer 

over another. 

o I                f ,    … 

That the product responds to the need for which it was created does not generate customer 

satisfaction (or, in other words, does not generate "quality"), because that is the least the 

customer expects. Of course, it must comply with the need. 

o It can generate dissatisfaction. 

On the other hand, if the product does not meet the need that originated its purchase, it will 

generate dissatisfaction in the customer: if the pen does not write, if the car is constantly in the 

workshop or if the house is uninhabitable, the customers will fell rejection towards that product. 

So, the first lesson would be the following: the company must make sure that the product complies 

properly to respond to the need that the customers have when they buy it, just to be able to go on the 

market.   

Now the expectation: 

o It is not necessary. 

The expectation, as the name suggests, is not something that the person needs, but they do 

hope (    “ x    ”) to be able to enjoy it along with the product. Different types of people have 

different types of expectations, so responding to them does allow the company to position its 

product in the market and offer a differentiated offer. 
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Let us think about pens again: if we consider the group of students, they expect their pen to be 

affordable, durable, and sturdy. On the other hand, if we consider the group of top company 

executives, they expect their pen to be exclusive, luxurious, and expensive. 

Both groups require a solution for the same need, which is writing, but they expect different 

things from their pen, which allows different companies to offer different products according 

to their strategy. 

o It connects with the emotions. 

What the customers expect is related to their wishes, and it is connected to their emotions. For 

this reason, when we see advertisements on the media, products are often advertised without 

actually showing them or without showing how they work, precisely because companies seek 

to connect with the emotions of their potential buyers and appeal to their expectations. 

o It does satisfy. 

Contrary to what happens with need, meeting their expectations does produce customer 

satisfaction. However, not all expectations are equally important, and generally there are too 

many to be able to comply with all of them. For this reason, different competing companies 

may focus on different expectations to differentiate their products from their competition. 

 

 

Difference between need and expectation. Source: prepared by the authors 

 

So, the second lesson is prioritizing attention to the          ’ expectations that, according to the 

company’s knowledge, they most want, creating a different and differentiated combination from that 

of the competitors and being able to transmit it effectively to the target customers. 

3.8 Placement 

The fourth P stands for placement, where we will talk about the market in which the company is going 

to offer its products and the channels that it is going to use to get them to these. 

3.8.1 Which is your difference 

We can define placement as the place we want to occupy in the perception of real and potential 

customers, and to determine this place, the company must ask the following questions: 

o For what qualities do we want to be recognized? 

o What value do we add? 

Need Expectation

o It is the minimum to achieve

o I                f ,    …

o It can generate dissatisfaction

o It's not necessary

o It connect with the emotions

o It does satisfy 
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o What does our competition do? 

o How can we differentiate ourselves from the rest? 

o Why would the potential customers prefer us? 

The underlying question is the following: if the company is not capable of generating a differentiated 

space within the customers’ mind, why would customers choose its product over the ones they already 

know? 

This is what differentiation is about, to generate a brand, an idea, a message that the customers can 

recognize and appreciate, an image that encourages them to buy the company's products over those of 

the competition. 

3.8.2 Placement: how to work it 

How can the company work its difference? Following these steps 

o Identify the competition. 

The first step is to clearly identify who the competition is, to know the field in which the 

company is going to play and against whom its products are going to face. 

o Attributes of the product / service relevant to the          ’     . 

The second step will be to identify the attributes (related to expectations) that are relevant to 

the target group of customers. 

o Preferred attribute combinations (in the market). 

Next, it is necessary to determine which are the combinations of these attributes (since 

generally not all will be able to be catered for) that can be more successful in the market. 

o Determine our competitor positions. 

Before configuring its final offer, the company must know what the offer of its competitors is 

and what is the position of each of them in the market, since the final offer must be defined 

taking into account, among other things, what already exists. 

o Identify the ideal position for the market. 

From that information, the preferred position of the market and the position of the 

competitors, the company must identify what the "ideal position" is for its products in that 

market. 

o Select own position (feasibility and profitability). 

Finally, the company must analyse the viability and convenience of placing itself in that ideal 

position and develop its own proposal. 

The reasons for not adopting the ideal position will be, fundamentally, two: because it is not 

economically viable to adopt that position, or because it is not commercially interesting 

compared to the offer of the competition. 
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This is an important aspect that the company must manage: if the competition has a very limited 

offer compared to what the company could make, it must assess whether it is interesting 

showing all its cards, or if is better to "reserve" certain attributes for later, so when competitors 

respond, the company always has something more to offer its customers and continue to 

differentiate itself from the rest. 

3.9 Topic activity 

After reviewing this topic, students will be asked to define the complete commercial offer for the 

business ideas they have thought of, define the complete commercial offer, which includes: 

o Products to be sold and associated services. 

o W                   ’  customers? 

o W            ’             x                      f        v  ? 

o Price at which they could be sold and why. 
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4 BUSINESS MODEL CANVAS 

4.1 The need of a business model 

“If        ’                     g   g,               g            ”. 

Lewis Carroll, A    ’  A v           W          

 

 

A    ’  A v           W         . Source: Wikimedia Commons 

 

To get to the desired destination, it is essential to have an itinerary. In the same way, for the business 

project to become what the entrepreneur wants, a business model is needed. 

To tackle this task, we are going to use the business model Canvas methodology, which, being simple 

and without requiring very deep management knowledge, allows us to do a good test of the robustness 

of the business project. 

4.2 The Canvas methodology 

The Canvas methodology is a simple, flexible, and intuitive way to develop the most relevant aspects of 

a business model. This model tries to synthesize and interact with the entrepreneur people by 

answering a set of questions organised in sections. 

The model is made by covering the template called Canvas in which four basic questions of the design 

of any company that is going to be developed must be answered, corresponding to the four main 

structures: 

o How? (infrastructure) 

o What? (offer) 

o Who? (customers) 
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o How much? (finance) 

Starting from the value proposition of the business, customers will be identified, determining the factors 

to take into account in the relationship with them, which will be the distribution channels together with 

the expected source of income, the priority internal activities for the service to be provided, as well as 

the different resources that the business idea will require, the internal and external partners that will 

be required and, finally, the cost structure that the company will have to assume. 

So, the model will facilitate or guide the development of the entrepreneurial project from a strategy or 

global perspective, considering the different sections that must be taken into account when defining 

and evaluating an entrepreneurial idea, thus covering the four main areas of any business: customers, 

supply chain, infrastructures and economic viability. 

 

 

Business model Canvas template. Source: Strategyzer 

 

The template has the following 9 sections: 

o Key partners 

o Key activities 

o Key resources 

o Value propositions 

o Customer relationship 

o Channels 

o Customer segments 

o Cost structure 

o Revenue streams 
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4.3 Build your Canvas: the big three 

We will begin to cover the Canvas by answering the questions of the big three: 

o Value proposition. 

o Customers segments 

o Partners 

 

 

The big three in the Canvas template. Source: prepared by the authors 

 

Block 1. Value proposition. 

o What value is delivered to customers by the company? 

o What problems does it solve for them? 

o What need will it satisfy? 

Guidance for finding answers: 

To be successful in the market, it is key to be able to differentiate the offer of the new company from 

the other existing ones, and to ensure that potential customers perceive that offer as different and 

valuable, since only then will they decide to acquire your products or services. 

This, the differential value that the new company is going to offer to potential customers, is the most 

important aspect that must be clearly defined in this block, because otherwise it will be difficult for the 

company to gain a place in the market. 

In this sense, it is necessary for the company to think about the benefits that the offer entails for 

customers, defining the value attributes for each         ’  segment. Some value attributes are 

appreciated by customers in technological advances, in design improvements, personal status, brand, 

price, proximity, customization ... 

Partners

Value proposition

Customers
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Block 2. Customer segments 

o For whom is the company creating value? 

o Who are the most important customers (groups)? 

Guidance for finding answers: 

Once the students are clear about what the differential value of the product will be, it is time to define 

the clientele to which they are going to address, to be able to learn more about their needs and 

expectations about the product at the detailed level and, above all, to find out if their number is enough 

to keep the company in business with their purchases. 

They must establish the criteria to segment the potential clientele, defining one or more segments to 

which the offer is directed and, for each of them, identify their needs, the value attributes for which 

they are willing to pay, the channels to reach with the product... 

Block 3. Key partners 

o Who are the providers and suppliers of the key resources? 

o How important are they in the production process and in the business model? 

o Do you have a lot of influence over the company? 

o Are they also competitive suppliers? 

o Who do you collaborate with to innovate? 

Guidance for finding answers: 

By establishing alliances with suppliers, or even with competitors, the risks of competition and rivalry in 

the market are reduced since it is possible to minimize risks and uncertainty in supplies. It must be 

considered that the business project and the effectiveness of its business model depend on the success 

in the interaction with other organizations to create value with. 

