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Discussion question: Which are the first names which come 

to your mind when you think of an entrepreneur?
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What is out understanding of an entrepreneur?

• The boss?

• The business owner?

• The risk taker?

• One who starts a small business?

• The resourceful guy?
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Definition

• There is no single definition

• Origion of the word:

Entependre – an undertaker

According to George Gilder – from “The Spirit of 

the Enterprise

“It is making the world forever new. It is taking 

aggressive actions.”

According to Joseph Schumpeter

“It is destroying the old order and creating new

ones.”

– Entrepreneurship is the process of 
creating something new of value by 
devoting (giving) the necessary time 
and effort. 

– By accepting and acknowledging the 
necessary financial, psychological, and 
social risks, and

– Finally receiving the resulting rewards 
be it monetary and personal satisfaction 
and freedom to do what you want.  

Robert D.Hisrich, 
M. Peters & 
D.A Shepherd
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Benefits of entrepreneurship

• Opportunity to make a difference 

• Opportunity to reach your full potential

• Opportunity to get unlimited profits

• Opportunity to do what you enjoy doing

• Opportunity to contribute to society and be 

recognized for your efforts

• Opportunity to gain control over your own 

destiny
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Drawback of entrepreneurship

• High levels of stress

• Complete responsibility

• Discouragement

• Long hours and hard work

• Uncertainty of income

• Risk of losing your entire invested capital

• Lower quality of life until the business gets 

established
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Three masteries for an entrepreneur

• Mastery of Self
the mind, heart and gut

• Mastery of Opportunity

• Mastery of the Enterprise
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Discussion question: What characteristics describe an 

entrepreneur?
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Characteristics of entrepreneurs

• Initiative 

• Sees and Acts on Opportunities

• Persistence

• Information seeking

• Concern for High Quality Work and Output – Increased Productivity.

• Commitment to Work Contract

• Efficiency Orientation

• Systematic and organized planning

• Problem Solving

• Self Confidence

• Assertiveness – Negotiation with suppliers & customers

• Persuasive & Influential – Peers and stakeholders

• Inspirational - employees

• Effective Communicator – external & internal of organization.
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Discussion question: What is the difference between an 

entrepreneur and a manager?
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Difference between an entrepreneur and a manager

Basis Entrepreneur Manager

Venture creation An entrepreneur sets up a new venture and 

runs it

A manager only runs an existing unit

Innovation He works to find new methods, products, etc he deals with day to day affairs, need not be 

an innovator

Risk Taking He takes calculated risks, he is responsible for 

failure and financial loss

He takes less risks as compared to an 

entrepreneur, does not share business risks

Status He starts and runs his venture independently,

self employed

He is an employee of the business 

organization

Reward Motivated by profits Motivated by incentives

Change Always prepared to change May not be very receptive to change
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The entrepreneurial process

First Entrepreneurial Process:
Creation Process – creating something new of 
value.

Second Entrepreneurial Process:
Requires the commitment of the necessary time 
and effort. Appreciate and understand the 
importance of time and effort devoted to create 
something new and make it workable.

Third Entrepreneurial Process:
Involves the enjoyment of the rewards (Freedom, 
monetary) after the effort, followed by personal 
satisfaction.  
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Entrepreneurial potential

• We need more opportunities

• We need somebody to see those 

opportunities

• Those “somebodies” are entrepreneurs

So simple!

Soruce: Norris Krueger, Entrepreneurship Northwest. Max Planck Institute of Economics
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Where do entrepreneurs come from?

[per Paul Reynolds 2010/2011]

#1 Personal preparedness (HC?) 

• mindset, role identity

• actually see personally-viable opportunity

#2: Cultural/social support (SC?)

• good career choice, media

• “old-school” values (success attributions)

#3: Perceived barriers (PC?)

Soruce: Norris Krueger, Entrepreneurship Northwest. Max Planck Institute of Economics
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Policy implications derived from this?

#1 Personal preparedness (HC?) 

Policy Conclusion: 

Grow the mindset. In EVERYONE

Experiential; engage ecosystem!

#2: Cultural/social support (SC?)

Policy Conclusions:

Grow the ecosystem. Map it. Vision it. Align 

resources.
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Please insert here slides from your national 
Global Entrepreneurship Montior results 

and discuss them with your students.

www.gemconsortium.org

Global Entrepreneurship Montior (GEM)
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Discussion question: What are the factors and players 

facilitating entrepreneurial behaviour and success?
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Policy implications derived from this?
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Architectural and Modular Innovation

Henderson & Clark (1990)

Observation

Numerous technical innovations existed which had dramatic competitive consequences whilst having 

done only modest changes to the existing technology (Example Xerox)

Architectural Innovation

Innovation that change the way in which the components of a product are linked together while leaving 

the core design concepts (and thus the basic knowledge underlying the components) untouched.

Modular Innovation

Innovation that change only the core design concepts of a technology.

Component = physically distinct portion of a product that embodies a core design concept (Clark, 1995)

Example: Room fan
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Architectural and Modular Innovation

Henderson & Clark (1990)
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Architectural and Modular Innovation

Henderson & Clark (1990)

According to Henderson & Clark …

a.… incremental innovation build on core competencies

b.… architectural and component innovation build on already existing architectural / component 

knowledge

c.… radical innovation, on the other hand, destroy the usefulness of both architectural and component 

knowledge

Problems: 

Often a dominant design exists after great experimentation (e.g. car industry). A reason for this is also 

the opportunity to realise economies of scales. Having found a stable design, organisations often simply 

focus on component improvements.

Hence, organisations develop component knowledge rather than architectural knowledge (competition 

on component performance).

Creation of groups for component, e.g. blades, motor, housing (architectural knowledge depends on 

communication across these groups: How to make the fan more silent?)
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Ten Types of Innovation

… in four categories

Innovation 
Category 

Innovation 
Type Description of type Business example 

Finance 1 
Business 
model 

How you make 
money 

Dell revolutionized the personal computer business 
model by collecting money before the consumer's PC 
was even assembled and shipped (resulting in net 
positive working capital of seven to eight days). 

 

2 
Networks  
and  
alliances 

How you join forces 
with other 
companies for 
mutual benefit 

Consumer goods company Sara Lee realized that its core 
competencies were in consumer insight, brand 

management, marketing and distribution.� Thus it 

divested itself of a majority of its mfg. operations and 
formed alliances with mfg. and supply chain partners. 
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Ten Types of Innovation

… in four categories

Process 3 
Enabling 
process 

How you support 
the company's 
core processes 
and workers 

Starbucks can deliver its profitable store/coffee experience 
to customers because it offers better-than-market 
compensation and employment benefits to its store workers-
-usually part time, educated, professional, and responsive 
people. 