4.4 Build your Canvas: connections 

First we will consider the "forward" connections, which allow us to link the company's value proposition 

with the customer segments. 

Block 4. Customer relationships 

o What kind of relationship do the company want to establish with customers? 

o Can customer relationships be different for each segment? 

o Will it take a lot of effort for the company to maintain these relationships? 

Guidance for finding answers: 

The students must define what kind of relationship they want to maintain with customers, since the 

relationships that can be established with them can be very close and personal (for example in the retail 

trade) or quite the opposite (for example, if the customer even serves himself and is alone). They can 

even be automated and highly standardized through a website. 
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The type of relationship that is defined will be conditioned by the channels that are selected, but these 

will not delimit them in a strict way either. For example, even if the service is provided through a 

website, the company may decide to opt for a closer and more personal relationship by appointing an 

interlocutor, including his or her name and a photo, to generate a stronger emotional bond. 

 

 

Connections between the big three in the Canvas template. Source: prepared by the authors 

 

Block 5. Channels 

o What channels will be used to communicate with customers? 

o Which ones will be used to distribute the product or service? 

o Are they preferred by customers in each segment? 

o Are they efficient and their costs manageable? 

Guidance for finding answers: 

Once the potential customer segments have been identified, the students must identify and define the 

channels to reach them. 

The channels refer to how the company's offer is communicated, how its differential value is made 

explicit, so potential customers perceive it, and how the product or service is distributed. They must 

facilitate the purchase and cover the         ’  needs satisfactorily, even after sales. 

 

Now, the "backwards" relationships are considered, those that allow moving forward from the key 

partners to achieve the value proposition. 

Block 6. Key activities 

o What activities are required to carry out the production process and the value proposition? 

Activities Relationships

ChannelsResources
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o What activities does require the distribution of the product? 

o What activities are required by the income sources? 

Guidance for finding answers: 

The students must describe the most important activities to carry out the production process and to 

offer the value proposition: how to produce or to provide the services, how to serve the customer, to 

solve problems that may prevent their satisfaction ... 

Key resource needs will emerge from the output of this block and will be assessed after it. 

Module 7. Key Resources 

o What resources of all kinds (material, technological and personal) are required to create the 

value proposition? 

o What resources do the channels of distribution and communication with customers require? 

o What resources do we need to achieve our sources of income? 

o And to maintain the relationship with customers? 

Guidance for finding answers: 

The students must describe the necessary means (resources) for the company to function efficiently. 

These resources could be owned or rented and could also be tangible (physical) or intangible (like 

trademarks, patents, knowledge ...), personal, financial ... 

4.5 Build your Canvas: in and out 

Finally, the base of the model is made by the inputs (revenue streams) and the outputs (cost structure) 

of money that the model requires. 

Block 8. Cost structure 

o What investments does the business project entail? 

o What are the most important supplies? 

o How important are personnel expenses? 

o Will there be financial costs (from bank loans, for example)? 

Guidance for finding answers: 

It will be necessary to consider all the productive factors or resources that the company will use to 

create value. 

Block 9. Revenue streams 

o Which are the value attributes the customers are willing to pay for? 

o Are they already paying for that today? 

o How will they pay? 
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o Is this their preferred payment method? 

o What percentage does each revenue stream represent? 

Guidance for finding answers: 

The prices that the student set will be decisive for the income obtained. The prices may be paid with 

postponement or in cash, in one or more instalments, they may be fixed or negotiable prices, paid for 

use, time, unit, etc., which it is essential to define prior each sale. 

In the same way, the payment methods can influence the purchase decision (payment in cash, by card, 

using PayPal…). 

These decisions are important because they will influence both the purchase decision of the potential 

clientele and the ability to generate income at the time it is needed to sustain the cost structure. 

 

 

Support for the business model. Source: prepared by the authors 

 

4.6 SWOT analysis 

SWOT analysis (strengths, weaknesses, opportunities, and threats analysis) is a very simple reflection 

technique that helps the company to better understand those aspects in which it must improve, and 

those others that it must make the most of. 

This type of analysis contemplates two complementary perspectives: 

Internal perspective of the company. 

It reflects on the strengths and weaknesses that the company presents within, with what it is and what 

it has. For example, having a highly trained and motivated staff can be a strength, while relying too much 

on external funding can be a weakness.  

Cost Revenue
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Both are internal factors over which the company has (to a certain extent) the ability to control and 

change. Therefore, from this perspective, it is about seeing what makes the company strong and what 

makes it vulnerable, with the idea of consolidating the good and correcting the bad. 

 

 

Scheme to represent a SWOT analysis template. Source: prepared by the authors 

 

External perspective of the company. 

In this perspective, external factors are analysed, which are beyond the control of the company, and 

which may pose an opportunity or a threat. 

For example, the construction of a new airport with a cargo terminal (something that does not depend 

on the will of the company, but on the local authorities) may be an opportunity to expand distribution 

to new markets, while the processing of new legislation that is more restrictive in terms of emissions 

(something that depends on the legislative power of the country) may pose a threat to the productive 

activity of the company. 

The idea is to allow the company to prepare itself to be able to take advantage of the opportunities that 

are generated in the community when they materialize, or to make the necessary decisions to manage 

the risk posed by the threats if they do materialize. 

 

Through this simple exercise, which can be repeated over time to update its results according to the 

evolution of the circumstances of the company) the company has a clear idea of its position in the 

market, what is the robustness of the project and what it needs to improve to foster its survival over 

time. 

4.7 New entrepreneurial philosophies 

With the arrival of the new information and communication technologies (ICT), new philosophies have 

arrived that affect the way people relate to each other. These new philosophies have also been reflected 

in the field of the company: 

o Everything is in the cloud. 

Strengths Weaknesses

Opportunities Threats

S W
O T
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Data centres, information about products, about customers, working in remote teams ... The 

company also uses the cloud to share and store information. 

This is an advantage from the point of view of the ease of access to the data since they can 

access it from practically anywhere in the world with Internet access. But it is also a 

disadvantage, as it makes their data vulnerable and accessible to malicious users seeking 

financial gain. This forces companies to establish new and more important security measures 

to protect their sensitive information, especially that related to their customers. 

o Share, like, subscribe. 

In a social environment where all information is universally shared and where "likes" matter 

more than content, companies must sometimes fight to maintain the integrity of their products 

and compete against others that imitate or use them. without the proper authorizations or 

permits. 

o Trending Topic, hype. 

In this context, the consumption of content is carried out at an enormous speed, and what today 

is a novelty tomorrow is already old, with users looking for new stimuli. This makes keeping 

products on the market difficult for companies and forces them to constantly introduce small 

modifications on them (change colours, little changes in shape, etc.) that allow them to keep 

the attention of their target audience. 

o Search engine optimization (SEO), search engine marketing (SEM). 

The internet is a very big and dark place if you do not know how to approach the light. For this 

reason, companies today are forced to turn to SEO and SEM professionals to help them 

maximize their presence on social media, to be visible specifically by the customer segments 

they are interested on. 

o Update, upgrade, terms of service. 

The provision of new digital services associated with physical products (downloads, electronic 

user manuals, apps, etc.) introduces new ways of relating to customers, through licenses for 

use on many occasions. This obliges companies to dedicate efforts to define and adapt the 

terms of service so they can be valid anywhere in the world, as well as to keep these new 

technological elements up to date. 

o Big Data, Artificial Intelligence, algorithm, IoT. 

On the other hand, the large number of users of social media means that large technology 

companies have huge databases, which they exploit to improve the profiling of the different 

customer segments through big data techniques and algorithms. of artificial intelligence, which 

helps them to be more and more precise when it comes to locating and reaching specific 

customer segments. 

o Cancel culture, online shaming. 

Another new phenomenon that has been born and proliferates in social media is cancel culture 

and online shaming, where groups of users come together to expose what they consider 
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inappropriate behaviours or attitudes from people or companies, calling not to consume their 

products and multiplying the effect through the interaction in networks. 

o Infoxication!!! 

In short, the large amount of information that is generated and disseminated through the 

Internet (and not always true information), generates a saturation in the users that receives the 

name of “infoxication”, as a way of expressing the information intoxication to which they are 

exposed. This means an additional effort for companies, when it comes to maintaining their 

online reputation, avoiding false information that could harm them and generating quality 

content that makes them reliable and relevant to their customer segments. 

4.8 Topic activity 

After reviewing this topic, students will be asked to select, among the possible ideas, those (no more 

than two) that are most attractive to the group. For the chosen ideas, the students will develop the 

business model Canvas.  

To do this, the teacher will provide them with a printed template (preferably in A3 size) where they 

should reflect their answers to the questions that are asked. To make it more flexible, students can be 

given a small pack of Post-it (or similar) so that they can write and modify their definitions as they 

progress through the project. 

 

 

Group of students working on a A2 sized Canvas with Post-it. Source: made by the authors 
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5 COMPANY ORGANIZATION AND CORPORATE IMAGE 

Once the students have defined the business model and they already know what the company is going 

to do, in this topic we will talk about the best way for them to organize the business. 

5.1 How can we organize ourselves? 

Some clues in relation to how the company should be organized: 

o The organization must be adequate to achieve the desired results. 

The definition of the organization of the company must always come after the definition of the 

value proposition and the objectives that the company wants to achieve. This is because the 

organization must allow an effective response to these objectives and it must be the best 

possible to achieve the value proposition in an efficient way. 

o Be clear about what we want to achieve (product + final service). 

For this reason, the company must define very clearly what is the value proposition that it wants 

to achieve, and from it define clearly and completely both the specifications of the product that 

it is going to manufacture, and the associated services defined as part of positioning. 

o Define the processes necessary to achieve it (those that add value). 

Once this is clearly defined, the next step is to define all the processes that need to be developed 

in the company to achieve the value proposition. 

By process we are going to understand a grouped succession of closely related activities that 

convert some inputs into different outputs. It should be considered that the output of a process 

can be the input of another or other subsequent processes. 

When adopting a processes approach, it must be clear which are all the activities that must be 

carried out to achieve the value proposition, as well as the sequence in which they must occur 

and their relationships. We will look at it in more depth in a moment. 

o Get organized so that processes are efficient. 

Once we have defined the processes that are necessary to generate the value proposition, their 

relationships and dependencies, the way to organize the company must be considered so that 

the operation of the processes is as efficient as possible, and no activity is left out of some area. 

5.2 Processes approach 

The processes approach is one of the fundamental tools for the workflow organization in the company, 

because it allows to identify all the activities in which value is generated, and by having their sequence 

and their relationships, the connection between them can also be streamlined, and can even define 

standard working methods to perform them in a way that the company can achieve its objectives. 

To develop this approach, students will need to consider the following aspects: 

o Where is the value for the costumers? 
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Value for the customer does not appear by chance but must be created by the company in a 

planned and conscious way. Thus, the first step is to think about the different activities that 

must be carried out in the company to generate the product offer as defined (a very basic 

example could be: product design, purchase of raw materials, set-up of production equipment, 

manufacturing, quality control, packaging, shipping). 

o Identify the activities that contribute to add value. 

Within these activities, the company must see to what extent each of them participates in the 

creation of value: there will be activities that contribute to the creation of value for the 

customer (in our example, design or manufacturing would fall into this category), and others 

that contribute to generating value for the company itself (for example, the purchase of raw 

materials or quality control, to prevent waste or defective products from being placed on the 

market).  

If the company discovers an activity that does not fit into either of these two categories, it would 

be facing a useless activity that only contributes to generate cost but not value, so it should be 

eliminated. 

o Identify inputs and outputs for each activity. 

Next, for each activity (or coherent group of activities that we call process) the inputs and 

outputs must be identified.  

This is very important because, as has already been mentioned above and will be emphasized 

later, the outputs of some of these activities or processes are going to be inputs in the following 

ones, so the way in which these outputs are presented is going to be key so that they can be 

directly integrated into the next activity, without the need to carry out transformations or 

changes in them. 

o Identify sequence and relations. 

The next step will be to determine the sequence in which the activities occur and the 

relationships they have with each other, bearing in mind that the same activity may be related 

to several (for example, the design of the product may be related to the purchase of materials). 

raw, with manufacturing and with packaging) or vice versa. 

Determining these sequences with precision is relevant because they will tell us what outputs 

of one activity (inputs to the next) are required and in what format. Continuing with the 

indicated example: 

→ If a design output goes to the process of purchasing raw materials, then from the area 

responsible for design a list should come out with the type and quantity of raw materials 

that are required for manufacturing this product. 

→ If a design output goes to manufacturing, then from the area responsible for design a 

blueprint should come out with the shapes, measurements and tolerances that must 

be used in manufacturing. 

o Appoint responsible. 
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Continuing with this approach, a single responsible person should be named for each activity, 

who will be known as the "owner" of the process or activity. This does not mean that this person 

is in charge of carrying out the activity, but that it should be the one who is responsible for the 

activity being carried out (by whom it may concern) in the correct and planned manner. 

A single person should be named for each activity to ensure that he or she is accurately aware 

of his or her responsibility, although the same person may be the "owner" of several activities 

or processes. 

o Define methods. 

At this time, the working methods to develop this activity must be defined, described, and 

communicated. In this way, the company ensures that this activity is carried out in a correct and 

stable way, always achieving the desired results regardless of which person or group of people 

carry it out. In this way, variability in results is reduced, and it is ensured that objectives are 

achieved throughout the workflow regardless of who performs each task. 

The level of detail of the working methods will be higher the more complex the activity, or the 

more relevant it is to achieve the desired result. 

o Measure and improve. 

Finally, for each activity or process, indicators must be defined that allow measuring the 

effectiveness with which it is working, and collecting data that allows analysing the way in which 

that activity can be improved to achieve greater value for the customer, or reduce cost to 

generate present value. 

5.3 Processes map 

A very useful and practical way to represent the processes that are developed in the company and their 

relationships is through a process map. 

 

 

Example of processes map. Source: prepared by the authors 

 

PRODUCTION
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A processes map is nothing more than a graphic representation of the processes or activities that must 

be developed in the company to generate the desired value proposition, its sequence, and relationships. 

In this way, visually, it is very easy to see where the outputs of each process are going and what the 

workflow is to create value. 

On the process map, three important suggestions to have in mind: 

o As seen in the previous example, the process map must start and end at the customer 

(remember what was seen previously in relation to customer focus in 3.6 and 3.7), since it is the 

beginning and the end of the company's value proposition. 

o Activities should be planned to obtain customer feedback regarding their perception of the 

value of the product to see if our communication is effective, and if his or her perception 

matches what is expected. 

o The activities or processes that generate value for the company but are not related to the 

workflow are usually represented separately from those that generate value for the customer, 

since in many cases their incidence is usually transversal (in the previous image they are those 

that appear at the top, in green squares with white background). 

5.4 Organization chart 

The organization chart is the way in which the organization of the company is graphically reflected. 

There are multiple possibilities: 

o Depending on the size of the company. 

Generally, the larger the company, the larger the organizational chart in terms of departments 

and levels. 

o Depending on the philosophy (authority vs. delegation). 

In organizations with an important hierarchical content, the organization chart tends to have 

more levels, each one representing authority with respect to subordinates. On the other hand, 

companies that choose the delegation of responsibilities present "flatter" organization charts, 

with hardly any authority levels. 

o Depending on the strategy (relationships between areas). 

Depending on the strategy and the difference that the company has chosen, it can prioritize 

some departments over others. Thus, for example, in two companies that operate in the same 

market with the same product but different approach, one may choose to give priority to the 

design department and place below it the manufacturing department, since it wants to 

prioritize innovation; while the other does it the other way around and puts the design 

department as a subordinate of manufacturing department, since it wants to prioritize the 

optimization of production costs. 

o Depending on the affinity of knowledge (HR). 

Another possible way to define departments is to use the affinity of the knowledge required to 

execute the activities it encompasses. Thus, for example, a company could group the areas of 
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innovation, design, and manufacturing, since all of them require personnel with knowledge of 

industrial engineering. 

There is no one option that is better than the others, nor that works better than the others in all cases. 

The company must choose the one that best allows it to achieve its value proposition, and that is 

consistent with its work philosophy and the business culture it wants to promote. 

5.5 Some examples 

Example (partial) of an organization chart of a large company with a large hierarchical component. Each 

level represents a state of authority. 

 

 

Example of organization chart. Source: prepared by the authors 

 

Example of an organization chart of a small company that opts for delegation and cooperation between 

areas. 

 

 

Example of organization chart. Source: prepared by the authors 

5.6            ’               g  

The corporate image is the hallmark of the company and acts as a recognizable element for customers, 

so it must be cared for and carried out considering a series of issues: 

o Better if it is clearly referred to the product / service. 

This is not essential, but unless the company has a significant amount of money to dedicate to 

the creation of a brand image so that it is recognized in the market, it is best to go for an image 
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that allows potential customers to deduce what is the activity that the company develops when 

they see it. 

o Be consistent with the position the company sought. 

If the company wants to position itself as an innovative company, the image must be innovative; 

If the company wants to position itself as a reliable company, the image must convey 

confidence. The image must be made considering the place the company wants to occupy in 

the market and in the minds of its customers, to accompany and reinforce that message. 

o Unique (at least, different from what is known). 

To allow customers to differentiate the company and its offer, it is important that the corporate 

image chosen is also different from that used by competitors, so the customers can become 

familiar with it and recognize it in front of others. 

o Simple (easy to remember, interpret and reproduce). 