 

4 
Core 
processes 

How you create 
and add value to 
your offerings 

Wal-Mart continues to grow profitably through core process 
innovations such as real-time inventory management 
systems, aggressive volume/ pricing/delivery contracts with 
merchandise providers, and systems that give store 
managers the ability to identify changing buyer behaviors in 
and respond quickly with new pricing and merchandising 
configurations. 
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Ten Types of Innovation

… in four categories

Offerings 5 
Product 
performance 

How you design your 
core offerings 

The VW Beetle (in both its original and its newest 
form) took the market by storm, combining multiple 

dimensions of product performance.�  

 

6 
Product 
system 

How you link and/or 
provide a platform for 
multiple products. 

Microsoft Office "bundles a variety of specific 
products (Word, Excel, PowerPoint, etc.) into a 
system designed to deliver productivity in the 
workplace. 

7 
Service 

How you provide 
value to customers 
and consumers 
beyond and around 
your products 

An international flight on any airlines will get you to 

your intended designation.� A flight on Singapore 

Airlines, however,� nearly makes you forget that 

you are flying at all, with the most attentive, 
respectful, and pampering pre-flight, in-flight and 
post-services you can imagine. 
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Ten Types of Innovation

… in four categories

Delivery  8 
Channel 

How you get your 
offerings to market 

Legal problems aside, Martha Stewart has developed 
such a deep understanding of her customers that she 
knows just where to be (stores, TV shows, magazines, 
online, etc.) to drive huge sales volumes from a 
relatively small set of "home living" educational and 
product offerings. 

 

9 

Brand 

  

How you communicate 
your offerings 

Absolut conquered the vodka category on the strength 
of a brilliant "theme and variations" advertising 
concept, strong bottle and packaging design, and a 
whiff of Nordic authenticity. 

 

10 
Customer 
experience 

How your customers 
feel when they interact 
with your company and 
its offerings 

Harley Davidson has created a worldwide community 
of millions of customers, many of whom would 
describe "being a Harley Davidson owner" as a part of 
how they fundamentally see, think, and feel about 
themselves. 
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ROI Of The Ten Types of Innovation

… who wins?

Business Model

Networking

Enabling Processes

Core Processes

Product Performance

Product System

Service

Channel

Brand

Customer Experience

What do you 

think? Which of 

these innovation 

types provides the 

best ROI?
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ROI Of The Ten Types of Innovation

… who wins?
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ROI Of The Ten Types of Innovation

… who wins?

Too much focus on product 

innovation compared to other 

innovation types.

What about combinations of 

innovation types?
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Disruptive and Sustaining Innovation

Clayton Christensen

Radical Innovation ≠ Disruptive Innovation

Incremental Innovation ≠ Sustaining Innovation

The terms incremental and radical innovation deal with the advance of a technology, disruptive and 

sustaining innovation on the other hand deal with the (market) impact of these technologies.

Hence, a disruptive innovation can also be based only on minor changes in technology.
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Disruptive and Sustaining Innovation

Clayton Christensen

Sustaining

Revolutionary or discontinuous 

Innovation creating a new market by allowing customers to solve a problem in a radically new way (e.g. 

automobile)

Evolutionary

Innovation improving a product in an existing market in ways that customers are expecting.

Disruptive 

Innovation creating a new (and unexpected) market by applying a different set of values. (e.g. the lower 

priced Ford Model T) 
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Disruptive and Sustaining Innovation

Clayton Christensen
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10 Commandments of Disruptive Innovation

Clayton Christensen

RationaleCommandments

1. Make worse products than your 

competitors

Disruptive innovations begin with a lower cost/ lower functionality 

products; better products are part of sustaining trajectories, and in 

these the incumbents always win

2. Ignore profitable customers; pursue 

instead those at the low end or who 

don’t buy at all  

Incumbent companies will vigorously defend their most profitable 

customers, but they may not even miss their least profitable customers

3. Ignore demographic segments – figure 

out what jobs people need done

Marketing tends to center around the data that is available for existing 

customers – but segments don’t have needs, customers do

4. Ignore your core competence – follow 

value

Value in your business may or may not derive from the activities you 

are good at. Remaining competitive may require learning new skills

5. Escape commoditization by following 

profits along the value chain

Commoditization is inevitable – staying in a commoditized business is 

not
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10 Commandments of Disruptive Innovation

Clayton Christensen

6. The best managers are not necessarily 

the most successful ones

You need managers with the right type of experiences (learning 

from mistakes, reformulating and changing strategies) rather than 

managers who have always been successful

7. No matter how good your company is, 

the new innovation may need a 

separate home

The parent organizations’ processes and values may kill the 

disruptive potential of an innovation – if so, a separate, 

independent organization is needed

8. Let the new team make mistakes and 

figure it out on their own

Managing disruption requires attention to how consumer use new 

products and a lot of adaptability, rather than the development of 

and commitment to a long-term, detailed plan

9. Be impatient for profits but patient for 

growth

Dipping into corporate coffers to fund losses only perpetuates a 

bad strategy, while forcing growth too fast makes it difficult to find 

how an innovation should develop

10.Leaders must know when to break 

away from good ways of doing things

The leader/founder needs to step in to avoid the disruptive 

organization from being “sucked in”

RationaleCommandments
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Discussion question: Where are most ideas generated?
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Where are most ideas generated?

The 3 Bs
Bed, bathroom, bus

And why?
Because people can relax and reflect
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Seven Sources of Innovation

By Peter Drucker

Intrinsic

• The unexpected

• The incongruity

• Process need

• Changes in industry or market structure

Extrinsic

• Demographics

• Changes in perception, mood, and meaning

• New knowledge
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Focus the Search

The six degrees of freedom

• New or existing customers

• Moving into new competitive arenas

• Expansion into new geographies

• Improvement in industry structure

• Innovation in value delivery system

• Innovation in products or services
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Search Areas for Innovation

The six degrees of freedom
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Getting creative: What is half of thirteen?
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What is half of thirteen?

6.5

6 or 7 (rounded)

„thir“ and „teen“

1 and 3

XIII = VIII and IIIV (split horizontal)

How many more can you 

come up with?
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Creativity Techniques

An overview

Lots of different creativity techniques can be found online.

We will now apply the 6-3-5 

method as an example
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The 6-3-5 Method

Overview

This method is among the creativity techniques an easy to use ‘Brainwriting’-technique and supports the 

creation of new and  outstanding ideas to solve problems within a group.

Requirements:

a large table

6 people

6 paper sheets.

In order to guarantee an appropriate course of action a moderator/team leader should guide the process.
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The 6-3-5 Method

Overview

Course of action:

1. Everyone of the six team members gets a sheet of paper with three columns and six rows (= 18 boxes 

to write in).

2. Now everybody writes an idea into the first box of every of the three columns (= three ideas).

3. All six sheets of paper are handed clockwise to the next team member after a short period of time 

(about 3-6 minutes).