When talking about corporate image, less is more. The simpler the image, the fewer elements 

and shapes it contains, the easier it will be for customers to retain, recognize and differentiate 

it at a glance. 

o Careful using the colours. 

Colours have meaning, so the choice of colours must be done carefully and in accordance with 

the ideas that the company wants to convey, in relation to its positioning. For example: 

→ Red is associated with power, strength. 

→ Blue conveys confidence, reliability. 

→ Green represents the natural. 

→ Black represents elegance. 

→ Purple represents creativity. 

As in the previous case, when talking about colours in the corporate image, less is more. A 

discreet and appropriate use of colour helps to remember the image and avoid conveying 

contradictory messages. In addition, the simpler the image and the less colour it uses, the easier 

and cheaper it will be to reproduce, while giving more flexibility to combine it on different 

advertising media. 

o Adaptable (sizes, supports, applications). 

The image should work well in small sizes (such as on a web page or a business card), but also 

in larger sizes such as on a sign, a poster, or a brochure. 

o M                ,         “f          ” (               ). 

It is important that the image looks modern at the time of its creation, but "fashionable" 

elements should be avoided as much as possible, since when that fashion passes, the image will 

automatically look outdated and will force its change. 

Here you can see examples of good and bad corporate images: 
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Examples of good (left) and bad (right) corporate images. Source: companies web site 

 

On the left side we see simple images with a very limited use of colour. These are images that we all 

know, remember, and recognize quickly. 

On the right side there are some examples of bad corporate images, where we see in some cases (Office 

of Basic Energy Sciences) an excessive use of different colours that makes it very difficult to remember, 

others (Highlight) present a use of colour makes it difficult to read; we also see an example (Cat Wear) 

with an unfortunate use of the image and, finally (Kate's Florist), we see a logo that conveys lack of 

professionalism and care.   

5.7 To consider 

Also, to take into account when designing the image: 

o The logo in positive and negative version. 

The logo must be developed in a positive version (to be used on light backgrounds) and a 

negative version (to be used on dark backgrounds), so all possible uses are covered, with a good 

contrast and flexibility to use and recognize it in any application. 

o Take care of resolution (better in vector). 

As far as possible, a vector design must be used, to avoid pixelation from appearing when 

modifying its size, since it transmits an unprofessional and careless image. In any case, the 

resolution with which the image is used must be adequate to the size in which it must appear 

on the medium on which it will be used (web, social media, paper). 

o Assess the possibility of a slogan. 

Lately it is a widely used resource to include a slogan that reinforces the message of the image. 

It should be short, simple, easy to remember and meaningful. 

o Provide basic applications. 

For its use to be appropriate in each medium, the basic applications of the image must be 

defined at hand, which must include at least: 

GOOD BAD
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→ The product (label, package). 

→ C      ’   eb site. 

→ Advertising (print, web, wallpapers ...) 

→ Stationery (proposals, invoices ...) 

→ Business cards 

 

 

Positive and negative version, and    g    f N   ™. Source: N   ™ 

 

 

 

P     v        g   v  v       f   C     D   g  ,           ’                    S    . Source: CPI O Cruce 

 

5.8 Topic activity 

After reviewing this topic, students will be asked to: 

o Define the organization chart (departments, relationships, members) for its company. 
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o Create the corporate image, justifying its meaning. 

o Develop a commercial catalogue with            ’  products and services using this image. 

o Make a proposal (on paper) for the structure of the company website and social profiles. 

This will also be a good moment to review and                     ’                   , using the 

template provided by the project.  
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6 HUMAN RESOURCES AND CURRICULUM VITAE 

Normally, when starting a business, recruitment should take place at this time. However, and given that 

in this case the workers are going to be the students themselves, we are going to dedicate this topic to 

analysing the curriculum vitae and its structure and contents, so it serves both as a reference for a future 

personnel selection process, as well as for your own students in their future job search. 

6.1 Curriculum Vitae (CV): what is it and what is it for? 

The curriculum vitae has only one purpose, and it is to highlight the value that the person can bring to 

the company in a given position. Therefore, it is not about telling his life or saying everything that has 

been done in the professional field, but about highlighting what is relevant for that specific company 

and that specific position. For this reason, the following recommendations should be considered: 

o Be personal and personalized. 

The curriculum is a personal document and must be personalized, in the sense of tailored it to 

each job offer in which the person wants to participate. 

o Look professional. 

Since the person wants to access a job and show that he or she is a good professional, the aspect 

of the resume must show that professionalism as well. 

o Highlight your value. 

The development of the curriculum responds to the need for the value of the person for the 

position to be clearly highlighted, so all its development must revolve around this objective. 

o Be clear and direct. 

Generally, when a selection process is carried out, the person who has to analyse the resumes 

will find hundreds (or sometimes thousands) of them to review, so he will only spend the time 

strictly necessary to review their content. For this reason, the curriculum must be very clear and 

concise, with short and direct messages. 

o It is only worth for one thing: to arouse interest in the people who are carrying out the selection 

process, so they want to meet you in an interview. 

6.2 Basic parts of the CV 

The best way to make a clear and concise curriculum vitae is to structure it in clearly differentiated and 

visible blocks of information. The most common are the following: 

o Personal data: in this section, the person will include the name and surname, as well as the 

means of contact available to him so that the company can contact her. 

o Picture: it is not mandatory to include it, but it is interesting because it can serve as an element 

of connection with the person who reviews the curriculum, so through the photo he or she can 

remember us better. So the photo can be an element of differentiation, and that is something 

that is sought with the CV. 
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o Education: another important block is education, where the person will include that training 

(regulated or non-regulated) that may be relevant for the position to which he or she aspire. It 

is not necessary to include all the training that is possessed (for example, if the person has 

higher education, it is not necessary to indicate the basic training; and if it is not related to the 

position, including it may be a disadvantage rather than an advantage). 

 

 

Main parts of the curriculum vitae. Source: prepared by the authors 

 

o Experience: this section refers to the professional experience that the person has: what other 

jobs he or she has performed, in what period, for which company ... As in previous cases, the 

recommendation is to include only that which is relevant to the position. While the person has 

little work experience, this section could include other experience that, without coming from a 

job, could be used for this (such as the experience working as a volunteer in social or cultural 

organizations). 

o Languages: in general, it is recommended to include a language section, although this is only 

essential if the position requires knowledge of them. To indicate the level of mastery of a 

language, it is recommended to use the guidelines of the Common European Framework of 

Reference for Languages. 

o Interests: it is a block that, although it is not mandatory, it is recommended to highlight personal 

interests that may be relevant to the job. Also, in this section, other skills that are possessed 

and were obtained informally (not through training) could be included. An example could be 

digital skills, which are increasingly in demand in any company for any position, and that many 

times people have acquired through their own experience in the use of ICT. 

6.3 Types of CV 

There are basically three types of curriculum vitae: 

o Chronological. 

PERSONAL DATA
Name
Contact

EDUCATION
Date:

Date:

PROFESSIONAL EXPERIENCE
Date:

Date:

LANGUAGES
Spanish
Portuguese
Greek

INTERESTS
▪ Personal interests
▪ Meaningful for the job

Lorem ipsum dolor sit amet, consectetur adipiscing

elit. Aenean et nisl at nibh rhoncus suscipit. Integer

iaculis imperdiet augue.

Lorem ipsum dolor sit amet, consectetur adipiscing

elit. Aenean et nisl at nibh rhoncus suscipit. Integer

iaculis imperdiet augue.

Lorem ipsum dolor sit amet, consectetur adipiscing.

Lorem ipsum dolor sit amet, consectetur adipiscing.

Common European Framework 
of reference for Languages

Personal data
Name, surname and contact information 
(telephone, email, Skype ...). The more the 
better, if you attend to them

Picture?
Recommended but ...
If included, make it a good 
photo

Experience
All work experience that is relevant for the 
job, organized and structured 

Languages
Take as a guide the Common 
European Framework of 
Reference for Languages

Interests
Non-work information but that can give you 
"points" (if you have little experience, it is 
important)

Education
Both regulated and 
unregulated, but separate 
and organized
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The one in which the information of the different sections is structured based on the dates of 

completion, in such a way that the person details the information taking as a reference the 

moment in which it occurred. It can be direct (from oldest to newest) or inverse (from newest 

to oldest). When using this system, remember to include the relevant information. This model 

is recommended if there are no large "gaps", intermediate periods in which the person have no 

activity. 

o Functional. 

This model tries to highlight professional areas, grouping professional experience by areas of 

activity. This type is the ideal one if the person wants to change jobs or reorient his or her 

professional career, so he or she should highlight all that experience most related to your new 

goal. It is also highly recommended if the person has a lot of experience but in short periods of 

time, with many periods of inactivity in between or in many different companies, so the 

information appears more concentrated. 

o By competences 

This type is about highlighting the competencies that the person has acquired in his or her work, 

education, training, and personal trajectory, associating them with the tasks performed. It is 

indicated if the person is looking for a change of professional field or sector, so he or she can 

extrapolate the skills acquired on previous jobs and other type of experience: also, if the person 

has motivations to promote himself or herself within the company itself. 

6.4 European mobility: Europass 

To facilitate and foster mobility between countries, the European Union has created the Europass 

scheme, composed of: 

o Europass profile (CV). 

People can create a free profile with Europass, which in practice is an online application to 

create a resume according the Europass model, where they can record their skills, qualifications, 

and experiences in one secure, online location. Users can record all their work, education and 

training experiences, language skills, digital skills, information on projects, volunteering 

experiences, and achievements following the given instructions. 

o Language self-assessment (currently out of Europass). 

It consists in a self-assessment grid with the levels of proficiency described in the Common 

European Framework of Reference for Languages (CEFR). It presents 34 scales of listening, 

reading, spoken interaction, spoken production and writing activities. 

o Europass Mobility. 

It is a document to record knowledge and skills acquired in another European country, by: 

→ A work placement in a company. 

→ An academic term as part of an exchange programme. 

→ A voluntary placement in an NGO. 
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o Europass Certificate Supplement. 

It is a document describing the knowledge and skills acquired by holders of vocational training 

certificates. It provides additional information to that already included in the official certificate 

and/or transcript, making it more easily understood, especially by employers or institutions 

abroad. 

o Europass Diploma Supplement. 

It is a document describing the knowledge and skills acquired by holders of higher education 

degrees. It provides additional information to that included in the official degrees / diplomas 

and/or transcript, making it more easily understood, especially by employers or institutions 

outside the issuing country. 

More information on Europass and its components can be found following this link. 

6.5 Which model is the best? 

There is no one model that is the best for all cases, but it will depend on the situation, circumstances, 

and interests of the person. 

o Pure types do not exist. 

Normally none of these types are presented in their pure state, but several are combined 

according to the interest of the person. 

o Combine different types to suit you. 

According to your situation and interests, choose the combination of types that best suits your 

needs. You can use different types in different blocks, but within the same block, always keep 

the same style to give it consistency. 

o I                “          ”. 

Remember that the ultimate purpose of the curriculum is to make you visible, to make you 

stand out from other candidates. 

o The important thing is that you are comfortable with it and that it serves to highlights your 

value. 

6.6 Key tips to make a good CV 

Here are 10 keys to make a good resume: 

o Use the computer. 

Do it using the computer, so that it is cleaner, clearer and easier to read. Use a clear font of 

sufficient size to allow it to be read, with a good contrast between the letter and the background 

and avoid strident colour combinations. 

o Structure de information. 

https://europa.eu/europass/en/europass-tools
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Organize it in blocks with the information arranged consistently, include only what is relevant 

to the position so that the value for the position stands out. Consider including the "hidden 

curriculum", things you know how to do and have learned outside the context of work, but that 

you can apply in it. 

o If you include your photography. 

Make it a current photograph, of good quality and in which no one else is seen. It must be 

suitable for professional use, and the appearance should be adjusted to what you are supposed 

to maintain if you enter the position. 

 

 

Key tips to make a good curriculum vitae. Source: prepared by the authors 

 

o Focus on clarity. 

Make the curriculum thinking about what you want to achieve and what you would want to see 

if you were in the place of the person who is going to read it, along with dozens or hundreds of 

others. To do this, try to be very specific and synthetic, avoiding long paragraphs. 

o Make it competence-oriented. 

A competence could be defined as what you are capable of doing with what you know. Orienting 

the curriculum to the skills you have should help the company see everything you are capable 

of, beyond the specific position you are applying for, and can give your application a unique 

character. 

o Taylor each application. 

Each company is different from the others, so the same job in different companies may require 

different things. For this reason, each application must be adapted to each position, depending 

on the information you can gather about the company and what you find out they are interested 

in. 

o Facilitate contact. 

The more means of contact you allow the company, the easier it will be to be able to contact 

you by the means they prefer. Of course, all the means of contact you use must be personal 

and you must attend them properly, answering the messages you receive and returning calls. 

Use the computer
Structure the 
information

If you include your 
photography

Focus on clarity
Make it competence-

oriented

Tailor each application Facilitate contact
Take care of your 
“digital footprint”

Update and share Add some context

o Facilitates reading

o Simple typography

o Suitable font size

o Good contrast

o No extravagance 

o Organize in blocks

o Order it consistently

o Include what is relevant

o Highlight your value

o Consider "hidden CV" 

o Updated

o High quality

o You alone

o For professional use

o Suitable appearance

o Think of your objective

o Be empathetic

o Highlight main content

o Be specific

o Avoid long paragraphs 

o Try to be unique

o What can you do with 

what you know

o Analyze your hidden CV

o Skills beyond diplomas  

o One size didn’t fit all

o Adapt contents to job

o Include the relevant

o Highlight your value

o Control what you send

o Allow more than one

o They should be personal

o Consider asynchronous

o Always return calls

o Professional profiles 

o Build digital identity

o Separate from personal

o Egosurfing

o Define a digital strategy

o Careful with names

o Update when required

o Use digital format (PDF)

o Do not send without 

checking

o Other ICT media 

o Include a message

o For self-nominations

o It will do you no harm

o Very short and concise

o Do not tell your CV
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And you must take care of your professional profiles on social networks (which must be 

separated and differentiated from your personal profiles), since more and more, companies 

consult them before deciding. 

o            f      “  g     f        ”. 

For the latter, due to the ease with which companies can consult on social networks to see what 

the "digital footprint" is, it is very important to take care of this aspect, creating a professional 

digital identity separated from the personal one, carefully choosing the names of the emails or 

profiles for professional use that you create and performing "egosurfing" periodically, looking 

for information about yourself to see what you can locate on the Internet. 

o Update and share. 

Take advantage of the ease that new technologies offer to keep your resumes updated and 

organized, and distribute them through standardized digital media (for example, in PDF format), 

to ensure that the person who receives it will be able to read it and see it as you see it. And 

always check that the curriculum is updated and adapted before sending it. 

o Add some context. 

When you send your resume to a company, especially if you are doing it on your own initiative 

and not in response to a job offer, always include a short presentation that gives context to your 

submission, either if it is hand-delivered, by postal mail or via email. It is not about repeating 

your resume (because for that you already accompany the curriculum itself) but about briefly 

introducing yourself and explaining why you are sending your information. 

6.7 Topic activity 

After reviewing this topic, students will be asked to prepare their Europass profile, focused on their 

position in the company (remember them to take advantage of what they already know about the 

company and what it does to focus their application).  

This is a simple exercise, and it is not necessary to deliver it or to correct it, since it refers to personal 

information that is not necessary for the development of the project, and it is simply intended to be a 

first contact with this job instrument that is the CV. 

As a complement, students who feel like can do a language self-assessment. 
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7 DIVERSIFICATION OF THE COMPANY ACTIVITIES 

7.1 What does diversification mean? 

When the company wants to continue growing within the same market in which it operates, its best 

option is to diversify its product portfolio. This is what is called “diversification”,     xpand the offer of 

products and services of the company. There are two ways to do this is: 

o By adding new products or activities related to those the company is already fabricating. We 

can do this in three ways: 

→ Vertical forward. 

The company integrates new products related to the ones it already manufactures, but 

which are obtained later. For example, if the company manufactures and markets packages 

of sheets of paper, a forward vertical integration could be to start manufacturing 

notebooks, since it would make them from the sheets it is already manufacturing. 

→ Vertical backwards. 

Contrary to the previous one, in this case the company would integrate new products or 

activities that would take place before those that it already carried out or manufacture. 

Following the same example, the company could start its activity in the paper pulp sector, 

which would later be used to manufacture its packages of sheets of paper, but could also 

be marketed to other companies that use this raw material in their processes. 

→ Horizontal. 

In this case, the integration is done with a product or activity that is related to what the 

company already does, but is not directly related. In the example used, the company could 

start manufacturing pens, since they are necessary to write on its sheets of paper, or 

briefcases to transport them. 

o By adding completely new activities. 

In this case, the company opts for a completely new and different activity. For example, the 

company that makes sheets of paper may start manufacturing electric scooters, simply because 

it sees a good business opportunity in it. 

7.2 Pros and cons 

Like any other business decision, diversification has both pros and cons. 

Pros. 

o Reduce risk. 

By increasing the product portfolio, the company does not depend so much on each of them, 

and in case one of them suffers a crisis, it can always reinforce the others. Therefore, it reduces 

the risks associated with the crisis of a specific product. 
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o Increase turnover (and benefits?). 

If it has more products, the company will be able to sell more and that will increase the turnover. 

However, an increase in turnover does not mean that profit increases, as new products may be 

less profitable or even cause losses in their early stages. 

o It allows to grow in the same market. 