4. The next team member now reads the given ideas and tries to complete or improve them. Also totally 

new ideas are allowed.

5. All sheets of paper will be passed five times. Within this exchange process any form of communication 

is forbidden between the participants.

With this method you can create up to 108 ideas within 30 minutes

(6 team members x 3 ideas x 6 rows/people).
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Killer Phrases

Be aware of saying and hearing them!

• Let‘s shelve that for the time being

• Who is going to do it?

• I have something better

• We tried that before

• It won‘t fit our operation

• It‘s against all our combined logic

• Not enough return on investment

• It‘s great, but …

• Some must have already tried it

• I thought of that a long time ago

• We can‘t afford that

• You‘ll never get approval

• You‘re on the wrong track

• Don‘t rock the boat

• The market is not ready yet

• It‘s not a new concept

Test with the market, then decide whether or not you go on!
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“What Customers Want”

The Source

What Customers Want: Using Outcome-Driven Innovation to Create 

Breakthrough Products and Services

By Anthony W. Ulwick

ISBN: 13-978-0-07-140867-7

The Book The Author
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Background

Historic change in focus of technology 

innovation from:

1.Technology focus (focus on making technology)

2.Customer focus (focus on the customer needs 

and wants)

3.‘Task’ focus (focus on the functional dimensions 

that consumers use to get a job done)
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Background

Technology-driven Customer-driven Outcome-driven

Time Before 1980 1980 to 2005 From 2005

General approach Create a technology first

and then try to find a 

market for this technology

Ask the customer what they 

want and then produce it

Find out the criteria 

customers are going to use 

to judge a product’s value 

and produce a market 

offering that meets these 

criteria

Problem • Market demand 

unsure (risky)

• Creation of products 

which the customers 

do not want (costly)

• The customers often don’t 

know what they want (the 

problem is the input: 

customer requirements)

• Unlikely creation of

breakthrough innovations

Failure rates Ca. 90% Ca. 50% to 90% To be assessed
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Language problem

Getting the real feedback is problematic:

• Standard definitions for ‘requirements’ do 

not exist, therefore there is confusion about 

needs, wants, solutions, benefits etc

• Customer statements are not requirements. 

Customers do not always have the best 

solutions to their own problems (otherwise 

they would be employed to create them!) so 

their suggested solutions are not always 

useful)

• The needs and benefits are mostly far too 

unspecific for a solution to be created 

(designers / engineers to work with)

Language Problems 

feedback

Problem

Solution E.g. I want 

triple razor 

blades

Customer defines 

the solution

Specifications E.g. I want a 

wider handle

Customer defines 

the solution

Needs E.g. I want it to 

be durable

Too unspecific

Benefits E.g. I want it to 

be easy to use

Too unspecific
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Tenet 1 of the approach

Tenet 1:

Customer buy products & services to help them get jobs done

Are you selling 

drills with bits?

Or help me 

hanging a picture?
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The core point is the unit of analysis

Unit of Analysis

The job is the unit of analysis! 

NOT the customer!

Companies need to help customers get the job done 

• faster

• more conveniently and/or

• less expensive

than before
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Discussion question: Select a product or service and state 

the primary job(s) your customers want to get done with this 

product. 
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Tenet 2 of the approach

Tenet 2:

Customers use a set of metrics (performance measures) to judge how well 

a job is getting done a how and product performs
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Metrics

Customers use metrics as companies use them to measure the output quality of a business process

In the book “What Customers Want” these metrics are called the customer’s desired outcomes

Example: 

When cutting wood with a circular saw, carpenters may judge the product for their ability to

1. minimize the likelihood of loosing sight of the cut line

2. minimize the time it takes to adjust the dept of the blade or

3. minimize the frequency of kickbacks

Ironically, these metrics are overlooked in the customer-driven approach
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Discussion question: Create 50 to 150 outcome statements 

for the job selected before
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Tenet 3 of the approach

Tenet 3:

Customer metrics make possible the systematic and predictable creation of 

breakthrough products and services
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Opportunities

Knowing the metrics improved the companies ability to execute all other activities in the 

innovation process:

1.Identify opportunities for growth

2.Segment markets

3.Conduct competitive analyses

4.Generate and evaluate ideas

5.Communicate value to the customers

6.Measure customer satisfaction
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Discussion question: Discuss potential results (segments, 

communication options) for the job you have selected 

before
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“If I had an hour to solve a problem I would 

spend 55 minutes thinking about the 

problem and 5 minutes thinking about 

solutions.”

Albert Einstein
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Problem / Root Cause Analysis Methods

“Problem analysis can be defined as dissecting 

and thoroughly studying a problem with the 

objective to understand how the problem 

emerged and how it grew to its current 

proportions.”

• - Coert Visser

Selected methods to analyse problems / root 

causes:

• Fishbone Analysis

• Bottleneck Analysis

• 5 WHYs

• Force Field Analysis

• Cause and Effect Trail
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Fishbone Analysis (1/2)

General Overview

• Developed by Dr. Kaoru Ishikawa.

• A methodical way of determining the causes 

that contribute to an identified effect. 

• It’s also known as cause and effect analysis.

Implementation:

1. Draw the fishbone diagram

2. List the problem at the head of that fish

3. Label each bone of the fish in one of the 

following formats or develop your own 

format:

- 4 P’s (Place, Procedure, Policies, 

People)

- 4 M’s (Manpower, Materials, Methods, 

Machines)

- 4 S’s (Suppliers, Skills, Surroundings, 

Systems)

- PEMPEM (plant, equipment, materials, 

people, environment, methods)

4. Use brainstorming to identify factors in 

each category that are causes of the 

problem

5. Use brainstorming to identify sub-factors 

under each factor

6. Identify the main causes
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Fishbone Analysis (2/2)
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Bottleneck Analysis (1/2)

General overview

• A method to identify the root cause(s) of an issue by bringing all „visible problems“ into relation

Implementation:

1. Write down all specific issues you see in your current situation (related to the main subject of 

investigation, e.g. “issues in becoming a more entrepreneurial university”). These issues are shown 

in green boxes in the example on the next slide.

2. Draw arrows between the issues to highlight the relationships between them (cause -> effect).

3. Check if you already identified the main causes of every issue written down. For example, an issue 

such as “unhappy customers” is only the consequence; please write down the cause responsible for 

this consequence. In the example on the next slide, these newly added items are marked in yellow.

4. Now having a detailed picture of your current situation, please identify:

• which element is / elements are the main cause(s), and those elements which are only 

consequences 

• which elements you cannot control, partly control, and fully control

5. Highlight the main cause(s) which you can (partly) control, and are thus the basis of your future 

activity (highlighted with a red star on the next slide)
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Bottleneck Analysis (2/2)
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Force Field Analysis (1/2)

General overview

• Developed by Kurt Lewin.