Diversification allows the company to grow in the market in which it already operates, without 

having to assume the necessary expenses to reach new markets (for example, through 

distribution to other countries) or to make itself known to new customers. (through advertising 

and communication). 

o We start with a customer base. 

As it operates in its own market, the company is already well known, it already has a brand and 

it already has customers who know what to expect from its products. 

o We reach new customers. 

At the same time, by offering new products, new customers who previously did not need the 

products the company offered can approach it to buy the new ones, increasing their customer 

base. 

 

 

Pros and cons of diversification. Source: prepared by the authors 

 

Cons. 

o Increase expenses. 

By increasing the production lines, their facilities and equipment, as well as the raw materials 

that the company needs and possibly its staff, the production costs that the company must bear 

are also greatly increased. 

o Increase complexity. 

More products and more activities implies more processes, changes in the structure and, 

necessarily, adds layers of complexity to the management of the company, since there are more 

issues to take into account when making decisions. 

PROS CONS
o Reduce risks

o Increase turnover (and benefits?)

o It allows to grow in the same market

o We start with a customer base

o We reach new customers

o Increase expenses

o Increase complexity

o Uncertain result (ignorance of the activity)

o Risk for what we already do
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o Uncertain result. 

As in the start-up of any project, there is always a certain level of uncertainty in relation to the 

result, despite how well the company has previously prepared and no matter how much it has 

planned. As long as the company does not start producing and selling the new products, it will 

not know if they really work as expected. 

o Risk for what we already do. 

Just as introducing new products can be an opportunity, it can also pose a risk to those that the 

company already makes and to its reputation. If the new products cause operational problems, 

generate complaints or dissatisfaction among customers, it can have an impact on the image of 

the already established products, negatively affecting them. And if financially the new products 

generate low profitability, they could absorb the profitability of the products it already had on 

the market. 

7.3 Some examples 

Next, we see some typical examples of diversification: 

o Fashion designers. 

As a sign of horizontal diversification, many fashion designers currently manufacture 

accessories such as colognes, watches, etc. All of them are products related to what they did, 

which allow them to expand their business by acting on the same customers they already had. 

o Lamborghini.  

Originally dedicated to manufacturing tractors, it diversified its production by targeting sports 

cars, being an activity related to the former (manufacturing of motor vehicles) but for a different 

audience. 

o Apple.  

It began as a manufacturer of personal computers, but gradually diversified into consumer 

electronics. Today it also manufactures smartwatches, mobile phones or music and video 

playback devices, all of which share the company's know-how. 

o Yamaha.  

The Japanese manufacturer opted for expansion through unrelated products. Thus, starting 

from the manufacture of musical instruments, it diversified its production to include the 

manufacture of motorcycles first, and engines for nautical use later. 

o Inditex.  

The parent company of clothing manufacturing companies such as Zara, Pull and Bear, Massimo 

Dutti and many others, used its knowledge of the textile business to diversify its production and 

include home linen (curtains, blankets, rugs ...). 
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7.4 S        …     f     

Companies do not always succeed with diversification, so sometimes they are successful and sometimes 

they are not. As an example, several products of the Bic brand, known for the manufacture of low-cost 

disposable products, are shown. 

Bic began its journey with the disposable pens that continue to be sold with great success throughout 

the world today. Following this philosophy, he diversified his production towards disposable lighters, 

achieving great success again, and the same later with disposable razors. 

However, it was unsuccessful when it tried to introduce disposable underwear, disposable cell phones 

or, more recently, special disposable pens for women ("Bic for her"). 

So even the largest and most experienced companies are not free from mistakes when diversifying, so 

this is an activity that must be carefully considered and weighed. 

7.5 Topic activity 

After reviewing this topic, students will be asked to think about new product lines to diversify the activity 

of the company (taking into account the activity in which the company is engaged). They should do so 

by: 

o Adding new activities forward. 

o Adding new activities backwards. 

o Adding related activities in parallel. 
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8 CORPORATE SOCIAL RESPONSIBILITY (CSR) 

8.1 What does Corporate Social Responsibility mean? 

Corporate Social Responsibility is a concept that young entrepreneurs must learn, to take it into account 

and apply it tomorrow when they start their businesses. According to the G     P     “P       g   

         F         f   CSR”, Corporate Social Responsibility is the “I   g      ,             ,  f 

social and environmental concerns in their business operations and their interactions with their 

stakeholders on a voluntary basis". 

So, let us see some key points here: 

o Volunteer. 

Corporate social responsibility is applied voluntarily by companies. Therefore, complying with 

the law is not acting in a socially responsible way, since that is the framework that all companies 

must comply with. Social responsibility goes beyond mere compliance. 

o Integrated. 

It must be an inner part of the        ’  way of working, not something to be added from 

outside. It must be present in all decisions and in the way the company works every day. 

o Social and Ambiental concerns. 

It seeks to balance in the company the social and environmental perspective with the economic 

one. This concept of balance is paramount, as will be seen later. 

o Stakeholders. 

It does not only consider the closest agents, the shareholders, but also broadens its radius of 

action to include the interests of the stakeholders. 

8.2 CSR is not 

In this case, just as it is important to define what the CSR is, it is also important to clarify what it is not: 

o Change the purpose of the company. 

Applying the CSR does not mean that the company is going to dedicate itself to something else 

or that it pursues a different purpose. The primary purpose of the company is to generate 

wealth over time, so the CSR must also serve this purpose. 

o Putting environmental or social aspects before the economic. 

Again, the primary purpose of the company is economic. What is intended when applying CSR 

is to achieve a harmonious balance between the different perspectives, so that environmental 

and social aspects are also considered during the decision-making process with the importance 

that the company decides in each case, but always subordinate to the economic vision. 

o Be a non-profit entity. 
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For a company to be able to sustain itself over time and continue to generate wealth, profit is 

essential. Therefore, that will continue to be the company's primary goal, even if when it applies 

CSR. 

o Being a philanthropist. 

o Companies that apply CSR do so because they know that they will make a profit this way. 

Therefore, they do not do it solely for philanthropy, but because they understand that they have 

a debt to their community and want to return part of the profit they obtain thanks to it. 

 

 

Different ways to seek for balance. Source: prepared by the authors 

 

8.3 Evolution of the CSR 

In this section we refer to the way in which CSR evolves within the company. (not how it has evolved 

historically). 

 

 

Evolution of the CSR in the company. Source: prepared by the authors 

 

At first, the company simply complies with the applicable legislation. As already indicated above, this 

cannot be considered as an application of the CSR, although since sometimes some companies do not 

rigorously apply all the regulations that apply to them, it is usually considered as the starting point. 

The next step in the evolution would be the tactical application of the CSR. To do this, the company 

focuses on a specific aspect or set of aspects and voluntarily seeks to exceed the legal requirements in 

this regard. For example, it can focus on the emissions it produces in manufacturing, and try to reduce 

them to lower limits than those set by law. 

Ambiental Social Economic

BASIC TACTIC STRATEGIC

Compliance with the 

legal framework

Overcoming legal 

requirements in 

certain areas

Integration in the 

value chain

Economic perspective Philanthropic perspective
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The last step would be the strategic application of the CSR, where it is already part of all the decisions 

that are made in the company in any aspect. Continuing with the previous example, it would not only 

seek to reduce emissions in manufacturing, but the design that would make it so that the lowest amount 

of emissions is required in manufacturing, would take into account the emissions related to the 

production and transfer of the raw materials, packaging, shipment to the customer, repair, etc. 

8.4 Traditional company vs responsible company 

When comparing a traditional company with a responsible company, some of the most striking 

differences would be the following: 

 

 

Traditional company vs responsible company. Source: prepared by the authors 

 

Traditional company. 

It focuses primarily on its shareholders and customers, and to a certain extent on its own workers. It is 

primarily concerned about tangible assets and its vision of the business is short-term, to obtain the 

maximum profitability in the shortest possible time. 

Responsible company. 

It extends its attention to all interested parties in its community, considering the needs and interests of 

other groups such as suppliers, governments, representatives of social, cultural, and environmental 

movements ... It is not only concerned with tangible assets, but also gives importance to other 

immaterial aspects such as the well-being or the cultural and social development of the community, and 

its vision is to obtain a stable and lasting profitability in the long term. 

8.5 What is its value for the company? 

The company obtains its value from various areas, which complement the strictly economic vision: 

o Allows society to give a positive value to business activity. 

By seeing that the company really cares about social and environmental problems, the 

community improves its perception of the company's activity and sees it as an ally. 

Traditional company Responsible company

o Shareholders

o Employees

o Customers

o Shareholders

o Employees

o Customers

o Providers

o Community

o Government…

Short Term Long Term
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o Protect the company against competitors. 