• Based on the concept of dynamic balance of helping (driving) and hindering (restraining) forces, 

emphasizing that problem will only occur when there’s imbalance between them. 

Implementation:

1. Identify a problem

2. Identify a better situation

3. Use brainstorming to identify driving and restraining forces 

4. List the driving forces on opposite side of the restraining forces

5. Score each force on a scale of 1 to 5 in terms of ease of change (5 = easiest, 1 = hardest)

6. Identify aggregate on each side (the highest are easier to deal with, while the lowest  are more 

difficult to deal with)
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Force Field Analysis (2/2)
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Cause and Effect Trail (1/2)

General overview

• It is a diagram that shows the interrelated causes of a problem and enables the identification of the key 

cause.

Implementation:

1. List the effect or problem at the centre

2. Identify and list the causes of that problem around it

3. Use a line from a cause to its effect, placing arrow towards the effect

4. Trace out intervening steps, wherein cause leads to another.
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Cause and Effect Trail (2/2)
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The 5 WHYs Method (1/2)

General overview

• It is a method of questioning that leads to the identification of a root cause(s) of a problem.

• Rather than taking actions that are merely Band-Aids, the methods helps to identify how to really 

prevent the issue from happening again / how to solve the problem.

Implementation:

1. Write down the specific problem. Writing the issue helps you formalize the problem and describe it 

completely. It also helps a team focus on the same problem.

2. Ask Why the problem happens and write the answer down below the problem.

3. If the answer you just provided doesn’t identify the root cause of the problem that you wrote down in 

Step 1, ask Why again and write that answer down.

4. Loop back to step 3 until the team is in agreement that the problem’s root cause is identified. Again, 

this may take fewer or more times than five Whys.
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The 5 WHYs Method (2/2)

Problem Statement: Customers are unhappy because they are being shipped products that don’t meet 

their specifications.

• 1. Why are customers being shipped bad products?

– Because manufacturing built the products to a specification that is different from what the 

customer and the sales person agreed to.

• 2. Why did manufacturing build the products to a different specification than that of sales?

– Because the sales person expedites work on the shop floor by calling the head of manufacturing 

directly to begin work. An error happened when the specifications were being communicated or 

written down.

• 3. Why does the sales person call the head of manufacturing directly to start work instead of 

following the procedure established in the company?

– Because the “start work” form requires the sales director’s approval before work can begin and 

slows the manufacturing process (or stops it when the director is out of the office).

• 4. Why does the form contain an approval for the sales director?

– Because the sales director needs to be continually updated on sales for discussions with the CEO.

In this case only four Whys were required to find out that a non-value added signature authority is 

helping to cause a process breakdown.
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Discussion question: When to best use which root cause 

analysis method?
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‘Blue Ocean Strategy

The source

BLUE OCEAN STRATEGY

How to Create Uncontested Market Space and Make 

Competition Irrelevant 

The Book The Authors

W. Chan Kim and Renée Mauborgne

www.blueoceanstrategy.com/
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Background

In a study of Fortune 500 companies who continually created increased shareholder value over a 30 
year period.

“The difference was in the companies’ fundamental, implicit assumptions about strategy. The 
thinking of the less successful companies was dominated by the idea of staying ahead of the 
competition.

The high-growth companies paid little attention to matching or beating their rivals. Instead, they 
sought to make their competitors irrelevant through a strategic logic we call value innovation”

Blue Ocean Strategy, W. Chan Kim and Renée Mauborgne
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‘Blue Ocean Strategy’

Increase value at lower costs

1. On the 

value side

(customers value 

the innovation 

enough to 

pay extra for it)

eg Titanium golf clubs

2. On the cost 

cutting side 

(A product 

or service offering 

‘a cheaper way’)

Eg Ryan Air
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Standard business strategy Sustainable value innovators

Compete in existing market space Create uncontested market space

Beat the competition Make the competition irrelevant

Exploit existing demand and compete for market 

share

Create and capture new demand

Trade-off between cost and value Break the value-cost trade off by improving on 

both levels 

Differentiation OR low cost Align the entire firm‘s activities to pursue 

differentiation AND low cost

Standard business strategy vs value innovation
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Sustainable innovation

Four key points of a successful sustainable 

innovation strategy:

1. Focus - focus on certain benefits (or areas 

of value) where you will add most value

2. Divergance – A departure from the value 

that other competitors offer

3. A strong ‚tagline‘ – the focus and 

divergence from competitors allows you to 

say something strong about the value your 

offering gives the target audience

4. Add new areas of value to the value curve 

– Add new value elements that the 

customer currently doesn’t receive 
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The value curve
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Value Innovation

Formula 1 Hotel/Hostels

Approached the provision of accommodation 

from a whole new perspective

Assessed what the market really wanted

Delivered it in the form of:

– Quality beds

– Excellent hygiene

– Room quietness
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Excercise

Create a value curve for a firm by:

1. Try to identify the criteria your target 

market re using to evaluate your product

2. Prioritise the criteria,  selecting the most 

important 6 to 10 criteria (in the mind of 

your target market)

3. Place these criteria on the value curve

4. Assess your firm against these criteria 

(from the perspective of your target market)

5. Identify your primary competitor s / 

competitor groups 

6. Plot your competitors on the value curve

7. Identify issues and opportunities

Select a case where you know both 

the company as well as the 

industry sector well!
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The 4 action framework
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Excercise

Try to identify how you may be able to change 

your offering to:

1. Focus

2. Diverge

3. Create new value  
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Discussion question: How can this method be combined with 

other marketing, management & innovation methods you know?
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This video will give you a better understanding of what 

Design Thinking is all about

Trying to solve a problem or find better ways 

of getting work done? How would you go 

about it?

https://www.youtube.com/watch?v=Ee4CKIPkIik

https://www.youtube.com/watch?v=Ee4CKIPkIik
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In this course you will be introduced to design thinking as a 

skill to move beyond the traditional boundaries of 

entrepreneurship

By the end of this session you should be 

able:

• to have an awareness of what design 

thinking is;

• to have an awareness of how design thinking 

can be applied in problem solving and idea 

generating;

• to understand the difference between 

analytical, design and intuitive thinking;

• to have an awareness of how design thinking 

process works…
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Table of Contents

• What is DESIGN 
THINKING?1

• What does DESIGN 
THINKING integrate?2
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• DESIGN THINKING 
process4
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• DESIGN THINKING 
case study6
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“The future is best found 

in the opportunities that go 

unnoticed in the present.”

Peter Drucker

Management consultant, educator and author



10
4

[Insert your 
logo here]

Design Thinking is a human centred and collaborative 

approach to problem solving that is creative, iterative and 

practical

The designer knows that to identify the real 

problems and solve them most effectively, it is 

necessary to approach them from different 

perspectives and angles. 