If the company cares and listens to the stakeholders in its community, they will prefer it over 

other competitors who do not, so this fact will constitute an entry barrier for other companies, 

protecting the company's market share. 

o Ensures better human capital. 

People will prefer to work in a socially responsible company, so the company will be able to 

choose the best workers, and therefore it will be able to be more productive and profitable. 

o Allows the company to access the best sources of financing. 

When the company needs financing, the fact of being a recognized and supported company can 

open better financing possibilities, supported by the community. 

o Awards recognition in certain markets. 

In certain markets, customers value positively that the company is socially responsible and take 

this criterion into account when making their purchase decision. 

o It is recognized by public authorities. 

Public authorities usually recognize the efforts of responsible companies and it is usually easier 

for them to access the authorities when they need it, being able to positively influence the 

definition of public policies. 

8.6 How to deploy the CSR 

To do it well and authentically, the deployment of CSR in the company must follow a certain order. 

 

 

Deployment of CSR in the company. Source: prepared by the authors 

Internal
o Shareholders

o Employees

o Customers

Community
o Council

o Schools

o Sport clubs…

Social action
o Developing countries

o Disadvantaged groups

o Social causes
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This display must be done from the inside out, in concentric circles: 

o In the first place, the company must attend to the internal circle, in which its workers, its 

customers, its suppliers and its shareholders are, and apply the principles of CSR to them and 

their relationships. 

o Once this level has been consolidated, the company will apply the CSR with respect to its 

community (local or regional government, schools, clubs ...). 

o Only when this second level has been consolidated too will it be the time for the company to 

move on to applying CSR on a larger scale, moving on to social action in developing countries or 

supporting disadvantaged groups, for example. 

In certain cases, it is possible to find companies that apply the last of the levels, but that are constantly 

in the media due to problems with their staff or with their customers. These are companies that do not 

really apply CSR, but rather want to benefit from the positive image that social action can provide. This 

type of behaviour, which is often called social marketing or "green washing", is an attempt to take 

advantage of the benefits that CSR can bring without a true commitment to its principles.   

8.7 Some tools for the CSR 

These are some of the tools that companies can use to get into CSR, from less to more complex: 

o CSR statements and policies. 

General statements of senior management's willingness to apply CSR principles. They are useful 

for the workers, because they provide a framework to making decisions and adopting 

behaviours, which must be consistent with the spirit of these statements. 

o Self-assessment tools. 

Questionnaires that, when completed, allow the company to obtain precise information about 

its performance in terms of social responsibility and allow it to obtain information on areas for 

improvement. These evaluation questionnaires can be repeated over time to assess progress 

and find new avenues of development. 

o Social balance. 

Document with economic balance format in which normalized results are presented from the 

three perspectives of interest: economic, social, and environmental. There are specifications in 

which it is precisely defined how it should be carried out and with what content. 

o Codes of conduct. 

They are internal documents that describe the expected behaviours in certain situations and 

circumstances, so that no one has doubts about how to act when these situations occur. 

o CSR strategies. 

Document of a business strategic nature in which it is detailed in the long term what are the 

challenges, axes and measures that must be applied in the company at all levels and in all areas, 

to achieve the expected results in the field of CSR. 
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o Sustainability reports and memories. 

Documents defined and structured by international reference organizations in matters of social 

responsibility, serve for the company to make public its performance in CSR with standardized 

content. 

o Integrated Management Systems. 

Management system defined by international organizations that contents the requirements 

that a corporate responsibility management system must meet, and that are certifiable by 

authorized third parties, so the company can obtain a  “     v   seal” from an independent 

entity, which will also verify it periodically, to show that it is truly committed and complies with 

the CSR standards. 

8.8 Topic activity 

After reviewing this topic, students will be asked to think about socially responsible ideas for the 

products their companies are making, focusing in: 

Responsible production: 

o How can they develop a more sustainable production? 

Responsible design: 

o How can they encourage the breaking of gender stereotypes with their products? 

o How can they seek more equity in their community with the design of their products? 

o How can they raise awareness about specific issues that concern them? 
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9 INTRODUCTION TO CROWDFUNDING 

9.1 Where is the money? 

In the company, the money that comes in must be enough to cope with the money that has to go out. 

Let us think for a moment about how money comes in and goes out, so we can have a clearer idea of 

what we are talking about. 

Money in 

Money enters the company in three ways: 

o Through sales. 

This is the money that most interests the companies because it is completely theirs, in the sense 

that they can use it as you they and best suit them, since they should not explain to anyone 

about its use. In addition, generally, the sales money is received at the same time the sale is 

made (if we work with the end customer), so it is an immediate entry that provides the company 

with cash to face payments. 

 

 

Cashflow in the company. Source: prepared by the authors 

Note: the asterisks indicate expenditure items that students will not have to face in this project 

 

o Through investors. 

Investors can lend money to the company, but that money is not entirely owned by the 

company, because it will have to return it under agreed conditions, which include certain 

interest to remunerate the investment.  

So, in this way, the company can obtain cash in the short term, but on condition of going into 

debt in the medium or long term with an additional cost, so it will not be the preferred way to 

finance daily production operations, but rather this money will be used most of all to finance 

extraordinary actions such as the expansion or renovation of the facilities, the purchase of new 

machinery, etc. 
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o Through government subsidies. 

Subsidies are the third way to obtain financing for the company. Its cost, generally, is lower than 

that of financing through investors, but in return that money is conditioned on its use, so the 

company cannot spend it on what it wants but must spend it exclusively on what the granting 

authority allows it.  

Furthermore, these subsidies are usually subject to public calls, so they can only be requested 

when the call is open and by presenting a project that will compete with applications from other 

companies, so it is not certain that it will be received. 

In addition, the company must justify its proper use with respect to the call, and the deadline 

for receiving the money will not always be immediate, and may be delayed for months or even 

years. 

There is a fourth way of getting money into the company, but it is so rare and exceptional that it is not 

considered. This route is the income from extraordinary operations outside the business.  

Let us see an example to understand it better: a bakery uses vans to transport bread from the place 

where it is made to the stores where it is sold to customers. When these vans are old, the bakery sells 

them to recover part of their value and thus be able to support the purchase of new ones. Selling vans 

is not the bakery business, nor does he sell them very often, but when he does, he also earns a small 

income. The same would happen if it moves to a new facility and sell the land on which it has the old 

one, or if it sell a machine that is no longer working to a scrapyard. 

Money out 

Let us now look at the way in which the design can leave the company, which are more and more varied 

than the inputs: 

o Salaries. 

This will undoubtedly be one of the most important (if not the most important) parts of the 

company's money outflow: the payment of payroll and workers' insurance and social benefits. 

o Raw materials. 

Another of the important expenses that will have to be faced as a result of daily production is 

the payment of the raw materials used in the production of the products, including here all the 

energy costs required for production, as well as the costs associated with delivery them to the 

customers. 

o Maintenance. 

The equipment and facilities used in production wear out and require continuous maintenance, 

so they are always in optimal production conditions. 

o Renewal. 

No matter how much maintenance is carried out and no matter how good it is, the production 

equipment ends up reaching the end of its useful life and needs to be renewed, so the cost of 

acquiring new equipment should also be considered, when these are necessary. 



 
 

Teacher’s Book 
Kit on how to set up a real company  

based on social and circular economy 

Page 66 

 

 

     

            
             
        

o Loans. 

Just as the loans suppose an inflow of money, they also suppose an exit, since the company 

acquires the commitment to return the amount it has received, plus the interests agreed with 

the investors (banks, private investors, etc.).  

The advantage is that this money should not be returned at once, but in instalments over a long 

period of time, which gives the company the possibility of recovering it through sales. 

o Taxes. 

Companies must face the taxes determined by the authorities of the countries in which their 

factories are located and of the markets in which they operate, so a part of the company's 

money will come out this way. The advantage of taxes is that it is generally known when they 

will be due and how much they will be (usually expressed as a percentage of profits). 

o Profit. 

Above all those outputs, there must be profit. That is, all the above expenses are the minimum 

that the company must face just to remain open. But the purpose of the company is not to 

remain open, but to generate wealth, so in addition to the previous exits, money must remain 

in the form of a profit that allows shareholders to obtain dividends, as well as to establish capital 

reserves that allow the company to face future payments without having to resort to external 

investors (which would be equivalent to their savings). 

Therefore, we have seen that there are many more ways for money to leave the company than to enter. 

The key is what is called “cash flow”, which is determined by the different pace at which the cash 

outflows are produced compared to the inflows. 

This means that the company must ensure that cash inflows are faster than cash outflows, so this pace 

difference gives it time to generate enough income to meet payment obligations. 

How can you do this? fundamentally in two ways: 

o Speeding up the cashing of the products that are sold to customers as much as possible. As 

indicated above, if the company works with the end customer, the income will occur at the 

same time of sale and, in some cases, a prepayment is even required, so the company will have 

the money prior to manufacturing the product. 

o Expanding in time to the maximum the payments to suppliers, through negotiation with them. 