When design principles are applied to strategy 

and innovation the success rate for innovation 

dramatically improves.

Design is by nature a discipline that deals with 

meanings by challenging patterns of thought, 

behavior and feeling. “Design Thinkers” produce 

solutions that generate new meanings and 

activate diverse elements – cognitive, emotional 

and sensory – that are involved in the human 

experience. 
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Design Thinking combines business viability, people 

desirability, technology feasibility

people

desirability

technology

feasibility

business

viability
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Design Thinking is a balance of analytical and intuitive 

thinking

Analytical

thinking

Intuitive 

thinking

Design

thinking

100% reliability 50/50 mix 100% validity
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Design Thinking process includes 5 modes: empathize, 

define, ideate, prototype and test 

Empathize

PrototypeDefine

Ideate

Test
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During the Design Thinking process mindset goes broad or 

narrow in various periods

The design-thinking process begins with 

gaining empathy for the user and ends with 

the real-world implementation of products, 

services, processes, experiences and/or 

systems.

This diagram shows the design thinking 

process translated into the various periods 

when a team should go broad or narrow 

in their mindset. 

URL: http://ux.stackexchange.com/questions/73630/how-does-

the-d-schools-framework-for-design-thinking-map-onto-ideos
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Design Thinking process begins with the Empathize mode. 

Empathy is the centrepiece of a human centred design 

process 

EMPATHY

When you feel what the other person is 

feeling and can mirror their expression, 

their opinions and their hopes.

WHY?

To discover people's explicit and implicit 

needs so that you can meet them through 

your design solutions

Empathize

PrototypeDefine

Ideate

Test
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The Define mode of the design process is all about bringing 

clarity and focus to the design space 

DEFINE

Defining the problem using a unique 

reframing of the problem that is grounded 

in user needs and insights. 

WHY?

To expose new opportunities by looking 

at things differently; guide innovation 

efforts; make sure we’ve identified 

something worth working on.

Empathize

PrototypeDefine

Ideate

Test
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Ideate is the mode of the Design Thinking process in which 

you concentrate on idea generation

IDEATE

Generating many possible solutions to a 

problem.

WHY?

To generate maximum innovation 

potential in a short amount of time;  to 

incorporate different perspectives;  to 

build excitement.

Empathize

PrototypeDefine

Ideate

Test
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The Prototype mode is the iterative generation of artefacts 

intended to answer questions that get you closer to your 

solution 

PROTOTYPE

Is creating a concrete embodiment of a 

concept which becomes a way to test 

hypotheses get closer to your final 

solution.

WHY?

To gain empathy, to explore, to test, to 

inspire.

Empathize

PrototypeDefine

Ideate

Test
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The Test mode is when your solicit feedback, about 

prototypes you have created, to have another opportunity to 

gain empathy 

TEST

Test your concept with users using your

prototypes.

WHY?

To gain empathy, to explore, to test, to 

inspire.

Empathize

PrototypeDefine

Ideate

Test



“Design thinking is a human-centered 

approach to innovation that draws from the 

designer's toolkit to integrate the needs of 

people, the possibilities of technology, and 

the requirements for business success.”

Tim Brown

President and CEO of IDEO, design thinking pioneer
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Watch IDEO recreate the old shopping cart: the case of 

IDEO

IDEO Shopping Cart

The recipe for innovation? 

IDEO has a process that works. 

https://www.youtube.com/watch?v=GYkb6vfK

MI4

https://www.youtube.com/watch?v=GYkb6vfKMI4
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One project changes the entire organization: the case of 

DERDACK

DERDACK designs software for real-time alert 

notifications and anywhere incident response. 

There was need of:

• New ways to address the users’ needs in a

more structured and systemic way.

• Redesign of a specific feature (the planning

of on-call duty) of the company’s overall

software product.

The project started well. The management was

convinced of the method, which also seemed a

good match with the mindset and the already

existing manner of operation. In addition, they

received support from an external coach.
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One project changes the entire organization: the case of 

DERDACK

Obstacles and Challenges

• Being forced to work in a new way in non-

hierarchical and heterogeneous teams 

sometimes caused additional discomfort.

• A wide gap between the idea as a raw 

invention and the product as an implemented 

innovation. 

• Project did not take the estimated 3 months 

to implement, but rather nearly 9 months 

were required.

Learning and Expanding 

• They used feedback from their customers as 

a yardstick of performance (overall positive 

feedback). 

• The key to scale Design Thinking from an 

idea generator to a driving force of 

organizational change was to customize 

Design Thinking to the specific requirements 

of the company and adapt goals and 

resources appropriate to the given scope of 

application.
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One project changes the entire organization: the case of 

DERDACK

• Hire specialists. The areas of focus: 

planning and organizing work-sessions, 

setting up customer interviews and co-

working sessions and keeping track of 

parallel projects and pushing the teams to 

work on them.

• Create a space. Derdack redesigned the 

office space collaboratively. The specific 

space and environment there helps to work 

with the method by putting it into a physical 

and mental setting.

• Adapt design thinking to your needs. One 

important change in using design thinking on 

a regular basis was to break down the design 

thinking sessions from whole days once a 

week into one or two sessions from 2 to 4 

hours per week. These sessions could be 

integrated more easily into everyday work 

and felt more ‘natural’ to the participants.

• Keep the team united. When starting new 

projects, Derdack carefully pays attention to 

make sure that every team member can 

contribute to the team during the complete 

project. 
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OpenIDEO is an open innovation platform, where designers 

and other creative thinkers create together

OpenIDEO is part of IDEO, a design 

and innovation firm that uses a 

human-centered, collaborative 

approach to solving complex issues –

design thinking.

https://openideo.com/

https://openideo.com/
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The Human-Centered Design (HCD) Toolkit was designed to 

solve the world's most difficult problems

The Human-Centered Design (HCD) 

Toolkit was designed specifically for 

NGOs and social enterprises that work 

with impoverished communities in 

Africa, Asia, and Latin America. 

http://www.ideo.com/by-ideo/human-centered-

design-toolkit

http://www.ideo.com/by-ideo/human-centered-design-toolkit
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Design Thinking books

• Tim Brown (2009): Change by Design: How 

Design Thinking Transforms Organizations 

and Inspires Innovation. New York: 

HarperCollins Publishers. 

• Roger L. Martin (2009): The Design of 

Business: Why Design Thinking is the Next 

Competitive Advantage. Boston: Harvard 

Business School Publishing.

• Marc Stickdorn, Jakob Schneider (2012): 

This is Service Design Thinking: Basics –

Tools – Cases. Amsterdam, BIS Publishers.

• Thomas Lockwood (2009): Design Thinking: 

Integrating Innovation, Customer 

Experience, and Brand Value. New York: 

Allworth Press. 

• Steven Johnson (2011): Where Good Ideas 

Come From: The Natural History of 

Innovation. London: Penguin Books.

• Tom Kelley, Jonathan Littman (2001): The Art 

of Innovation: Lessons in Creativity from 

IDEO, America's Leading Design Firm. New 

York: Doubleday.
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Key Takeaways

• Design Thinking is a human centred and collaborative approach to problem solving that is creative, 

iterative and practical.

• Design Thinking combines business viability, people desirability, technology feasibility.

• Design Thinking is a balance of analytical and intuitive thinking.

• Design Thinking process includes 5 modes: empathize, define, ideate, prototype and test. 

• Design Thinking process begins with the Empathize mode. Empathy is the centrepiece of a human 

centred design process.

• The Define mode of the design process is all about bringing clarity and focus to the design space.

• Ideate is the mode of the Design Thinking process in which you concentrate on idea generation.

• The Prototype mode is the iterative generation of artefacts intended to answer questions that get you 

closer to your solution.

• The Test mode is when your solicit feedback, about prototypes you have created, to have another 

opportunity to gain empathy. 
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Idea

• worldwide phone 
calls for business 
travellers

• $5 billion 
investment 

Problems

• large and bulky 
handsets

• high costs

• bad quality calls

• no use indoors

Result

• not enough paying 
customers

• no revenue

• bankruptcy

A major example of market validation failure is Iridium, a satellite-

based phone system
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At the end of this lecture you will be able to...

...define what market validation is

...name an example of market validation failure

...outline the importance of market validation

...understand the objectives of market validation

...know the process/steps of market validation

...understand the underlying concept of the theory of planned behaviour

...name market validation methods

...discuss what to validate at which stage/ ...discuss which market validation 

methods are used for which purpose (at which stage of the process)
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Table of Contents

• EXAMPLE of market 
validation failure1

• MARKET VALIDATION 
definition2

• IMPORTANCE of market 
validation3
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Market validation follows the idea of selling the product before 

you build it 

”Market Validation is a series of standard business practices applied using an objective, 
market oriented and fact based data collection process.” (Rob Adams, 2010)

“Market Validation is a system that mimics that process without risking all the capital it 
takes to build the product.“ (RA)

”The philosophy behind Market Validation is that success is achieved through a series of 
fast failures.” (Rob Adams, 2010)

“Market Validation is a process applied to the unstructured, serendipitous task of doing a 
complete evaluation of the market for a product before the product is built.” (RA) 
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Wave I (1850-
1950)

• production-
chasing-demand 
economy 

• “You have it 
and they need 
it”

Wave II (1950-
2000)

• marketing-
/distribution-
driven economy 

• “You build it 
and they will 
come”

Wave III 

(since 2000)

• consumer-driven 
economy

• “You deliver it
to the 
customer”

Major shifts

• From needing stuff to demanding experiences 

• From conformity to customization 

• From plutocracy to democracy 

You build it, will 
they come?

The competitive advantage has shifted from having manufacturing  

capabilities to having market insights 
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start-up businessesnew products

There is plenty of evidence that the customers do not necessarily 

come

“More than 65 percent of new products fail. If we switch over to start-ups, 
the failure rate takes a huge leap to 90 percent.“ (Rob Adams, 2010)
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Business failures can be avoided by validating the market before 

making major investments

Market validation facilitates to:

• learn about your customers and market

• determine whether the market likes your product and whether the market is willing to 

pay for your product

• reduce risk, shorten your time to market and secure paying customers 

• develop and refine your value proposition

• differentiate you substantially from other startups

Entrepreneurship involves recognizing, and being 

willing to accept the risk that the venture may fail. 

Market validation keeps this risk as low as possible. 

Without a market 
there is no 
business.

Without customers 
there is no market.
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Market validation means “Ready, Aim, Fire“ instead of a “Ready, 

Fire, Fire, Fire, Aim” process 

Ready Aim Fire
 A fast triage of your 

idea to understand if 
more time and effort 
should be invested 

 Time investment of 2 
days 

 A deep dive into the 
target market to develop a 
product with unique, 
differentiable features

 Time investment of 60 
days 

 The art of converting 
market data into 
product features and 
getting a product out 
the door quickly 
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Ready Step : qualifying a market to see if there’s enough 

potential to invest more time and effort

Domain knowledge

Market size and growth rate

Lifecycles and trends

Competitive analysis

Outside data sources
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Aim Step: Designing a robust offering

Getting to the market pain

Finding your target audience

Turning data into results 

Outside help

Preparing the market for your product
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Fire Step: Transitioning from gathering information to translating it 

into usable deliverables

How to get a market oriented product out quickly

Written product specifications and schedules

Design Partner/Advisory Board Programs 

Launch

Sustained sales and marketing efforts 
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We will continue with market validation in the next lecture!

• EXAMPLE of market 
validation failure1

• MARKET VALIDATION 
definition2

• IMPORTANCE of market 
validation3

• STEPS of market 
validation: READY, AIM, 
FIRE

4

• THEORY OF PLANNED 
BEHAVIOUR5

• Market validation 
METHODS6

• MINIMUM VIABLE 
PRODUCT approach7

• LITERATURE8

Next lecture
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THANK YOU

FOR QUESTIONS OR RECOMMENDATIONS PLEASE CONTACT

Thorsten Kliewe, Project Manager

kliewe@fh-muenster.de

+49 (0) 251 83-65594

FOR YOUR ATTENTION
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Ease-of-Use: Degree to 
which a person has a 
favorable or unfavorable 
evaluation of the behavior 
of interest

The theory of planned behaviour explains customers‘ decision 

making process/purchasing behaviour

Peer Influence: Our belief 
about what valued others 
expect us to do

Self-efficacy and 
Controllability: A person‘s 
perceptions of their ability 
to perform a given 
behaviour

Intention: 
Internal 
decleration to 
act.

Behaviour: 
The actual 
observable 
thing you do.
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The theory of planned behaviour explains customers‘ decision 

making process/purchasing behaviour

?

?

?

Example
Newspaper
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Market validation can be processed by many different methods

• Living lab

• Lead user method

• Sell to Earlyvangelists

• Prototyping and experimentation

• Empathy map

• Shadow/Observe customers at work or day-to-day activities

• Talk to the customer

• Survey

• Data from external sources

• Find partners and profit from

their experiences
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Group work: When would you apply which kind of market 

validation method?

• Living lab

• Lead user method

• Sell to Earlyvangelists

• Prototyping and experimentation

• Empathy map

• Observe customers 

• Talk to the customer

• Survey

• Data from external sources

• Find partners

Ready

Aim

Fire
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Discussion question: How could Iridium‘s failure have been 

avoided by market validation?
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Platforms such as kickstarter or selfstarter help to sell it before you 

build it 

• Kickstarter is the world's largest funding platform for creative projects. 