In this way, the raw materials or supplies that suppliers deliver today and with which the 

company can begin to produce and sell, it will not have to pay for them until a certain period 

(for example, 30 days). This situation is very common and accepted by providers (let us think, 

for example, of the periodicity with which electricity or water bills are paid in our homes, even 

though consumption occurs daily). 

9.2 What is crowdfunding? Different types 

Delving a little deeper into the aspect of income through investors, in recent times a new form of 

financing has emerged and is gaining strength, promoted by the implementation of new technologies: 

crowdfunding. 
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Crowdfunding is a collaborative financing mechanism, where a large number of people interested in 

supporting a project with small amounts, so the key is to be able to reach many people and arouse their 

interest. 

To function properly it requires: 

o Diffusion. 

As indicated above, the key to crowdfunding lies in its dissemination, in being able to reach the 

maximum possible number of interested people. 

o Rewards. 

As in traditional investment models, capturing investors requires offering them certain rewards. 

We will talk about these later. 

o Attraction. 

It is not enough to reach a lot of people, but the project must be able to generate attraction, so 

that people are interested in financing it. 

o Compilation of small contributions to reach a big goal. 

What is sought with crowdfunding are not large investments, but small investments made by a 

huge group of people, which makes it possible to achieve an important final goal in the end. 

There are different types of crowdfunding, the most prominent being: 

o Entrepreneurial. 

In this type of crowdfunding, an existing or newly created company seeks investors to 

manufacture a specific product. In the case shown as an example, an existing company 

dedicated to the manufacture of board games, requests investors to manufacture a board game 

that combines chess and tank battles. This project had set a goal of $ 2,000 and managed to 

raise more than $ 100,000. 

o Solidary. 

This type of crowdfunding is based on supporting projects that represent a benefit for the 

community, although the product or service to be generated is not always aimed at investors. 

In the case presented as an example, a medical research group working on new methods of 

cancer diagnosis requests support for the acquisition of new machinery. Their goal was set to 

g   € 5  ,                 g                      € 65 ,   . 

o Artistic. 

Investors support the creation of an artistic or cultural product. In the example case shown, a 

musical band has raised more than $ 6,000 for the recording of their new album. 

o Personal. 

In this type, a person seeks support from investors to develop a specific activity. It is usually 

closely linked to sports or adventure activities, such as people who go around the world by 
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various means (by motorcycle, bicycle ...) or who engage in minority or very expensive sports. 

In the example, a young female motorcycle racer requests support to finance her racing season. 

There are some other special types (such as financial crowdfunding), but they are not of interest for this 

course. 

9.3 The rewards 

The rewards that the promoters of crowdfunding projects offer are key to generating involvement with 

investors. These rewards can be: 

o Immaterial (personal satisfaction ...). 

In this case, the reward is knowing that something that the person supports and values is going 

to be done. It would be the case of the example that we saw in relation to the medical research 

group. Many of the people who support the project may never use the new cancer screening 

methods they are working on, but they are pleased to know that they have helped make these 

advances possible. 

o Product (advance purchase). 

This is the typical case of corporate crowdfunding, where the reward is the product (or different 

product bundles). This is the case of the Tank Chess example, where depending on the amount 

of the contribution, the person will receive a pocket version of the game, a normal size game or 

a game with exclusive figures. 

o Actions in the new company, return of principal with interest or percentage of profits. 

These three are rewards for specialized crowdfunding types, following a scheme more similar 

to traditional financing mechanisms. 

9.4 Pros and cons 

Let us analyse the advantages and disadvantages of crowdfunding: 

Pros. 

o No single funder to be found. 

The company does not need to find a single person or institution who has a large amount of 

money and is willing to invest it in a business. It is easier to find 5,000 people around the world 

      g          €               g   ,                     g        €    ,                g    

a reality. 

o Start with customers/sales. 

By developing the project and offering its own product as reward, even before starting the 

company already know that it will have a minimum number of sales that will make the result 

profitable. 

o Loyalty/commercial action. 
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The company will have the contact information of all the people who have supported the 

crowdfunding project, so it can take advantage of this data to carry out loyalty actions or new 

commercial campaigns with them. 

o Does not require having the money to start. 

The company does not need to have the money to start manufacturing the product, it will only 

need at most the money necessary to develop a functional prototype and develop the 

communication campaign to reach interested people. It will be the people who support the 

project who will give the company the money it needs to carry the project forward. 

o Give way to innovative and risky ideas. 

While traditional investors tend to be risk averse when investing large sums of money, people 

who support crowdfunding actions tend to be riskier in their decisions, since they do not invest 

a significant amount of money and do not depend on whether the project really ends up 

working or not. Many times, they simply support projects to see if the challenge they pose can 

be overcome. 

 

 

Pros and cons of crowdfunding. Source: prepared by the authors 

 

Cons. 

o     g         “     ”           . 

Like all projects that use the Internet for their dissemination, the first problem is to be able to 

stand out from all the information that is generated daily on the Internet and get the target 

audience to see the project. 

o Attract investors. 

The second complication is being able to generate an attractive and exciting project that 

motivates potential investors to support it, so that they prefer to dedicate their money to this 

project rather than to others. 

o Comply with the (new) regulation. 

The legislation that governs financing by traditional means is clearly defined and fixed, but that 

relating to crowdfunding, as this is a new modality, is still under development and it is uncertain 

how it may affect the business and the proceeds. 

PROS CONS
o No single funder to find

o Start with customers / sales

o Loyalty / commercial action

o Does not require having the money to start

o Give way to innovative and risky ideas

o Being able to "reach" the public

o Attract investors

o Comply with the (new) legislation
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9.5 Keys to succeed 

Here are some keys to prepare your crowdfunding project to be successful: 

o Prepare your project well and investigate how others have done. 

The company should start by reviewing what successful projects have done and how they have 

done for products similar to the one the company wants to create, to learn from them. 

o Choose the right platform. 

Different platforms are focused towards different projects, and certain products work better on 

some than others. The company must investigate which is the most appropriate for its case. 

o Offer something "tangible", not just an idea. 

To convince potential interested people, the first thing is to offer a "tangible" product (even if 

it is through a video or images). Therefore, the company must develop at least a functional 

prototype, so that it can be seen there is a previous work and that it can function with the 

appropriate financial support. 

o Know your target audience. 

As when developing the business model, identifying and being clear about who the project 

should target and who the project needs to reach is a key element for success. 

o Define attractive rewards for your audience. 

When thinking about rewards, they should be attractive to the type of investor the project is 

targeting, and they should be balanced with the amount demanded in return. 

o Create promotional materials (videos, web, pre-series ...). 

Communication throughout the project is essential, both to attract investors and to keep you 

regularly informed of the progress being made. 

o Spread widely, communicate frequently and well, accepting suggestions and criticism. 

As is the case in general in the company, it is important to establish two-way communication 

channels, so it can also receive the opinion of the investors who support the project, and it 

knows their opinions, criticisms, and evaluations. 

o Keep promises, build confidence. 

If there is uncertainty in all business projects, in this type of project the uncertainty is even 

greater since investors often do not know the company or are not even in the same country or 

continent. For this reason, it is important to build a relationship of trust and keep the promises 

made when starting the project. 

9.6 Legal regulation in Europe 

European legislation on this matter is still under development, and the one that exists is still very recent 

and refers, for the moment, to crowdfunding service providers (platforms), not to their users. 
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Regulation of the European Parliament and of the Council on European Crowdfunding Service Providers 

(ECSP) for Business [COM(2018)113 final] 

 

9.7 Some crowdfunding platforms 

Let us look at some of the most popular platforms: 

o Kickstarter. 

Organized by different categories, it is one of the most popular worldwide. In it, the amounts 

are not charged generally until the project reach its target ("all or nothing" projects). If a project 

fails to reach its goal, the amount committed is never charged to the people who have backed 

the project, since it is understood that it cannot be carried out with guarantees. 

o IndieGoGo. 

Another very popular platform, differs from the previous one in that it also has a marketplace 

where projects can later sell their products to the general public. 

o Gofundme. 

This is possibly the most popular platform for solidarity projects. In this case and in general, any 

contribution made is collected, without the need to establish or achieve a goal. 

9.8 Topic activity 

After reviewing this topic, students will be asked to choose one of the products defined by their 

company, and to think about how they would organize a crowdfunding campaign for it: 

o What would their economic objective be? 

https://www.europarl.europa.eu/RegData/docs_autres_institutions/commission_europeenne/com/2018/0113/COM_COM(2018)0113_EN.pdf
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o How would they define the project execution schedule? 

o What stages / rewards would they define? 

o Who would they address? 

o How would they reach their target audience? 

 



     

            
             
        

 

 

 