• As a start-up you have no idea if people will buy your product. You may spend countless months 

researching your customers. You may even get dozens of customers to say “Yes, I would buy that if 

you made it.” But until you ask them to put real money down you have no idea if it will sell. And 

without paying customers you don’t have a business.

• It is a way to verify the market need, prove to investors this new product would sell, and ultimately 

generate cash to buy the product from our supplier.
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By designing MVPs and using platforms like kickstarter you can 

literally sell it before you build it 
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Discussion question: When rather not to use platforms such as 

kickstarter?
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Market Validation will significantly increase the likelihood your 

product will succeed in the market.

When starting a business make sure to follow “Ready, Aim, Fire“ process 
instead of a “Ready, Fire, Fire, Fire, Aim” process.

The key to success is fast failures.

“Sell it before you Build it.” Thinking of Kickstarter: Let your customers validate 
their interest by letting them pay upfront.

It is not about not finding investors as you‘ll find investors if you have a 
compelling product. But you have to prove that customers want the products. 
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Literature

Lewis, R., & Dart, M. (2010). The new rules of retail: Competing in the world's toughest 

marketplace. New York, NY: Palgrave Macmillan. 

Lange, P. A., Kruglanski, A. W., & Higgins, E. T. (2011). Handbook of Theories of Social 

Psychology: Volume One. London: SAGE Publications.

Adams, R. (2010). If you build it will they come?: Three steps to test and validate any market 

opportunity. Hoboken, NJ: Wiley.

Adams, R. (2002). A good hard kick in the ass: Basic training for entrepreneurs. New York: Crown 

Business.
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Ease-of-Use: Degree to 
which a person has a 
favorable or unfavorable 
evaluation of the behavior 
of interest

The theory of planned behaviour explains customers‘ 

decision making process/purchasing behaviour

Peer Influence: Our belief 
about what valued others 
expect us to do

Self-efficacy and 
Controllability: A person‘s 
perceptions of their ability 
to perform a given 
behaviour

Intention: 
Internal 
decleration to 
act.

Behaviour: 
The actual 
observable 
thing you do.
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The theory of planned behaviour explains customers‘ 

decision making process/purchasing behaviour

?

?

?

Example
Newspaper
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Market validation can be processed by many different 

methods

• Living lab

• Lead user method

• Sell to Earlyvangelists

• Prototyping and experimentation

• Empathy map

• Shadow/Observe customers at work or day-to-day activities

• Talk to the customer

• Survey

• Data from external sources

• Find partners and profit from

their experiences
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Group work: When would you apply which kind of market 

validation method?

• Living lab

• Lead user method

• Sell to Earlyvangelists

• Prototyping and experimentation

• Empathy map

• Observe customers 

• Talk to the customer

• Survey

• Data from external sources

• Find partners

Ready

Aim

Fire
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Discussion question: How could Iridium‘s failure have been 

avoided by market validation?
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Platforms such as kickstarter or selfstarter help to sell it 

before you build it 

• Kickstarter is the world's largest funding platform for creative projects. 

• As a start-up you have no idea if people will buy your product. You may spend countless months 

researching your customers. You may even get dozens of customers to say “Yes, I would buy that if 

you made it.” But until you ask them to put real money down you have no idea if it will sell. And 

without paying customers you don’t have a business.

• It is a way to verify the market need, prove to investors this new product would sell, and ultimately 

generate cash to buy the product from our supplier.
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By designing MVPs and using platforms like kickstarter you 

can literally sell it before you build it 
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Discussion question: When rather not to use platforms 

such as kickstarter?
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Market Validation will significantly increase the likelihood 

your product will succeed in the market.

When starting a business make sure to follow “Ready, Aim, Fire“ process 
instead of a “Ready, Fire, Fire, Fire, Aim” process.

The key to success is fast failures.

“Sell it before you Build it.” Thinking of Kickstarter: Let your customers validate 
their interest by letting them pay upfront.

It is not about not finding investors as you‘ll find investors if you have a 
compelling product. But you have to prove that customers want the products. 
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This video will give you a better understanding of what 

Social Entrepreneurship is all about

The Skoll Foundation has completed a 

short film about the field of social 

entrepreneurship. 

https://www.youtube.com/watch?t=10&v=jk5LI_W

cosQ

https://www.youtube.com/watch?t=10&v=jk5LI_WcosQ
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In this course you will gain knowledge about social 

entrepreneurship and social entrepreneurs

By the end of this session you should be 

able:

• to know how to create solutions to address 

societal problems;

• to understand what social entrepreneurship 

is;

• to understand what social entrepreneurs do;

• to understand the difference between 

business oriented and socially oriented 

social entrepreneurs;

• to have an awareness of the boundaries of 

social entrepreneurship… 
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“When we want to help the poor, we usually offer them charity. 

Most often we use charity to avoid recognizing the problem and 

finding the solution for it. Charity becomes a way to shrug off our 

responsibility. But charity is no solution to poverty. Charity only 

perpetuates poverty by taking the initiative away from the poor. 

Charity allows us to go ahead with our own lives without worrying 

about the lives of the poor. Charity appeases our consciences.”

Muhammad Yunus

Founder of Grameen Bank, the pioneer in the microfinance industry
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Social Entrepreneurship drives social innovation and 

transformation in various fields

Social entrepreneurship is the field in which 

entrepreneurs tailor their activities to be directly 

tied with the ultimate goal of creating social 

value. In doing so, they often act with little or no 

intention to gain personal profit. 

Any definition of social entrepreneurship should 

reflect the need for a substitute for the market 

discipline that works for business entrepreneurs. 
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Social entrepreneurship is based on three buildings blocks: 

sociality, innovation and market orientation 

• Sociality refers to the social and 

environmental focus of social 

entrepreneurship (through the creation of 

public goods and positive externalities).

• Innovation as an approach has much 

common with models in commercial 

entrepreneurship. It is a specific tool of 

entrepreneurs, the means by they exploit 

change as an opportunity for a different 

business or a different service.

• Market orientation refers to a variety of 

ways in social entrepreneurship, most 

obviously in the for-profit social enterprise 

form, which operates in commercial markets 

and generates profits to reinvest in their 

social mission.
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Social Entrepreneurs play the role of change agents in the social 

sector

Social entrepreneurs are:

• Adopting a mission to create and sustain 

social value (not just private value);

• Recognizing and relentlessly pursuing new 

opportunities to serve that mission;

• Engaging in a process of continuous 

innovation, adaptation, and learning;

• Acting boldly without being limited by 

resources currently in hand;

• Exhibiting a heightened sense of 

accountability to the constituencies served 

and for the outcomes created.
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Social Entrepreneurs are individuals with innovative 

solutions to society’s most pressing social problems

They are tackling major social issues and offering 

new ideas for wide-scale change. Social 

entrepreneurs drive social innovation and 

transformation in various fields including 

education, health, environment and enterprise 

development.

They are:

• Ambitious;

• Mission driven;

• Strategic;

• Resourceful;

• Results oriented.
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Typically, five traits reoccur when speaking of the 

entrepreneurial personality

Social entrepreneurs are often seen as a 

subspecies of the business entrepreneur.

Five traits of business entrepreneur:

• Risk-taking propensity; 

• Innovativeness;

• Need for achievement; 

• Need for independence; 

• Proactiveness; 

Besides identifying similarities between social 

and business entrepreneurs, there is still one 

core difference between the two. 

THE GOAL OF THE ENTERPRISE

• Social entrepreneurs  social mission; 

• Business entrepreneurs  profit. 
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Two traits reoccur when speaking of the prosocial 

personality

The prosocial personality is made up of the 

traits moving people to act in a way benefiting 

other people than themselves:

• Empathy is the ability to put oneself in 

another´s shoes, to perceive the emotional 

state of other people; 

• Sense of social responsibility is the trait, 

which causes a sense of obligation to assist 

those in distress.
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Social Entrepreneurs have both traits considered as 

typically entrepreneurial, as well as prosocial  

Entrepreneurial

•Risk-taking 
propensity 

• Innovativeness

•Need for 
achievement 

•Need for 
independence 

•Proactiveness

Prosocial

•Empathy 

•Sense of social 
responsibility

The characteristics within the social 

entrepreneurial personality 
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There are two types of Social Entrepreneurs: business 

oriented and socially oriented

HAS

Understanding of a 

Business Solution

NEEDS

Development of a 

Sustainability Model

MOTIVATION

Business/Ideas

HAS

Understanding of a 

Social Problem

NEEDS

Development of a 

Business Model

MOTIVATION

People/Problems

BUSINESS

ORIENTED

SOCIALLY

ORIENTED

MAKE MONEY AND DO GOOD

Entrepreneurs who decide 

to apply their business skills 

so solve a social problem 

Those whose belief in a 

social cause inspires them 

to become entrepreneurial
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Social Entrepreneurship exhibits characteristics of three 

sectors: private, public and voluntary

Andrew Wolk (2007): Social Entrepreneurship and Government: A New Breed of 

Entrepreneurs Developing Solutions to Social Problems. Boston: Root Cause, p. 164.  

The boundaries between three sectors – public 

(government), private (businesses), and 

voluntary  (non-profits) – blur, creating a space 

for Social Entrepreneurship to emerge and grow. 
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Social entrepreneurs operate within boundaries of two 

strategies

• Non-profit with earned income strategies – a 

social enterprise performing hybrid social and 

commercial entrepreneurial activity to achieve 

self-sufficiency;

• For-profit with mission-driven strategies – a 

social-purpose business performing social 

and commercial entrepreneurial activities 

simultaneously to achieve sustainability.

ENTREPRENEURSHIP SPECTRUM 

Samer Abu-Saifan (2012): Social Entrepreneurship: Definition and Boundaries. URL: 

http://timreview.ca/article/523

http://timreview.ca/article/523


“Social entrepreneurs are not content just 

to give a fish, or teach how to fish. They 

will not rest until they have revolutionized 

the fishing industry.”

Bill Drayton 

Founder of Ashoka: Innovators for the Public
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Ashoka is an international development organization with a 

mission to advance social entrepreneurs

An Arlington VA-based, founded in 1980, Ashoka

Innovators for the Public has invested in and 

supported over 1,200 social entrepreneurs in 43 

countries. 
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FIFTEEN: young, unemployed people, are recruited and 

trained to become professional chefs

Founded by English celebrity chef Jamie Oliver in 

2002, Fifteen started out as an ambitious effort to 

offer disadvantaged youths a means of creating 

better futures for themselves through the art of 

good food. 

https://www.jamieoliver.com/the-fifteen-apprentice-

programme/home

https://www.jamieoliver.com/the-fifteen-apprentice-programme/home
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Amul is one of the best examples of co-operative 

achievement in the developing economy

Amul was established initially as a reaction to 

unfair milk trade practices in India, inspiring local 

and marginalized farmers to form cooperatives 

independent from trade cartels. 

https://www.youtube.com/watch?v=VnOG2uUeSUw



22
9

[Insert your 
logo here]

Amul is one of the best examples of co-operative achievement in 

the developing economy

Founded in 1946, Amul was established initially 

as a reaction to unfair milk trade practices in 

India, inspiring local and marginalized farmers to 

form cooperatives independent from trade 

cartels. With the notable help of Tribhuvandas

Patel and Verghese Kurien, the Amul cooperative 

model became so successful that it was 

replicated all over India in 1965. Amul initiated as 

an experiment in two villages, collecting 250 kg 

of milk per day. As the cooperative expanded its 

branches over the course of its 50-year journey, 

Amul boasts of more than six million kilograms of 

milk collection daily. 

https://www.youtube.com/watch?v=VnOG2uUeSUw

https://www.youtube.com/watch?v=VnOG2uUeSUw
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Social Entrepreneurship books

• David Bornstein (2004): How to Change the 

World: Social Entrepreneurship and the 

Power of New Ideas. New York: Oxford 

University Press.

• John Elkington, Pamela Hartigan (2008): The 

Power of Unreasonable People: How Social 

Entrepreneurs Create Markets That Change 

the World. Boston: Harvard Business Review 

Press.

• Muhammad Yunus, Karl Weber (1999): 

Creating World Without Poverty: Social 

Business and the Future of Capitalism. 

Philadelphia: Public Affairs.

• James C. Collins (2001): Good to Great and 

the Social Sectors: A Monograph to 

Accompany Good to Great. New York: Harper 

Collins. 

• William D. Eggers, Paul Macmillan (2013): 

The Solution Revolution: How Business, 

Government, and Social Enterprises are 

Teaming Up to Solve Society´s Toughest 

Problems. Boston: Harvard Business Review 

Press.

• Beverly Schwartz (2012): Rippling: How 

Social Entrepreneurship Spread Innovation 

Throughout the World. San Francisco: 

Jossey-Bass.
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Key Takeaways

• Social entrepreneurship is the field in which entrepreneurs tailor their activities to be directly tied with 

the ultimate goal of creating social value.

• Social entrepreneurship is based on three buildings blocks: sociality, innovation and market 

orientation. 

• Social Entrepreneurs are individuals with innovative solutions to society’s most pressing social 

problems.

• Social Entrepreneurs play the role of change agents in the social sector

• There are two types of Social Entrepreneurs: business oriented and socially oriented.

• Social Entrepreneurship exhibits characteristics of three sectors: private, public and voluntary.

• Social entrepreneurs operate within boundaries of two strategies: non-profit, for-profit. 
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